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Newspaper Retail Ad Program Holds 


Spotlight at NAEA 


Boston, June 24—The retailer) 
largely occupied the center of the 
stage at the summer meeting of 
the Newspaper Advertising Execu- 
tives Assn. which finished here 
today. 

It was retailer pressure on man- 
ufacturers which provoked one of 
the most interesting discussions of 
the meeting. The Bureau of Ad- 
vertising and newspapers have 
collaborated on the “Is Your Part- 
ner Working With You?” booklet, 
which newspapers distribute to re- 
tailers who in turn use it to put 
the heat on advertisers for local 
newspaper support. 

John W. Moffett, of the Minne-| 
apolis Star & Tribune, reported on | 
results: 428 newspapers in 342 cit-_ 
ies are using more than 150,000) 
copies of the booklet prepared by | 


the bureau, and many more thou- | 


sands have been circulated by 
newspapers which prepared their 
own versions. 


= Some members of the Assn. of 
National Advertisers have been 
complaining about the language of 
the booklets prepared by news- 
papers. They argue that there are 
cases where an advertiser is using 
a combination of radio, TV and 


Summer Meeting 


—Ko0 


fam 


plows 


OPEN-PORE SURFACE—That’s what the 
copy says about Dayton Rubber Co.'s 
Koolfoam pillows, in this ad appearing in 
July and August in Good Housekeeping, 
House & Garden, New York Times Maga- 
zine and Town & Country. Norman D. 
Waters & Associates is the agency. 


must recognize that their position 
|is not unreasonable...ANA simp- 


magazines to cover a market, and ly asks us to stick to facts in pre- 
that the dealer’s pressure inspired senting this story aimed at clari- 
by newspapers tends to undermine | fying competitive media claims. To 
the advertiser’s entire sales effort | the best of my knowledge the pres- 
in that market, to the detriment of|ently revised bureau _ booklet... 


all concerned. 

“Many of us would view such a 
complaint with mixed emotions,” 
Mr. Moffett conceded, but “we 
want to be fair to ANA and we 


meets any objections which were 
raised...” 
On the heels of Mr. Moffett’s 
‘speech came one from Anton W. 
(Continued on Page 36) 


Advertise Your Company to Increase 


Stock Ownership, Haskell Tells NIAA 


PirrspurcH, June 25—At the 
four-day 31st annual conference of 
the National Industrial Advertis- 
ers Assn., which closed here to- 
day, John H. Haskell, v.p., New 
York Stock Exchange, urged ‘in- 
dustrial advertisers to advertise 
their companies as well as their 


For other news of the NIAA 
conference see Pages 2 and 3. 


products to help increase share 
ownership. “Companies best 
known to the public,” he said, “are 
the most widely owned and enjoy 
the most liquid markets for their 
securities.” 

Craig R. Sheaffer, Assistant Sec- 
retary of Commerce, told the con- 
ference that there is no reason to 
fear a recession, but that the 
American distribution system 
needs revamping to meet the po- 
tential market expansion that lies 
ahead. Advertising must be used 
more effectively, he said, to sell 
goods, because of the shortage of 
salesmen which he estimated at 
60,000. 


® William C. Sproull, director of 
advertising, Burroughs Corp., De- 
troit, was elected president of 
NIAA to succeed Gene Wedereit, 


advertising director, Girdler Corp. 
& Tube Turns Inc., Louisville. 

For the first time, a woman was 
elected to membership on _ the 
NIAA board. She is Mrs. Lee 
Worthington, director of advertis- 
ing and secretary of Tranter Mfg. 
Inc., Lansing, Mich. 

Registration hit a new high of 
'712. Previous high for full regis- 
trations was 591 at Chicago last 
year. Partial registrations brought 
total attendance at this conference 
to nearly 1,500. Total membership 
was reported at an all-time high 
of 4,098. 

The NIAA board was asked by 
the Philadelphia chapter to have 
an examination made of present 


membership services by the na-| ; 
pen tN thts , My lta | Joseph Katz Co., with which he has been associated for 15 years, to 


| join Emil Mogul Co. as v.p. and general manager. 


tional association and to have a 
study made of the present dues 
structure. Incoming President 
Sproull said he expects to appoint 
a special committee for this pur- 
pose. 


® The conference endorsed sev- 
eral revisions to the by-laws to 
assure more direct control of 
NIAA’s Industrial Advertising Re- 
search Institute by the association. 

An outline report on the re- 
search institute’s first study on 
handling advertising inquiries was 

(Continued on Page 106) 


THE NATIONAL NEWSPAPER OF MARKETING 


annual report on 


This starts on Page 52. 


paper advertiser on the 1952 


How Newspapers Fared in 1952 | 


Starting on Page 47, ADVERTISING AGE presents a report 
on newspapers as an advertising medium, and new de- 
velopments in the newspaper industry during the past year. 

Included in this issue is the Bureau of Advertising’s 
individual 
broken down by product, of all national newspaper adver- 
tisers investing $25,000 or more in the medium during 1952. 


Also included is a tabulation showing what each news- 


since 1948, and a revised list giving complete details on 
newspapers that carry r.o.p. color advertising. 


| 
| 
advertising expenditures, | 


| 
list has spent in newspapers | 


| 


NBC Offer of | 
‘54 Color TV 


WASHINGTON, June 25—The. 
adoption of an acceptable com- | 
mercial color television system 
during 1953 became a real possi- 
bility today as Radio Corp. of 
America and National Broadcast- 
ing Co. told the Federal Communi- 
cations Commission that they are 
prepared to begin colorcasts under 
standards which are endorsed by 
the nation’s top electronic experts. 

Dr. C. B. Jolliffe, v.p. and 
technical director of RCA, said 
station and receiving equipment 
will be available early in 1954 if 


Quaker Oats Agencies Agree to Exchange 
Data in ‘Media Clearing House’ Program 


FCCtoWeigh 


CHICAGO, June 26—The newspa- 
per representative calls up J. Wal- 
ter Thompson to get the over-all 
picture on newspaper schedules 
and appropriations for Aunt Je- 
mima pancake mix. 

What happens? 

He gets referred to Blair Vedder, 
media man for Needham, Louis & 
Brorby, who can give him the 
newspaper ad picture for Aunt Je- 
mima and any other Quaker Oats 
Co. product he wants to name. 

This may seem to hint at an 
agency merger, but it’s far from 
it. Instead, it’s a sample of how 
Quaker Oats’ new “clearing house” 
system of media selection and pur- 
chase operates. 

What happens under the new 


program is that a media expert} 
from among four Quaker Oats | 


agencies is assigned to a specific 
medium, with the job of keeping 
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Williams Urges 


Higher Budgets 


for Advertising 


Commerce Official Says 
Distribution Costs Are 
Probably Too Low Now 


SAN FRANCISCO, June 23—One of 
the nation’s top government lead- 
ers, Under Secretary of Commerce 
Walter Williams, has added his 
voice to the appeal for more ad- 
vertising dollars from U. S. busi- 
ness companies. 

Speaking at the 50th annual con- 
vention of the Advertising Assn. of 
the West here Monday, Mr. Wil- 
liams stressed his belief that, un- 
less more money is invested in ad- 
vertising, there is danger that the 
nation’s economy will not continue 
to expand. 

With a leveling off of military 
expenditures, he said, some pro- 
ductive capacity must be turned to 
consumer goods production. This, 
in turn, means that purchasing 
power must be converted into 
realized sales through stimulation 
of the desire to buy. 


s It takes a great deal of capital 
investment, he explained, to pro- 
vide tools for even one factory 
worker, “but it also takes a lot 
of sales effort, including advertis- 


'ing and market research, to keep 


him on the job. Added investment 


track of the milling firm’s total). i , 
in sales effort, including advertis- 


advertising position in that me- 


FCC acts by the end of this sum- 
mer. While RCA estimated that 
sets will initially sell for $800 to's The new “clearing house” su-| 
$1,000, it predicted that prices |pervisors, by media assignment, 
would drop as volume production | are as follows: 
of the all-important tri-color tube| Magazines—John DeBevec, as-| 


is achieved. sociate media director, J. Walter 
The system which FCC was | Thompson Co. 


asked to approve is essentially the) Newspapers—Blair Vedder, as- 
same system that was rejected in sistant media director, Needham, 
1950, when the commission Louis & Brorby. | 
adopted the so-called “field se-| Qutdoor, Transportation, Special 
quential” color method advocated print Media—Jack L. Matthews, 


(Continued on Page 133) (Continued on Page 4) 


Last Minute News Flashes 
C&EI Railroad Names Fuller & Smith & Ross 


Cuicaco, June 26—The Chicago & Eastern Illinois Railroad has ap- 
pointed the Chicago office of Fuller & Smith & Ross to handle its ad- 
vertising. Erwin, Wasey & Co., Chicago, formerly handled the account. 


Monsarrat Takes Over Toigo Managerial Work 


New York, June 26—John Monsarrat, senior v.p. of Lennen &. 
Newell, has been appointed general manager. The change was made) 
to give Adolph Toigo, executive v.p. and former general manager, 


dium. 


more time to devote to clients and prospective clients. 


Wildman Leaves Joseph Katz for Mogul Co. 


New York, June 26—Nat C. Wildman has resigned as senior v.p. of 


Pure Oil to Open Its Biggest Drive June 30 

CuIcaGco, June 26—Pure Oil Co.’s largest campaign will open next 
Tuesday to imtroduce Sensitized gasoline. Newspapers, 220 of them, 
get the biggest slice of the budget. The outdoor advertising in 600 cities 
is a new record for Pure Oil. Radio, TV and point of sale material will 
also be used. Leo Burnett Co. is the agency. 


Next week ApvERTISING AGE begins publication of a six-part analysis 
of the Federal Trade Commission, by Stanley E. Cohen, Washington 
editor. The series will present a factual picture of FTC—what it is, 
how it came into being, how it functions, who runs it. 


(Additional News Flashes on Page 133) 


ing and market research, is a cor- 
(Continued on Page 129) 


out-of-town letters, 


Republicans Face 
Unpopular Postal 
Bill Hiking Rates 


WASHINGTON, June 25—The Re- 
publican congressional leadership 
faced the difficult task today of 
selling a general postal rate in- 


crease to reluctant members of the 
_ House and Senate post office com- 


mittees. 
The increase, involving 4¢ on 


2¢ for bulk 
third class, and a 32% hike for 
publishers’ second class mailings, 


_is part of an administration pro- 


gram to virtually wipe out the 
Post Office Department’s deficit in 
the coming year. 

Postmaster General Arthur Sum- 


/merfield has already taken his case 


to the policy sessions of House and 
Senate Republicans, but postal 
committee members are reluctant 
to rush through the politically un- 
popular rate hikes, at least until 
Republicans have more time in 
which to demonstrate their ability 
to introduce more efficient oper- 
ating methods in the department. 

The situation is particularly dif- 
ficult on the Senate side, where the 
post office committee is current- 
ly involved in a major examina- 
tion of postal operating policies 
and methods. Sen. Frank Carlson 
(R., Kan.), Senate postal chair- 
man and a strong administration 
man on most matters, has taken the 
position that rate changes should 


(Continued on Page 129) 
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Home Furnishings Market Gets Off to Slow | 
Start, But Manufacturers Remain Hopeful 


Cuicaco, June 24—The summer 
home furnishings show got off to 
a slow start here this week, but 
major furniture producers are con- 
fident that business will remain 
good through the rest of the year. 

Consensus of representative 
wholesalers and retailers is that 
people will buy home furnishings 
—if the price is right. Manufac- 
turers’ prices have risen slightly 
since last year and it still is an 
open question whether they can 
absorb pending labor and mate- 
rial cost increases. Consequently, 
the buyers are looking around for 
“special deals” and goods they 
feel have good consumer accep- 
tance. 

Predicting good attendance at 
the summer showing, Wallace O. 
Ollman, general manager of the 
Merchandise Mart, pointed out 
that total furniture sales were up 
9% the first five months of 1953 
and that stocks will need to be 
replaced. A Mart survey, how- 
ever, shows that six-months’ sales 
by manufacturers to retailers are 
up from 5% to 25%, indicating 
that wholesaler and retailer in- 
ventories are higher than last 
year. 


s “Optimism, seasoned with sen- 
sible caution, is the keynote of 
the market,” Mr. Ollman said. 
“Furniture, floor covering, appli- 
ance, television, fabric and lamp 
makers gauged the June market 
potential from reasonably good to 
excellent, better than that of last 
summer.” 

Gen. Lawrence H. Whiting, 
American Furniture Mart presi- 
dent, added that it is fair to as- 
sume that there will be good busi- 
ness—but no boom—in home fur- 
nishings through 1953. 

It appears that many merchants, 
manufacturers and_ distributors 
feel that they will hold on to gains 
made so far this year, he said. 
They will do this by combining 
wanted merchandise at wanted 
prices with hard-selling programs. 


s Individual outlooks as they are 
shaping up at the showing are: 
Furniture: Dealers are very se- 


lective. They’re buying, but re-| 
membering above-normal inven- 
tories in their stores. Prices 
haven’t increased to any great de- 
gree, but the recent $4 a ton steel | 
price increase poses a question. | 
Modern furniture is expected to) 
remain popular, but probably 
won't cut into the traditional de- 
sign market to a much greater ex- 
| tent. 

_ There is emphasis on middle and 
‘upper lines at the market, but 
‘many promotional patterns are 
shown. 


Appliances: Demand for major ap- 
pliances is leveling off, and most 
exhibitors were disappointed by 
the low level of buyer interest 
when the show opened. Consumer 
credit is a problem for dealers. The 
opening of more than 100 televi- 
sion stations this year will help 
sagging TV sales. 

Price cutting through trade-ins 
and other devices is a major fac- 
tor when dealers start talking 
price with appliance manufactur- 
ers. Both agree harder selling is 
needed. 


Floor Coverings: Here, too, deal- 
ers are looking for special prices 
to stretch their markup. There is 
plenty of cut-throat competition 
on the retail level, but sales this 
year are expected to rise slightly. 

More synthetic fibers are being 
used in carpeting and smooth sur- 
face coverings are featuring new 
designs and colors to appeal to 
consumers. Smooth surface man- 
ufacturers are expected to back 
away from the emphasis which 
has been placed on the “do it 
yourself” market and play up pro- 
fessional installations. 

In styling, the TV influence has 
shown up in larger sofas and 
chairs. Oversize tables and lamps 
also are popular and many room 
dividers containing storage space 
for linens, china, books and televi- 
sion sets are being shown for 
homes with living-dining rooms. 

Foam rubber is more popular 
this year in upholstered goods and 
| synthetics are getting a heavy play 
‘in coverings and in draperies. 


‘Pathfinder’ Sets 
‘54 Rate Increases 


PHILADELPHIA, June 
rates, based on a guarantee of 1,- 
500,000 net paid circulation, have 
been announced by Pathfinder. 

A new page size of 429 lines 
from 420 lines also becomes ef- 
fective with the February, 1954, 
issue. 

This marks a 25% increase in 
the base circulation figure from 


tion only or $7,350 for the na- 
tional edition minus western cir- 
culation. 


25—-New Verson Co. to Laughlin 


Kurt Verson Co., Englewood, N. 
J., institutional and_ industrial 
lighting fixture manufacturer, has 
appointed Laughlin-Wilson-Baxter 
_& Persons, New York, to handle its 
‘advertising. There has been no 
agency on the account for more 
than a year. Ad plans will be an- 
nounced shortly. 


1,200,000. The new b&w page rate, 


is up from $4,000 to $4,650 or 
16%%. This actually lowers the 
page-per-thousand circulation cost 
to $3.10 from $3.33. 

In enlarging the page, Path- 
finder gets the same page size as 
its sister publication, Farm Jour- 
nal. 


s The new rate card, dated June 
26, also indicates a shift in em- 
phasis in the publication’s title by 
playing up the publication’s sub- 
title of “The Town Journal,” and 
playing down “Pathfinder” for 
the first time. This is in keeping 
with the shift made when the 
magazine became a monthly last 
April. The name Pathfinder is re- 
tained, but in considerably re- 
duced size. 


Publisher Graham Patterson dis-| | 


closed that with the August issue 
net paid circulation will exceed 
1,300,000. The 1,500,000 mark will 
be crossed in December, he said. 
Also disclosed for the first time 
were ad rates for the Farm Jour- 
nal’s regional editions. A full b&w 


page is $1,350 for the western edi- | 


Unwrap your legacy 

- from the golden age 
of brewing— 

the beer we have ., 


t é 
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} " — om 
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/ begun running ads like this in Chicago 

papers, for its Reserve beer. Last year, the 

brewer introduced the brand nationally 

with page ads in The New Yorker (AA, 
March 10). 


| H. Grosse, Monsanto Chemical Co., 
Texas division (Gardner Advertis- | 
ing Agency); second award to J. H. 
Serkowich, LeTourneau-Westing- | 
LEGACY—Peter Hand Brewery, Chicago,/house Co. 

| via Batten, Barton, Durstine & Osborn, hos | third award to Clifford A. Faust 


FIVE PAGES—Holiday gets an exclusive 
United States Rubber Co. announces its new Lifewall U. S. Royal tires. Appearing 


in the magazine’s July all-vacation issue, 
Royal dealers, state by state. Placed by 


‘AlNew Wo in your anguage! A Safety in youre! 


Blowout! Prevention / 
Now- AllinOne! + Stid Pretection / 


Life Protection ! 
with the Only EVERLASTING WHITEWALLS 
with the Only CURB GUARD PROTECTIVE 


sod cob mol mapmamee sed enpeme! 
with the Only ROVALTEX TREAD and TRACTION 
ee On ce ad CORED Bree! 

and with up to TWICE AS MANY SAFE 
ees ome bee -nemtqeme bes years! 


HO 3 ae ii an Nm 


wwireo states SuUeBES COmPFanY 


with a five-page gatefold ad in which 


the ad takes two pages to list 700 U. S 
Fletcher D. Richards Co., New York, it is 


the first gatefold in Holiday's seven-year history. 


NIAA Members 
Collect Awards 
in 9 Categories 


PITTSBURGH, June 23—Nine sep- 
arate categories of awards to ad- 
vertisers, publications and mem- 
ber chapters was one of the major 
highlights of the 3lst annual con- 
ference here this week of the Na- 
tional Industrial Advertisers Assn. 

Toppers Awards, sponsored by 


NIAA Conference 


NIAA, were made to 14 advertisers 
for “outstanding jobs in achieving 
specific objectives.” 

For introducing a new product: 
Carborundum Co., refractories di- 
vision (G. M. Basford Co., agency) 
in small budget group, and Cutler- 
Hammer Inc. (agency unnamed) 
in large budget group. 

For developing new markets: 
International Harvester Co. (Leo 
Burnett Co.) in small budget 
group, and Cincinnati Milling Ma- 
chine Co. (agency unnamed) in 
large budget group. 


# For creating brand preference: 
Westinghouse Electric Corp. 
(Fuller & Smith & Ross), small 
budget, and Hercules Powder Co. 
(Fuller & Smith & Ross), large 
budget. 

For improving or expanding 
company name acceptance: U. S. 
Steel Corp. (Batten, Barton, Dur- 
stine & Osborn), small budget, and 
Standard Register Co. (agency un- 
named), large budget. 

For presenting superiority of a 
product: E. I. du Pont de Nemours 
& Co. (BBDO) small budget, and 
LeTourneau-W estinghouse Co. 
(Andrews Agency) large budget. 

For institutional promotion: 
General Electric Co. (G. M. Bas- 
ford Co.) small budget, and War- 
ner Swasey Co. (Griswold-Eshle- 
man Co.) large budget. 

For special or short term ob- 
jectives: Republic Steel Corp. 
(Meldrum & Fewsmith) small 
budget, and Warner Swasey Co. 
(Griswold-Eshleman Co.) large 
budget. 


s Putman Awards, sponsored by 
Putman Publishing Co., for indus- 
try, were made to three advertis- 


ing managers: First award to W. 


(Andrews 


Agency); 


Doctors Hit Radio 
and TV for ‘False 
Advertising Claims’ 


Cuicaco, June 26—Correction of 
/radio and TV ads which attempt to 
|'mislead audiences into believing 
|that certain claims are medically 
proven has been called for by the 
'American Medical Assn. 

| An editorial in the June 27 is- 
sue of the AMA’s Journal takes 
note of many complaints from 
physicians who “resent the present 
trend in advertising circles to fea- 
ture stethoscopes, white coats and 
/medical claims in advértising pro- 
grams. They assert this is a cheap 
‘attempt to mislead the audiences 
‘into believing that the claims have 
been proved medically,” the Jour- 
nal says. 

| The AMA editorial also express- 
'es the belief that most radio and 
|TV audiences “have been exposed 
_to so much of this drivel that there 
‘is not only suspicion or even dis- 
‘belief but actual resentment when 
| programs featuring such advertis- 
ing are offered.” 


= The association, representing 
more than half of U. S. doctors, 
topped off its strongly-worded 
statement with this warning: 

“While advertisers may claim 
that the medical profession makes 
up only a small part of the total 
population, they should not for- 
get that the doctors’ voices can be 
heard in ever-widening circles and 
that the public is not so lastingly 
gullible as some advertisers seem 
to believe.” 

As a solution, the AMA proposed 
a meeting with mutually interested 
parties in the radio and TV indus- 
try and called on county and state 
medical societies to consult with 
local stations on advertising that 
‘involves medical claims. 


Philadelphia Merchants 
Oppose Meter Advertising 


Philadelphia’s parking meter ads 
plan, authorized by the city coun- 
cil in October, 1952, is about to 
face its first court test. A suit has 
been filed by the Chestnut Hill and 
'Mt. Airy Business Men’s Assn. and 
|six merchants in the area. The 
| merchants say they have improved 
the area at great cost and that the 
'meter ads would mar the area’s 
appearances. 
| The merchants also say the use 
'of meters for advertising will de- 
prive them of use of their own 


tional. Property lines, they say, 
extend beyond the location of the 
meters. 


Forms Circulation Service 


Floyd L. Hockenhull, founder in| 
1/1935 of Circulation Management New York, has been named to han- 
_Magazine, has formed Circulation| dle the new Koolfoam furniture 
’| Development Service Inc., 53 W.\cushioning division of 
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Howrey Says FTC 


Should Cooperate 
Instead of Punish 


Ann ArsBor, Micu., June 23— 
Edward F. Howrey, chairman of 
the Federal Trade Commission, 
said last week that more consulta- 
tion between the commission and 
business is necessary and _ indi- 
cated that FTC’s new bent is to- 


ward “compliance, not punish- 
ment.” 
This is Mr. Howrey’s first 


speech since he took over as head 
of FTC last April. It is of partic- 
ular interest to advertisers in 
view of the discussions which have 
been going on between represent- 
atives of the American Assn. of 
Advertising Agencies, the Assn. 
of National Advertisers and the 
FTC regarding ways of raising 
advertising standards and increas- 
ing cooperation between the in- 
dustry and government (AA, 
March 30). 


@ In his speech last week, Mr. 
Howrey pointed out that FTC’s 
original purpose was “prevention 
of diseased business conditions 
rather than cure,” and suggested 
the establishment of a “bureau of 
consultations” within the FTC. 

Such a bureau, he _ believes, 
could head off violations of anti- 
trust and federal trade laws. 

Mr. Howrey also recommended 
(1) the revitalization of the Bu- 
reau of Industrial Economics in 
order to clarify legal and econom- 
ic concepts of competition and 
monopoly; (2) the formation of 
guiding yardsticks for Robinson- 
Patman Act matters; (3) an advis- 
ory committee to study distribu- 
tion costs, and (4) faster disposi- 
tion by FTC of cases before it. 

He also suggested that a man- 
agement engineering company 
might figure out ways to simplify 
procedure and eliminate paper- 
work. 


Fla. Advertising 
Commission Names 
Four Ad Agencies 


TALLAHASSEE, June 24—After 
scanning the 17 presentations 
made by leading Florida adver- 
tising agencies, the Florida State 
Advertising Commission, in execu- 
tive session, named four agencies 
to direct advertising. 

Bevis & Taylor, Miami, were 
designated to handle all the maga- 
zine advertising; August Dorr Inc., 
holder of the present contract, will 
place and prepare the newspaper 
copy; Newman-Lynde & Associ- 
ates, Jacksonville, will look after 
industrial space for both maga- 
zines and newspapers; Griffith- 
McCarthy, St. Petersburg, will 
handle all agricultural advertising. 

The commission was given a 
budget of $1,000,000 for the year, 
and it will be allocated as follows: 
$450,000 to promote tourist trade; 
$300,000 for magazine paid space 
and $150,000 for newspapers. 

The sum of $175,612 was set 
aside for publicity, promotion and 
public relations starting with the 
business year, July Ist, while a 
total of $171,378 was budgeted for 
direct mail. 

Over-all administration of the 
ad program will cost $53,010. 

The firm of Hal Leyshon & 
| Associates, New York, had its 


|trial advertising as an integral property without due process of|contract renewed by the commis- 
|part of effective selling to indus- law, and therefore is unconstitu-| sion for the handling of the pub- 


licity and public relations as it 
affects the state. 


'Kooltoam Names Waters 
Norman D. Waters & Associates, 


Dayton 


'Proto Tools (Willard G. Gregory Jackson Blvd., Chicago, specialized Rubber Co., Dayton, in addition to 

, 'circulation service for magazines, the Koolfoam pillow division. Ad- 

Industrial Press Award, spon-| business publications and newspa- ae plans will be announced 
oO 


& Co.). 


(Continued on Page 6) 
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Multiple-Radio Home 
Listening Will Be 
Metered by Nielsen 


Cuicaco, June 23—Listening 
patterns in multiple-radio homes 
will be measured hereafter as part 
of the A. C. Nielsen Co. service. 

The researcher announced this 
week its revised National Nielsen 
Radio Index, which has been sub- 
scribed to by the four major radio 
networks. 


The service is made possible by. 


a new engineering development 
called multiple-receiver metering, 
which enables a single Audimeter 
to measure the activity of as many 
as four radio and television re- 
ceivers at once on a single strip of 
film, Nielsen says. 

The proportion of multiple-radio 
homes in the Nielsen sample has 
been increased as part of the ex- 
panded service. In addition, re- 
ports of network radio listening 
will be made during four weeks 
of each month, instead of two, as 
in the past. 


s “The launching of this new, im- 


proved...service and its accept-| 
ance by the networks provide tan- | 


gible evidence of their faith, and 
ours, in the future of network ra- 
dio,” Mr. Nielsen said. “It involves 
a modest increase in costs to them, 


as well as our own substantial ad- | 


ditional capital investments re- 
quired to create the 
ments.” 

A large addition to the Nielsen 
Bldg. in Chicago has been started 
and is expected to be completed in 
September. The home office space 
will be increased about 60% by 
the addition. 


‘Dun’s Review’ and 
‘Modern Industry’ 
to Merge in August 


NEw York, June 23—Dun’s Re- 
view and Modern Industry have 
merged and the combined maga- 
zine, to be called Dun’s Review & 
Modern Industry, will become a 
Dun & Bradstreet publication with 
the August issue. 

The combination brings together 
a preponderantly controlled-cir- 
culation monthly, Dun’s Review, 
and a paid circulation monthly, 
Modern Industry. 

The combined magazines expect 
a minimum circulation of 110,000, 
with about 44,000 of that figure to 
be paid. Norman C. Firth, editor 
and publisher of the Review, who 
becomes editor and publishing di- 
rector of the merged magazines, 
said paid subscriptions would con- 
tinue to be solicited (at $5 a year), 
and that the management is study- 
ing the problem of eventually 
achieving an all-paid circulation. 


s Mr. Firth also said that new ad- 
vertising rates would be announced 
shortly. Meanwhile, advertisers 
holding contracts with either of 
the magazines will pay no addi- 
tional money for space in the first 
three issues. 

Eldridge Haynes, who has been 
publisher of Modern Industry, will 
act as consultant to the new mag- 
azine. 

Alvah B. Wheeler, who has been 
executive v.p. of Modern Industry, 
now becomes advertising director 
of Dun’s Review & Modern Indus- 
try. Alex J. Duighi Jr., who has 
been advertising sales manager for 
the Review, becomes sales mana- 
ger of the combination. 


2 Name Townsend-Williams 


Salvajor Co., Kansas City, Mo., 
maker of Salvajor and Salvajector 
scrapping and pre-washing ma- 
chines, has named Townsend-Wil- 
liams, Kansas City, to handle its 
advertising. National Picture Tube 
Co., Blue Springs, Mo., rebuilder 
of cathode ray television picture 
tubes, also has named the agency. 


improve- |. 


SIGNING IN—At the registration desk for the National Industrial Advertisers Assn. 

meeting, which saw a record turnout of industrial admen, are (left to right) Bob 

Rotchey, Townsend Co.; A. E. Fountain, Materials & Methods; K. P. Bliss and W. S. 
Bliss, both of McGraw-Hill International Corp. 


Lasser Proposes Ad, Research Tax Fund 
Law for Slump Period to NIAA Convention | 


PITTSBURGH, June 24—A plan to. 
encourage business to increase its 
advertising and research expendi- 
tures when sales curves start go- 
ing down—just the time when such 
increases are most needed—was 
presented to the National Indus- 
trial Advertisers Assn. today. 

The plan was proposed by J. K. 
Lasser, well-known tax expert and 


NIAA Conference 


consultant to business publications. 

Mr. Lasser pointed out the nec- 
essity in our economy for business 
to be constantly expanding its pro- 
duction, creating new products and 
building up consumer demand to 
maintain and increase our stand- 
ard of living. 

Too often, he said, business men 
follow the sales curves. They are 
dynamic business leaders one day 
and “scared cats the next.” 


# This expansion of the economy, 
he said, must continue despite 
taxes. 

“Don’t kid yourself about taxes 
coming down—very much or very 
far! We still have to meet the bill 
for our international commitments 
and defense effort. Business has 


got to live with high taxes!” 

Mr. Lasser then unveiled his 
plan, to be presented to the gov-| 
ernment. The plan is for “a funded | 
advertising and research reserve” | 
which will “not cost the govern- 
ment a dime in taxes.” 

“1. Every business would be 
given the right each year to get 
a tax deduction for, say, 5% or 
more of its sales dollar if all of 
this was used (before the close of | 
the business year) to buy a non-| 
interest bearing government secur- | 
ity maturing five years later. This | 
bond would also be redeemable at | 
will by the buyer. | 


a “2. The buyer would be taxable | 
on any of the bonds redeemed each 
year—or in full, for any unre- 
deemed bonds held at the end of 
five years. 

“3. But the buyer would not be 
taxed in any year of redemption— 
if he could prove that the re- 
deemed bonds had been invested 
in research and advertising.” 

Mr. Lasser then went on to give 
an example of how his plan will 
work. 

“Smith Co. buys $1,000,000 of 
these bonds in 1953. That gives it 
a tax deduction. In 1956 it redeems 

(Continued on Page 135) 


Auto Parts Makers 
Will Try Premiums 


to Increase Sales 


CAMDEN, N. J., June 23—About 
50 of the 60 members of the Auto- 
|motive Advertisers Council, rep- 
/resenting manufacturers of tools, 
/parts and accessories for automo-_| 
'biles, will begin using premiums 
during the coming year to sell 
their products. 

Russ Conley, advertising man-| 
ager of R. M. Hollingshead Corp. 
and past president of the AAC, 
told ADVERTISING AGE that many | 
of the companies which had never 


used premiums to promote sales} 


through parts jobbers or dealers | 
will go into that phase of mer- 
chandising this year. 

He pointed out that expenditures | 
on premiums may be only a small 


portion of the estimated $25-35,-) 


000,000 that members of the asso- | 
ciation will spend in the coming’ 
year for advertising in trade and 
consumer papers, but for the first 
time in the history of the indus-| 
try it will be sizable. 


ws “We are back in the buyer’s| 
market and competition is heavy,” 
he pointed out. “We at Hollings- 
head have used premiums for some | 
years with great success.” 

The premiums will not be for 
the ultimate consumer as much as 
for jobber salesmen, parts dealers 
and mechanics, he said. 

Mr. Conley added that a survey 
of AAC members revealed that 
eight were already using premiums 
with great success. One company 


| 


| 
only a few months ago went into | 
the premium merchandising stage | 
and in 42 days sold more than! 
$2,000,000 worth of its products, | 
he said. 
Mr. Conley pointed out that once | 
a company makes up premium 
packages it must continue with! 
the program or suffer a_ sales! 
slump. 


® He said that food and soap man- 
ufacturers have been the biggest 
users of premiums, with silver-| 
ware, wash cloths and scissors as | 
top choice items. In the automotive | 
accessories industry, premiums are 
rated in popularity as follows: | 
Gifts for the home and family, | 
personal gifts for dealers and gifts | 
that can be used in a place of busi- | 
ness. 


He said he could not estimate) - 


just how much advertising money | 
will be used to promote premium 
plans, but it will be considerably 
larger this year than last. 


2 Join Roy F. Cratty Agency 
Louis R. Klein, formerly with 
Greenlee Bros. & Co., Rockford, 
Ill., maker of woodworking ma- 
chinery and machine tools, has 
been named an account executive 
with Roy F. Cratty Agency, Rock- 
ford. Frank J. Gorzynski, formerly 
with Barber-Colman Co., Rockford 


|textile machinery maker, also has 


been appointed an agency account 
executive. 


Allies Plastics Names Agency 

Allies Plastics Corp., Philadel- 
phia producer of Daycor plastics, 
has named Gray & Rogers, Phil- 
adelphia, to handle advertising and 
public relations. 


| opening 


Barton and Cone Air Views on ‘Idea’ 
Advertising at Western Ad Assembly 


San Francisco, June 25—If 
Bruce Barton and Fairfax Cone 
were successful here this week, the 
West should soon be seeing much 
more advertising on the merit of 
the American system and explain- 
ing business to the public. 

The two famed agency heads de- 
livered inspiring talks along this 


Ad Assn. of the West 


line at the annual meeting here of 
the Advertising Assn. of the West. 
More than 500 admen and women 
from western Canada and the U.S. 
attended the meeting, which 
marked AAW’s 50th birthday. 
Mr. Barton, 
chairman of the 
board of Batten, 
Barton, Durstine 
& Osborn, New 
York, said atthej 
session 
Monday morning 
that 50 years ago 
a sign in the en- 
trance hall of a 
Chicago office 
building read: 
“No beggars, ped- 


Bruce Barton 
dlers or advertising solicitors al- 
lowed.” 


e “That sign and the building) 
which housed it,” he continued, | 
“have long since disappeared. The. 
practitioners of advertising gath-| 
ered in conventions like this one. 
|are today no more under the neces- 


sity of defending their calling than 
are physicians or lawyers. We have 


been recognized, accepted and well | 


rewarded. 

“This does not imply, of course, 
that advertising has outgrown or 
eradicated all its faults. It is per- 
haps of all businesses the most 
human, and nothing can be per- 


fect. But, in our shortcomings, we 
at least can claim that we are not 
without distinguished companion- 
ship. If advertising speaks to the 
multitude in order to influence the 
few, so does the church. If it is too 
‘often garrulous, dull and redund- 
ant, so sometimes is the U. S. 
Senate. If it leads men sometimes 
to live beyond their means, so 
‘sometimes does matrimony.” 

The latter, in Mr. Barton’s view, 
is to the good. 

“Indeed,” he said, “by the very 
fact of encouraging multitudes to 
live beyond their means, advertis- 
ing has stimulated them to increase 
their means by greater and more 
efficient effort, and so has become 
a power inseparable from the pro- 
gress of a free economy. It is the 
sparkplug on the cylinder of mass 
production. And mass production 
is the distinctive contribution of 
| America to the welfare of our own 
/people, and of the world.” 


|m Conceding that “always on an 
anniversary there is the tempta- 
tion to dwell on the past,” BBDO’'s 
chief officer turned from requested 
anecdotes about his own experi- 
ences to telling what he thinks are 
advertising’s greatest needs, what 
\its problems are and what its faith 
‘should be. 

“Our need, of course, is what it 
has always been—for men and 
women of character in our ranks.” 
The new administration in Wash- 
ington, he said, may be a sign of 
a swing back to respect for char- 
acter. Such a trend, he said, means 
a greater obligation for admen— 
“to make sure that the business in 
|'which we are investing our live: 
‘does not lag behind the national 
‘conscience, but steps out ahead, 
and through the powerful media 
which we do so much to support, 
| (Continued on Page 134) 


Ruud Gets Extra 


‘Mileage Out of 


Home Washing Book 


PITTSBURGH, June 24—Ruud Mfg. 
Co., which makes automatic water 
heaters, is getting extra mileage 
out of a book it originally pro- 
duced to help housewives with 
their laundering problems. 

The book is “All About Modern 
Home Laundering,” containing 
reference information on every 
phase of home laundering, includ- 


‘ing selection of equipment, pack- 


aged laundry accessories and other 
commercial products. 


Scorch Age |=" 


New Plan Combats Malnutrition Heo | <a 
Peril Ameng Space Buyers 


let) Handed Monbeyrench 


The book is non-commercial in 
its approach, was put together 
' with the help of seven consultants, 
| and has been advertised to the 
public at $1 a copy. 


} 
| 
| 
| 


m When Ruud began getting oc- 


'casional orders from agency ac- 
count executives handling washer, 
soap and detergent products, and 
‘others who had a commercial in- 
'terest in the home laundry, it re- 
alized it had an important supple- 
mentary market for the volume. So 
now it is being offered to adver- 
tising men and others for 50¢, and 
Ruud believes it may have a con- 
siderable sale among such indi- 
| viduals. 
| On top of that, Ruud says that 
‘advertising men may recognize 
| “our book as one that can be used 
‘directly in sales, sales promotion 
‘and sales training by their em- 
| ployers and clients,” and it is per- 
| fectly willing to supply copies for 
| such uses. 

Ruud doesn’t expect to make 
any money on the book, of course, 


=| but it does feel that developing 


:|this important secondary market 
.| for the volume will give it a plus 


“|promotion value of real conse- 
"| quence to the company. 


Barry Forms Sho-Aids Inc. 
Lewis Barry Trade Show Exhib- 


- its, New York and Philadelphia, 


FLATTERY?—Torch, official publication of 
the Milwaukee Advertising Club, brings out 
a humor section once a year called Scorch. 
This year, Kenneth W. Gredler, Scorch edi- 
tor and supervisor of creative planning for 
Wetzel Bros., printer and lithographer, re- 
veals that they “dared to parody the lead- 
ing publication in the advertising field.” 


=“ \of Sho-Aids 


has formed an additional company 


“| under the name of Sho-Aids Inc., 


| to serve the exhibit field. Products 
will be available 
either direct or through exhibit 
manufacturers. The combined 
companies have named the Roland 
G. E. Ullman Organization, Phila- 
delphia, to handle direct mail and 
publication advertising. 


ABC Appoints Rossant 

Sam Rossant, formerly of Music 
Corp. of America, has joined the 
radio sales department of Ameri- 
can Broadcasting Co., New York. 
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Quaker Oats Agencies Agree to Exchange 
Data in ‘Media Clearing House’ Program 


(Continued from Page 1) 
media director, Price, Robinson & 
“Frank. 

Radio and TV—James G. Comi- 
nos, radio and TV director, Need- 
ham, Louis & Brorby. 

Sunday Magazine Sections and 
Comics—Clifford E. Bolgard, me- 
dia director, Sherman & Mar- 
quette. 


w According to Robert S. Mac- 
donald, director of advertising for 
Quaker Oats and chief promoter 
of the new plan, it is intended 
partly to save media representa- 
tives’ time and trouble in keeping 
up with Quaker Oats advertising 
operations. More important, 


though, is its value in keeping the 
company itself posted on its wide- 
spread product promotions. 

“Traditionally,” says Mr. Mac- 
donald, “the product man and his 
agency worried about all advertis- 
ing done on his product. There was 
no coordination, and Quaker Oats 
itself had no clear picture of its 
total media activities.” 

Now, he says, all five of the 
new media account men will re- 
port regularly to him und to each 
other, so that beth client and agen- 
cies will have a complete picture 
of the Quaker Oats schedule. 

The new system is essentially 
for information only, however. 
With one exception, each agency 


will continue to »uy and order in- 
dividually for ti products it han- 
dles. The excep on is radio and 
TV, which is all | ought and cleared 
through Needham, Louis & Bror- 
by. 


@ One reason why this new bur- 
den of responsibility and (untra- 
ditional) cooperation was _ wel- 
comed by the agencies, says Bob 
Macdonald, is that they have been 
used to playing a big role in me- 
dia decisions for Quaker Oats. 
“We firmly believe a good agen- 
cy should have this responsibility,” 
he declares. ‘‘We buy agencies for 
their brains—we would not hire 
them unless we were willing, nine 


|times out of ten, to accept their 


media recommendations.” 
The problem of getting four 
agencies to cooperate in exchang- 
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Advertising Age, June 29, 1953 


| +] 
Highlights of the Week’s News 


The National Industrial Advertisers Assn. convention in Pittsburgh 
produced many worth while ideas, including a plan to encourage 
advertisers to build an advertising fund for lean sales years. For a 
comprehensive report of the meeting see ............ Pages 1, 2, 3 

Larger ad expenditures received a boost from a government official, 
Under Secretary of Commerce Walter Williams, at the meeting in 
San Francisco of the Advertising Assn. of the West ........ Page 1 


The American Medical Assn. has hit radio and TV ads using doctors 
as misleading the public into thinking doctors endorse the products 


a NS ERLE OPEL ETE CET ECTS Pe Oe ECE e rT Or Te Page 2 
A. C. Nielsen Co. now has a service to measure multi-radio homes. 
Four networks have bought the service already ............ Page 3 


You’ll be hearing more and more about three-dimensional ads. Institu- 
tions Magazine has some pointers on the problems involved ..Page 20 


Newspaper progress of the past year is reviewed in this issue. The 


eS ON 4 Crisco vintieicesieietiaeadsnsdoen Page 47 
If you’re a bear rug fancier or like to cover your floors with all kinds 

of pelts, AA’s picture page will delight you ................ Page 84 

REGULAR FEATURES 

Advertising Market Place ...124 Looking at Retail Ads ...... 121 
Chain Store Sales .......... 135 Mail Order Clinic ........... 118 
Coming Conventions ........ 31 Merchandising Devices ...... 41 
Creative Man’s Corner ..... 118 oS 111, 133 
Department Store Sales ...... 38 Photographic Review ........ 84 
PE icon panes.oss esas aus 12 Production Tips ............ 121 
Employe Relations ......... 121 pe ee 12 
Eye and Ear Dept. .......... 118 Salesense in Advertising ....117 
Farm Publications Linage ...112 Voice of the Advertiser ...... 94 
Getting Personal ........... 104 You Ought to Know ........ 25 


ing client information turned out} Wonders of the World.” Copy will 


to be no problem at all, says Mr. | say, “Like nature’s seven wonders 
|of the world, years of aging have 


Macdonald. | perfected Old Classic, all straight 
s “There’s nothing confidential | WHiskies will ae Lee lines: oie 


involved,” he points out. “If, for| qs will run 255 lines and 440 


the 
ticket to sell the real 


North Carolina market. 


If you want to go places in a profitable 
way throughout the fastest-growing 


example, we’re placing six ads in) 
Ladies’ Home Journal through J. 
Walter Thompson, anyone in the 
business can figure out the cost 
with a slide rule.” 

The Quaker Oats ad director ad- 
mits that some agency people were 
not sure the plan would work, but 
says they were all agreed on the 
need for coordinated media selec- 
tion. 

“When we asked our agencies 
how this was handled by other 
companies,” he said, “they an- 
swered that it either wasn’t han- 


lines. Cecil & Presbrey, New York, 
is the agency. 


Introduces 3 New Snorkels 


W. A. Sheaffer Pen Co., Fort 
Madison, Ia., has introduced three 
new Snorkel fountain pens rang- 
ing in price from $7.50 to $12.50. 
The company reports that demand 
for the higher-priced Snorkels, in- 
troduced last year, increased sales 
of the White Dot line 114% during 
the second half of the year. There- 
fore, it was decided to produce the 
lower-price line to cover a wider 
market. 


WGK POT, 


area of the fast-growing mid-South . . 
| WFMY-TV is ready to cover a lot of 
1 ground for you in a hurry. 


Your itinerary, via Channel 2, includes 
a market that's $1,500,000,000 
strong in buying power. .home of 


REIDSVILLE 
NC 
via 


i 
wee ed ag, 


BURLINGTON, 
N.C. 


ee 


—— 
a. 
—— 


some of the biggest, best-known names 
in American manufacturing . . rich with 
payrolls that stem from a busy combina- 
tion of industry and agriculture. 


When your message travels via WFMY-TV 
you're sure of a warm and resultful 
welcome in television homes all over 

this progressive region. For more sales 

in the heart of the mid-South, WFMY-TV 
is just the ticket! 


1 wfmy-tv 


SALISBURY 


Basic CBS Affiliate — Channel 2 


Greensboro, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York— Chicago—San Francisco 


dled at all, or was done in a vacil- | 


lating way.” Peerless Appoints Agency 


. Peerless Dresses, New York 
Continental Plans Whisky Ads women’s dress manufacturer, has 

Continental Distilling Corp.,;named Daniel & Charles, New 
Philadelphia, has launched a news- | York, as its first agency. The com- 
paper promotion for Old Classic, pany plans to increase advertising 
a blend of straight whiskies, fea-|in consumer and business publica- 
turing the theme, “Nature’s Seven tions. 


True Story Women’s Group Challenges You... 


nek On ANY Door 


| in a wage earner neighborhood 
| 


Chances are 1 to 4 you'll find at least one 
major appliance bought during the past year 


That's natural. Wage earners today have more money to 
spend than ever before. They're spending it, too! Big! 


Chances are 1 to 2 you'll find at least one reader 
of a great True Story Women’s Group magazine 


That's natural, too! For almost 35 years Macfadden has 
studied ... surveyed... served wage earners exclusively 
AS NO OTHER MEDIA HAS! Every story, every article, 
every feature in True Story Women’s Group magazines is 
edited for wage earners—catering to their tastes, their 
needs, their judgment of what makes good reading. 


If it's wage earners you want, turn to 


TRUE STORY sores coup 


the market place of wage earner America! 


MACFADDEN PUBLICATIONS + 205 EAST 42 STREET, NEW YORK, N. Y. 


‘ \ 
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“reached the 
quality 
audience 
desired 

with 

keen impact” 


In New York, the best way to reach 
the most responsive segment of the 
market—is the Herald Tribune! The 
evidence ?...countless result stories 
like this! If you want unusually potent 
selling impact.to boost your business— 
get all the facts on the Herald Tribune 
Quality Market... right now! 


flmertcas 
WeurtenR leaders are Herald Tribune readers! 


75th in a series 


GREY ADVERTISING AGENCY: INC 


Equitable Lie cSdsurance Building © 166 West 32nd Hiveet Nee Mork 4, N Ys Ouford F-2000 


May 5, 1953 


Mr. William H. Elliot 

The New York Herald Tribune 
23U West 41 Street 

New York, New York 


Dear lir. Elliot: 


I thought it might be of interest to you to know 
that both our client, Coronet liagazine, and ourselves 
are extreme pLCaoe the impact that our 
paien in Meld Tribune has had 
advertising and sales exé pnerally in the 
Eastern part of the country. } 


The choice of media for a campaign of ful ze 
advertisements such as we have been running 
is particularly important because of the seled 
of audience desired. However, the executives 
selling force of Coronet Magazine have found th 
our advertisi pgess wobasizing the 
trenene . ot UCorone ‘i as wel 
Donsiveness of the Coronet audiers . 
dvertising, has reached the quality audience 
desired, with keen impact. In fact you will 
pleased to know that since our last full 
our publication, our circulation gp 
ave reached new hi 


you 
vity 


ad ran 
ivertising 


Cordially, 


Rand L Kand 


David L. Rand 


NEW YORK 
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WOR-TV Promotes Wilson 


Henry T. Wilson, business news 
|}editor of WOR and WOR-TV, New 
| York, has been promoted to the 
|new post of manager of press in- 
formation for the stations. He al- 
so continues as business news edi- 
tor. 


KSD, St. Louis, to NBC Sales 


The St. Louis Post-Dispatch 
stations, KSD and KSD-TV, have 
appointed the spot sales division of 
National Broadcasting Co., New 
York, to represent them national- 
ly, effective Oct. 1. 


a.m. 


STEIGERWALD 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 
Shapes, single or multi-colored 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
twe and Heat seal stock 


NIAA Members 
Collect Awards 
in 9 Categories 


(Continued from Page 2) 
sored by Industrial Press, is given 
to the advertising manager who 
makes the best presentation to his 
management to prove the need of 
a specific advertising program. | 


an 


g— 


Paes ur ” 


Ab VER TIS ER 


Using Qos -VER-TIS-ER 


THE AD-VER-TIS-ER, 


INC oe 


ROOT BEER 


in Selected Areas! 


FORT WAYNE, 


This year’s winner was Alphons J. | 
John, advertising director, Kear- 
ney & Trecker Corp., in collabora- | 
|tion with Klau-Van Pietersom- | 
|Dunlap. First honorable mention: 
George H. West, advertising and 
public relations director, Consoli- 
dated Engineering Corp. 


® Exhibit Awards, sponsored by 
six display companies (DeVorn 
Displays Corp., Gardner Displays 
Gardner, Robinson, Stierheim & 
Weis, General Exhibits & Displays, 
Hadler Displays, and Product Pres- 


entation) for best documented ex- 
INDIANA 


\T THE VITAL 
« ONTEMPLATED ee 
HABITUALLY CONSULTED 
BY. u. ‘Ss. IN DU STRY FOR 
THE COMPLETE ADVANCE 
PICTURE OF ALL AVAL 
ABLE ‘SUPPLY SOURCES. 


T. R. READERSHIP Ze RO 
T.R. BUYERSHIP ‘}OO*% 


There are relatively few of the major 
buying powers that have not adopted T. R. 
as their guide in purchasing. Over 50,000 
copies in use — 20,160 of latest edition 
with balance of earlier editions based on 
resale figures and other evidence. And an 
average of three individuals habitualiy use 
each copy. 


“Tt Pays “7o Advertise Where Buyers Look for AAduertising™ 


-T. R. 


Thus, Product informative advertis- 
ing in Thomas Register is often the 
only advertising seen at the buying 
moment. It — 


1. Influences product selection 
directly! 


2. Revives impressions from 
other advertising. 


3. Provides returns far beyond 
the small annual cost. 


T. R. circulation is fully paid and ABC 
Audited. The substantial price of each 
edition eliminates any mere curiosity sub- 
scribers. 


Your Thomas Register representative 
will be glad to show you how you can 
reach many of your major markets thru 


THOMAS 
REGISTER 


THOMAS PUBLISHING COMPANY 


OUR REPRESENTATIVES 
SEE VOL III 


T seaasen 
REGISTER 


461 EIGHTH AVENUE 
NEW YORK 1, N. Y. 


Advertising Age, June 29, 1953 


(AA, June 22), were made in the 
industrial field to Tom Campbell, 
editor, Iron Age, for best series of 
articles; to P. W. Swain, editor, 
Power, for best single article; to 
Calin Carmichael, editor, Machine 
Design, for best single issue; to P. 
I. Prentice, editor and publisher, 
House & Home, for best graphic 
presentation, and to P. B. Garret, 
editor, Electric Light & Power, for 
best original research. 


This Is Joe H. Serkowich 


On Page 45 there is a You Ought 
to Know on Joe H. Serkowich, ad- 
vertising manager of LeTourneau 
Inc. Accompanying the story is a 
picture of a man identified as Mr. 
Serkowich. Un- 
fortunately, it is 
not. The man in 
the picture is ac- 
tually James J. 
Maloney, v.p. of 
McKesson & Rob- 
bins Inc. (Mr. 
Maloney’s pic- 
ture also appears 


rs 


CHARLES L. LEWIN, formerly a partner 

in David D. Polon Co., New York, radio 

and television agency, has been named a 

v.p. and radio and TV director with Rock- 
more Co., New York agency. 


ample of an exhibit, include: 1st 
prize to Ferdinand Sontag, show 
manager, Trane Co.; 2nd prize to 
J. C. Freyberg, advertising man- 
ager, Panellit Inc.; 3rd prize to 
Quinten Kenny, advertising man- 95n Page 120, 
ager, Lindberg Engineering Co. ‘along with a 
McGraw-Hill Awards sponsored speech that he 
by McGraw-Hill Publishing Co.,, delivered last 
for best two entries describing an|™Month concern- : : 
activity of an NIAA chapter: Ist|ing advertising agencies _— 
award to Industrial Marketers of | bee gan uur ae cual a. 
Detroit; 2nd award to Northern | cork owich. 
California Industrial Advertisers | 


Assn. 

Traffic Service Awards, spon- Block Handles Consumer Ads 
sored by Traffic Service Corp., to, AA reported last week that 
NIAA chapters for excellence of Critchfield & Co., Chicago, was 
their chapter publications: Ist placing the time ee 
award to Industrial Marketers of - Bate gg nanan 5 es prove 

; rete ‘ urrow News” over the Col- 
Cleveland for its publication “The ympbia Pacific Radio Network. This 
Reporter”; 2nd award to Eastern time actually is placed by Lewis 
Industrial Advertisers for its pub-| Block Advertising, Chicago, which 
lication “Deadline.” |handies all of Edison Chemical’s 
‘consumer advertising. Critchfield 
® Membership Awards, sponsored & Co. handles the company’s ad- 
by NIAA, for greatest increase, Vertising to the medical profession 
in net membership from July 1, °!Y- 
1952 to June 1, 1953: Industrial 
Advertising Assn. of Columbus , 
(for memberships of 22-37); Mary- 


Joe H. Serkowich 


land Industrial Marketers (42-81) ;) 

Industrial Marketers of New Jer-| Clippings 

sey (83-120); Industrial Advertis- 

ing Assn. of New York (332-438). Mean Publicity 
Publishers Sales Presentation | Results 


Awards, sponsored by NIAA, for | 
most useful and valuable sales} 
presentations based on NIAA out-|! 
line: to Iron Age. Honorable men- | 
tions were made to Oil & Gas Jour- 
nal and Purchasing. 

Industrial Marketing editorial 
awards, sponsored by Industrial 
Marketing. for publications in the 
industrial, merchandising, export, 
nstitutional and professional fields 


* DETROIT 


gee car 


* SAN FRANCISCO 


greatest show on earth 


From where you sit, Carl Gorr’s nice printing plant on Byron 
Street has under perfect training all the menagerie of printing 
animals that plague both tyro and expert at the job of print- 
ing buying. From where we sit, it’s no circus. Takes a lot of 
planning and some worrying, but we figure that if anyone 
gets ulcers it should be us, not the people who pay us for 
preventing theirs. Why not bring your whole family of print- 
ing problems and step right into the main tent? 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. - Bittersweet 8-1331 
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Youngsters are cautious and competent critics .. » 

weighing, comparing . . . and, finally selecting their 

preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Greup is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Newspaper Ad Execs Get Four A's 
Word on How to Work with Agencies 


Boston, June 24—A reaffirma-, newspaper adve:tising was 
tion of agency viewpoints toward leased at the Newspaper Advertis- 


|ing Executives 
week. 


|vancement of Newspaper Adver- 
|tising,” it is published by the 


|similar material issued before the 
war in mimeographed form for 
Four A’s members. 

This is its first general release 
and the first time it has been made 
available to newspapers. 
| Asserting that “the interests of 
newspaper publishers and adver- 
tising agencies are intimately re- 
lated,” the booklet plumps for ABC 
membership (‘audited circulation 
has long been a cornerstone of ad- 
vertising confidence’), delineation 
of markets (the Four A’s wishes 


Assn. here this) 


newspapers would settle on an 
acceptable area definition, either 
ABC or census), standard market 
information, data on newspaper 
audiences and readership. It also 
favors commodity inventory check- 
ing, linage figures and the stand- 


re- ard rate card. 


s Similarly, the agencies urge ad- 
| herence to schedule and special in- 


| Called “Suggestions for the Ad- structions, the use of optional in- 


|sertion dates and notification of 
omission of insertions if necessary, 


American Assn. of Advertising and the best possible placement of 
Agencies and brings up to date advertisements. 


1 


Advertising Age, June 29, 1953 


On the mechanical front, the) 


agencies like standardized column | 
width, standardized minimum) 
depth requirements, and standard | 
requirements as to plate sizes for | 
r.o.p. color advertising. 

The Four A’s notes on rates that 
“continuing studies show that for 
498 daily and Sunday newspapers | 
the spread between retail and gen- 
eral rates continues to widen de- 
spite the recognized dangers in 
such differentials.” Shifting this 
viewpoint to the cooperative ad- 


Recently Good Housekeeping presented its case 


that the trend in advertising was 
going our way. 
We cited these facts to prove that point: 


1. Advertising policy 


More than 50 years ago we started the trend towards truth in 
advertising by guaranteeing any product or service advertised 
in our pages. 

Since that time, scores of other media have adopted censors, several 
magazines have adopted variations of our world-famous Seal, the ANA 
and the AAAA are increasingly concerned about believability in 
advertising. 

2. Circulation policy 


We have always held that the reader will pay for a good product, 
that the advertiser should not shoulder the whole burden of cost. 

Recently one of our major competitors in the field, after following 
our lead for 35 years, came up to our cover price; newspaper publishers 
also are pushing up their prices to the reader. 


3. ““Queen-Size”, the women's choice 


Because we provide what the customer wants, our 429-line page 
size was chosen because women prefer it.* We know it is the message 
that is important, not the size. 

Our esteemed competitors, The Ladies’ Home Journal, McCall's 
and The Woman’s Home Companion, are now proving this point for 
us by accepting ads in our 429-line “Queen-Siz”’. 


Here's what is happening because the trend is 


going our way: 


1. Advertising revenue —Por the first six months of 1953, the larg- 


est in our history! 


JOHN L. MOORE has resigned as adver- 
tising manager of the Longines-Wittnaver 
Watch Co. to join the Broadcast Adver- 
tising Bureau, New York, effective July 1. 
Mr. Moore will contact national advertisers 
and their agencies in an effort to help ra- 
dio stations develop new accounts and in- 


| crease the billings of their present spon- 


sors. 


vertising problem, the agencies 
think wide rate differentials lead 


| some local advertisers to abuses in 


co-op like “double billing, undis- 
closed minimum rates, brokerage 
and wholesaling of newspaper 
space.”’ Co-op advertising has its 
place, the agencies concede, but 
when abused “advertising funds 
are diverted away from advertising 
purposes, advertising effective- 
ness suffers...” 


® The Four A’s would like to see 
the problem of increased costs met 
by ‘“attention...to increasing net 
income from circulation.” 

Understandably, the Four A’s 
also comes out for (1) the 2% 
cash discount (“only about 70 
newspaper publishers still do not 
allow it. They are getting a ‘free 
ride’...we urge them to join with 
their fellow publishers...’); (2) 
rate protection (the agency group 
still likes 12-month protection, and 
recommends standardization on 
two dates for rate changes, Jan. 1 
and July 1, with 90-day notice in 
advance of earliest closing date 
on supplements and color pages); 
(3) new rates which are effective 
for all advertisers at the same time. 

The Four A’s doesn’t like forced 
combinations, which—aside from 
legal considerations—it calls detri- 
mental to newspapers as a nation- 
al advertising medium. It partic- 
ularly dislikes forcing national 
advertisers to use combination pa- 
pers which local advertisers may 
use individually. 


ws Publishers are urged to check 
carefully the agencies to which 
they grant recognition. “We en- 
dorse the following principles for 
sound advertising agency recogni- 
tion,” the booklet says, ‘‘as devel- 
oped over the years by the pub- 
lishers themselves.” 

These are: (1) a bona fide agen- 
cy, free from control by either an 
advertiser or medium; (2) _ it 
should not rebate any commis- 
sions; (3) it should have adequate 
personnel of experience and abil- 
ity to serve general advertisers; 
(4) it should have advertisers, and 
(5) it should have the financial 
capacity to meet obligations in- 


2. Circulation policy— For the same period, the largest circulation 


in our history! 


Ml ® “i e 
3."Queen- Size”, the women’s choice—Because we are 
providing more service material than any other magazine, and publishing it in 
the format the women chose*, more women than ever before are buying GOOD 


HOUSEKEEPING. And wise advertisers are going where the trend is going. 


going our way? 


Good Housekeeping 


*Our post-war study among women readers of various magazines, privately made for us by Elmo Roper, provided convincing evidence 
that our 429-line page size was the size the reader wanted. We ordered new multi-million dollar presses accordingly. But, make your own 
survey —ask your wife, your secretary, other women, which magazine they prefer for size—for easy readability, and for ease of handling. 


curred to media owners. 

| Chairman of the Four A’s news- 
|paper committee is H. H. (Doc) 
/Kynett, Aitkin-Kynett Co., Phil- 
| adelphia. 
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for Fishing Tackle and 
Equipment Manufacturers 


new tackle and 


It will pay to investigate this 
i disi Write or 


Ai 


mer 


phone Fred E. Owens, Publisher. 
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Phone. Wilmette 4714 


Wilmetre. Illinois o 
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The N.Y. NEWS is 
LARGEST in New Yor 
—LARGEST in America! 


IN NEW YORK, the circulation of the Daily News is more 


than twice-the-circulation of any other New York daily newspaper 


—more than twice as much in the CITY ZONE 


—more than twice as much in the SUBURBS 
—more than twice as much in CITY & SUBURBS 


FIRST in the CITY ZONE _ FIRST in the SUBURBS — FIRST in CITY & SUBURBS 


Daily News leads by 804,849 Daily News leads by 319,748 Daily News leads by 1,135,211 

DAILY CIRCULATIONS DAILY CIRCULATIONS DAILY CIRCULATIONS 
i. Ferrer 1,413,953 i.  Parerere 441,665 1 NEWS........ 1,855,618 
BD MOE 6k cacwws 609,104 2 Herald Tribune .... 121,917 SO Ree re 720,407 
3 Jour-American .. 561,997 DD Oe i babe wea 111,303 3 Jour-American .. 658,125 
4 World-Tel-Sun .. 489,426 Ser oe 106,381 4 World-Tel-Sun .. 544,618 
| eee 394,256 5 Jour-American .... 96,128 2 Pry re 415,293 
I ante ean 308,912 6 World-Tel-Sun .... 55,192 i > 6 x0 wekes 410,090 
7 Herald Tribune .. 157,854 F Oe sc cdcavadiss 15,834 7 Herald Tribune . . 279,771 


SUNDAYS, TOO! The New York Sunday News is: 
FIRST in the CITY ZONE... leading the next Sunday paper (Mirror) by 838,092 


FIRST in the SUBURBS... leading the next Sunday paper (Jour-American) by 518,363 


FIRST in CITY & SUBURBS... leading the next Sunday paper (Mirror) by 1,409,811 
Sunday News TOTAL circulation (City, Suburbs, and Country) is 4,007,074 


NEW YORK’S PICTURE NEWSPAPER 
| NEWS BUILDING, 220 East 42nd Street, New York 17, N. Y. 


(maj DALY SNEWS (40 Advertising offices 
Se . 


- RS WARN | also in... 
— CHINA | . - MORE THAN TWICE THE CIRCULATION, DAILY OR © 


CHICAGO—Tribune Tower, Chicago 11 
SAN FRANCISCO—155 Montgomery St., San Francisco 4 
LOS ANGELES—1127 Wilshire Blvd., Los Angeles 17 


_ SUNDAY, OF ANY OTHER NEWSPAPER IN AMERICA | 


CIRCULATIONS: Average for 6 months ended March 31, 1953, submitted to A.B.C.—subject to audit, 
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D rine the next twelve weeks, NBC will use 


this space to provide the facts that will enable you 


0X = 
to examine the essentials of network superiority. 


In the process we will use established, fully accepted 


data and will clearly label our sources. 


« 
. ? 
+ 


In place of exaggeration, NBC will offer fully 
documented facts. Instead of citing an exception 
to prove a point, NBC will tell the full story. In case 


after case you will be given complete proof of the 
xx 


real values that have earned for NBC the enviable 


position of America’s number 1 network. 
NBC’s purpose is to set the record straight... 


OA 


and keep it straight. 


, er 


a service of Radio Corporation of America 
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Advertising and Newspapers 


The special section in this issue of ADVERTISING AGE which carries 
figures showing the dollar volume of advertising placed in newspa- 
pers last year by national and regional advertisers also contains a 
number of stories reviewing the last twelvemonth in the newspaper 
advertising business. 

In general, the story is an encouraging one for both newspapers 
and their advertisers. But there are overtones of problems yet to be 
solved—problems which can no longer be ignored because soaring 
advertising volume has permitted most newspapers to delay facing 
them during the past several years. 

The ingredients that go to make up a newspaper have risen in cost 
during the postwar years perhaps more than those used in the pro- 
duction of any other advertising medium. This is particularly true of 
newsprint, which in itself is so important a part of the total cost of 
newspaper production that even minor increases in its cost have a 
serious effect upon the total newspaper economy. 

A very important segment of the increased cost of newspaper pub- 
lishing has been met, in recent years, by increases in the cost of the 
paper to its readers. Rates have been raised, too. And all sorts of 
cost-cutting devices, including in particular a general narrowing of 
column widths, have been adopted. But now it becomes apparent that 
all of these things can be carried so far, and no farther. 

There is serious doubt that per-copy prices can be increased much 
from present levels without real customer resistance, and it is obvious 
that columns can’t be squeezed endlessly, nor can national advertising 
rates be raised substantially without encountering real resistance. 

Local advertising rates in newspapers have been raised, too, in 
recent years, but a good many newspaper men, as well as a good 
many national advertisers and agencies, still have a strong suspicion 
that they are too low, and ought to be increased substantially. 

Even assuming that the present period of good business represents 
a plateau from which advertising volume is not likely to decline 
very much, the newspaper profit picture is so precarious in many 
instances that additional income must be secured or additional econ- 
omies must be put into effect. 

Despite any public utterances to the contrary, it is our firm belief 
that advertisers—retail and national—would rather pay higher ad- 
vertising rates than have newspapers forced to impose economies of 
operation which may have any tendency to make the product less 
good than it is now. 


NIAA Carries the Ball 


A number of years ago, a good many people in advertising—includ- 
ing ourselves—were convinced that something ought to be done 
about setting aside reserves for advertising. To be able to do so, we 
felt, would help to iron out the peaks and valleys of the business 
cycle, and prove extremely helpful to business, to government, and 
to the economy as a whole, by permitting business to set aside ad- 
vertising funds when business was good, for actual use in later years. 

The idea lay dormant for a number of years. But now that the 
prospect of a slowing down in the defense economy is at hand, it 
has emerged in full flower. The National Industrial Advertisers Assn. 
in particular has devoted a good deal of time and energy to it, in co- 
operation with such people as J. K. Lasser, famed tax expert, and 
Joe Gerardi, McGraw-Hill legal light. 

Mr. Lasser’s report to the NIAA convention last week indicates 
that the discussions have come a long way, and that the practical 
details of a workable plan are being welded into shape. 

Even though it may still take a long time to make reserves for ad- 
vertising an accomplished fact, everyone connected with the effort 
deserves the thanks of the entire advertising industry. 


—Electrical Merchandising 


“Why business is fine, thanks, but I’ve carried self-service to the point where I’m 
practically retired!’ 


What Theyre Saying 


Low-Pressure Selling 

Do you know how to make 
friends with dogs and children? 
The answer is simple. Don’t try. 


the corner of your eye, if you like, 
but don’t force things. Pretty soon 
they’ll come sniffing around. 

The American shopper, we are 
somewhat surprised to learn, re- 
acts in this same curious way. 
Wholesalers have just begun to 
appreciate the interesting peculi- 
arity—or to re-appreciate it, be- 
cause it is probably old stuff to 
wise merchants. 

Anyway it is a relief to read that 
high-pressure salesmanship is off 
,and low-pressure salesmanship is 
ion. Last November the magazine 
| Fortune pointed out that American 
shoppers have always _ bought, 
they’ve seldom been sold. And only 
see what’s happening. 

There are now over 120 retail 
stores around the country filled 
with merchandise but nothing for 


tisement, goes to see, if he likes, 
the samples on display, orders 
what he wants from the manufac- 
turer, who sends him the stuff. 
Low-pressure. 

For three or four years smart 
liquor wholesalers have been in- 
|viting retailers to fairs, where 
nothing but ideas is on display— 
‘ideas embodied in gadgets, new 


bar equipment, beribboned bas- 


kets of bottles, etc. The retailers | 


/have looked and gone home with 
‘thing. It has paid. 
| A big New York hatter is the 
latest convert. You can’t buy a 
thing in his Fifth Avenue hat store, 
‘but retailers come in and go out 
with their heads filled with ways 
‘to low-pressure customers into 
/ buying a hat: mirrors, self-service, 


_window lay-outs, colorful spot dis-. 


plays, smart newspaper advertis- 
ing (advt.). 
“Low-pressure selling at its 


t 


Simply sit there. Keep watch from 


sale. The shopper reads the adver- | -* 


ideas. They haven't forced any-| 


|highest,” says the Fifth Ave. hat 
man. What a relief to know about 
| this! We’ve a good notion to go buy 
a low-pressure hat. 

—Editorial in The Evening Bulletin, 
| Providence, R. I. 
Subscription Television 
| ...I ask you, is it not, in fact, a 
negation of the set owners’ free- 
dom when a championship fight 
is held off home TV and put on 
‘theater TV or blacked out in cer- 
tain areas because there is no home 
_box office available to make home 
TV showings economically feasi- 
ble? 
| It boils down to this: What is 
'more democratic and_ typically 
American than the box office, and 


what is more convenient than a. 


box office in the home? 

Mark my words, gentlemen, the 
arrival of subscription television, 
opening up the vast untapped areas 
‘of choice programming material, 
|guaranteeing the continuation of 


/sports on home TV, and expand- 


| 
| 


‘ing the medium into a truly na- 
tional service, will provide a ter- 
'rific impetus to set sales. 


| —H. C. Bonfig, v.p., Zenith Radio 
| Corp., speaking to the National Assn. 
of Electrical Distributors in Chicago. 


| 
| Don’t Blame the Newspapers 

All too often I hear retailers say 
that papers never do anything for 
|them. Frankly I don’t know what 
‘the papers can do for us beyond 
running the ads according to prom- 
ise and contract, and giving us the 
circulation we have bargained for. 

I feel we should know best what 
is good and what is not good for 
our respective stores...but if the 
store is not capable of finding this 
out internally, then by all means 
don’t blame the newspaper; rather 
engage a specialized research serv- 
ice to make a thorough analysis of 
your particular store. 

—Evan L. Ellis, publicity director, 


Crowley's, Detroit, speaking at the 
NRDGA sales promotion and visual 


merchandising conference in Cincin-| 
| 


nati. 
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| Rough Proofs 


One of the Budget Bureau’s en- 
tries in its annual ‘Miscellaneous 
Receipts” column is for a “Con- 
science Fund” to which citizens 
who feel they may have short- 
changed Uncle Sam can contribute 
anonymously. 

Anyone who doubts this country 
is going to the dogs should com- 
pare the contributions for fiscal 
1951 and 1952: $7,000,000 in 1951 
and $293,000 in 1952. 


It comes out now that, whereas 
75% of milk sales were delivered 
to the home in 1940, the number 
has dropped to 55% today. Milk- 
| men, keep those figures quiet! 
| 


_ Ethyl Corp. is currently adver- 
tising that gasoline is cheaper to 
buy than water—but it turns out 
they mean distilled water. Added- 
feature hint to Ethyl: gasoline 
/makes your car run better, too. 


“Contrary to general belief, cig- 
,arets show a big profit in super- 
| markets.”’ No argument; but what 
| doesn’t—except food? 

* 


Somebody was saying the other 
day that if the New York Yankees 
lose enough games they’re liable 
to drop to first place. 


| “You can be on network TV for 
less than two million bucks,” NBC 
tells advertisers. But has anyone 
told Milton Berle? 


“Don’t tell anyone you missed 
Ford’s TV Birthday Party pro- 
gram,” says a New York Journal- 
American critic. ‘“‘They’ll probably 
send flowers.” Or maybe a Chev- 
rolet dealer’s card? 


A big trend in network TV is 
supposed to be multi-sponsor pro- 
|grams based on “magazine for- 
mat.” Looks like the embattled 
‘newspaper industry can stack its 
‘lances and take a short furlough. 
| 


« 
Food chains in Philadelphia, it 
says here, have started promoting 
their own TV-schedule magazines. 
All that’s missing now is a recipe 
service by TV appliance dealers. 


e 
The Bureau of Advertising is 
stressing the need for market anal- 
ysis of shopping in tourist and 
resort areas. A good idea, and just 
the thing to help vacationing re- 
searchers keep their hands in. 


A survey shows that what people 
most want to learn through educa- 
tional TV is history. Considering 
how kids have traditionally hated 
the subject, this looks like some- 
thing short of a boost for the new 
medium. 


It seems that more and more 
states are hitting their legislatures 
for more funds with which to lure 
vacation spenders. Presumably, 
their argument is not for “more 
government in business.” 


Lever Bros. got Cannon Mills to 
cooperate in its “Pair and a Spare” 
promotion. 

Maidenform probably wasn’t 
even asked to participate. 


Copy Cus. 
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EY? _ Philadelphia area, over | 
4,500,000 persons aie ohio. adie 


Philadelphia area, over 
4 billion dollars yearly 


MANUFACTURING | 


eam Delaware Valley. is World's cc0— 
ai” Greatest industrial Area 


industry = 
means steady employ- — 
ment, fewer fluctuations — 
in labor force... always 
sure market 
1 Be ates 


ADVERTISING PAYS BETTER WITH 
EXTRA POWER FROM THE 


"5" Dimension in 
DELAWARE VALLEY. 
U.S.A. 


THE GREATER PHILADELPHIA MARKET 


Today, the first four factors establish Delaware Valley as the market 


you must not miss. Here 1% billion dollar industrial expansion brings 
prosperity to 1% million families For tomorrow, the essential 
“5th Dimension’—the Growth Factor— points the way to greater 
Delaware Valley advertising results at even less cost. And to sell this 
whole great and growing Valley, new advertisers keep flocking to 


THE PHILADELPHIA INQUIRER month after month. 


Capacity and potential 
for dynamic expansion 


, 


Z 


Che Philadelphia Prquirer 


Constructively Serving The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EOWARD J. LYNCH, 20 N. 
Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representotives: 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Bivd., Los Angeles, Michigan 0259 
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READER TRAFFIC is also more responsive to color. 


There’s more “go” through a magazine that has exciting, sparkling 


color from cover to cover. 


There’s more “stop” on pages that present subjects with the rich 


appeal and full clarity of color. 


Among the major farm magazines, Country Gentleman publishes by far 


the most editorial in color... 


COUNTRY GENTLEMAN 
573 total editorial pages 


199 


OLOR 


MAGAZINE A 
516 total editorial pages 


MAGAZINE B 
507 tofal editorial pages 


452 


MAGAZINE C 
347 total editorial pages 


254 


MAGAZINE D 
554 total editorial pages 


381 


MAGAZINE E 
275 total editorial pages 


211 


Another reason why Country Gentleman is the best-read farm magazine 


of them all. 


Another reason why advertising in Country Gentleman has a better chance 


Source: Hand count Ist four issues Country Gentleman in new format 
and corresponding issues of other leading farm magazines 
(February, March, April, May) 


to get read and get results. 


B&W 


2-color 


4-color 


% of Total 
in Color 
65% 
28% 
11% 
27% 


31% 


23% 
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money to 
for their favorite magazine. 


Hunting @& Fishing are a hearty breed with 
spend ... and a friendly feeling 


Write for Man Market Data Folder. 


Sash and Door Maker 


New Hype Park, N. Y., June 23 
—From smail retail store to na- 
tional advertiser in little more 
than ten years—that’s the climb 
made by Jamaica Sash & Door Co., | 
here. 

Jamaica comes onto the national 
scene in the June 29 Life, and 
has scheduled pages in Family 
Handyman, Good Housekeeping, 
House Beautiful and Living for 
Young Homemakers to push its 
line of Excelum combination 
screen and storm windows and 
doors. 

The ads will feature what to 


look for in a storm window and 


| will have as their aim to pre-sell 


Starts National Ad 


B Program to Establish ‘Brand Consciousness’ 


the Excelum window to prospec- 
tive customers on behalf of Ja- 
maica’s dealers. 

“Specialty selling and house-to- 


house canvassing is important in — 


our business,” said Armand Knopf, 
president of the company, “but 
today’s purchaser is vitally brand 
conscious, especially when it comes 
to building products for use in the 
home. It was with this in mind that 
our ad program was instituted.” 


® Jamaica started out as a retail 
store before the war. Its advertis- 
ing was limited to the Long Island 
Daily Press, Long Island Star and 


Newsday. In 1946 a second retail | 


rAe'S Cr. Rane 


IN THE PETROLEUM PROCESSING INDUSTRIES 


Pace setter for almost all the industrial world is the foursome of the 
petroleum processing industries . .. growing fast, buying in volume, demanding 
new goods and services! 


Reach not one, not two, but the complete foursome through 
Petroleum Processing, effectively serving all four groups: 


1. Petroleum refining. 
3. Natural gasoline recovery. 


2. Petrochemical manufacturing. 
4. Lube oil blending and compounding. 


Capacity for producing natural gas liquids is growing about 12% each 
year. Similar growth in all four groups is paralleled by the growth, coverage 
and impact of Petroleum Processing on these expanding industries. 

To “say it where it counts,” put your sales story in Petroleum Processing, 
and move with the fast-moving foursome. Ask for your free copy of 
the new 1953 Petrochemical Plant Directory. 


SE My 


A McGraw-Hill Publication 


ROWS) LROCBSSUIG 


Publication office: 


Cleveland 13, Ohio 


1213 West Third Street 


GORDON D. CATES, v.p. of Biow Co. for 

the past two years, has joined Lennen & 

Newell, New York, as senior v.p. Before 

joining Biow, he was with Lennen & Mit- 
chell. 


outlet was added in Bellerose. By 
|1947 the sash and door outfit, 
founded by Mr. Knopf, Morris 
Ivanhoe and Emil H. Buckner, all 
of Great Neck, was ready to be- 
come a local distributor, with a 
capitalization of $12,000 (today’s 
company is capitalized at $1,000,- 
/ 000). 

The New York News was added 
to the media list. 


ws Three years ago Jamaica began 
manufacturing Excelum aluminum 
combination windows and doors. 
The manufacturing operation be- 
gan in New Hyde Park, and in 
1951 another plant was opened in 
Garden City Park. A third plant, 
also in Garden City Park, was 
opened last month. The latter, an 
aluminum extrusion plant, oper- 
ates as a subsidiary under the 
name of United States Extrusion 
Corp. The first two months of 1953 
saw other plants get under way 
in St. Louis and in Hartford. 
Jamaica’s principal distributors 
today are found in New York and 
New England, Pennsylvania, New 
Jersey, Maryland, Virginia, IIli- 
nois, Ohio, Colorado and Utah. 


FTC Charges Antell Inc. 
With Misleading Ad Copy 


Charles Antell Inc., Baltimore 
maker of Formula No. 9 hair and 
scalp treatment, has been charged 
by the Federal Trade Commission 
with misleading advertising of its 
Formula No. 9 shampoo and Hex- 
;achlorophene soap. The commis- 
|sion charges that lanolin is not the 
|main ingredient of Formula No. 9 
‘and, further, that lanolin is not 
the only oil or grease absorbed by 
'the hair and the scalp. 

The FTC also questions the com- 
| pany claim that the shampoo con- 
'tains substantial quantities of lan- 
| olin, and that the soap will remove 
25 times more dirt than ordinary 
soap. The respondent has 20 days 
to answer the complaint. Televi- 
|sion Advertising Associates, Balti- 
| more, is the Antell agency. 


GENUINE 
GLOSSY 
PHOTOS 
Cu QQ: ° e 


SELL BETTER! 


FOR ALL 
PURPOSES 


Reproduct negatives 
where roan oo . 98.28 


additional (each subject) 


PHOTOMATIC CO. 


53-59 E. Illinols St., Chicego 11, Iilineis 
Phone: WHitehall 4-2930 
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SHORT COPY sells markets on the move 


A nice guy just sold me some- 


PURE. £ 


w~. GASOLINE 
eS + content: 


Pa LL) et 
he Sil /// 


“Outdoor advertising is the one medium where the prospects circulate 


around the message. That's why we use it effectively to build and main- 


tain acceptance wherever Pure Oil] products are sold.” 


Fo oe 


Hate TALBOT 
1idte Para a’ Manaver 


THE PURE OIL COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC. 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. © RICHMOND POSTER ADV. CO. * E. A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. © BREMERTON POSTER ADVERTISING CO. © C. £. STEVENS CO. 
consumers... CONSOLVO ADVERTISING CORP. © LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 


AMERICAN ADVERTISING CO. © VERMONT ADVERTISING CO. * STARK POSTER SERVICE 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK CITY 22 
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The QUAD-CITIES 


No. 1 Radio Station... WHBF 


joins the nation’s 


No. 1 Radio Network .. CBS 


Effective July 1, 1953 
Leslie C. Johnson, V.P. and Gen. Mgr. 


WHEF :: 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery-Knodel, Inc. 


0-Cr, 
o& va. 


Life Insurance Admen to Meet 

The 20th anniversary meeting of 
the Life Insurance Advertisers 
Assn., Newark, wi!! be held at the 
Hotel Statler, Boston, Oct. 8-10. 
With the theme of the 1953 meet 
devoted to “Profit from Exper- 
ience,” the program will cover ad- 
vertising, selling, sales promotion 
and public relations. 


WRAP, Norfolk, Boosts Lyons 

Robert Lyons, assistant manager 
of WRAP, Norfolk, Va., has been 
promoted to general manager. The 
station beams its programs to a 
Negro audience exclusively. 


O'Sullivan Joins Vick Knight 


Dennis O’Sullivan, formerly 
with J. Walter Thompson Co., has 
been named copy chief with Vick 
Knight Advertising, Los Angeles. 


Northwest Farmers 
Ready and Willing 
to Buy, Cowles Says 


SPOKANE, June 24—If you want 
to know what farmers in Washing- 
ton, Oregon, Utah and Idaho are 
going to buy this year, the Pacific 
Northwest Farm Quad is sure it 
can tell you. 

The four state farm papers pub- 
lished by Cowles Publishing Co. 
here have just completed tabula- 
tion of their 30th survey of 
“What’s Being Bought for the 
Farms and Farm Households of the 
Pacific Northwest,” and copies are 
available to advertisers from the 
company’s offices at 403 Review 
Bldg., Spokane 8. 


TO THE JEWELER 


THE 


FOR THE BEST SERIES OF 
ARTICLES ON MERCHANDISING 


Perhaps we can be pardoned for polishing our placques a bit. But this year’s 
award for distinguished editorial performance hits the nail squarely on the 
head. In INDUSTRIAL MARKETING’s annual competition, JC-K was singled 
out for the best series of articles on merchandising. What could be more proper 
for a merchandising magazine? In fact, recognition of the sound, solid and 
sales-effective merchandising job JC-K does, month in and month out, year in 
and year out, means more to us than any other award we could have won. 


CIRCULAR-KEYSTONE... 


The series of articles that won this recognition was a continuing coverage of the 
problem of how to merchandise diamonds. JC-K tackled the problem 
thoroughly, on every front. . . fashion, sales facts, technology, sales training, 
world-wide market perspective, promotion. 


This is typical of the way in which JC-K serves its readers... giving them 
merchandising, sales and business help that they put to work in their own 
stores. It is the major reason why 7 out of 10 jewelers say JC-K is their “most 
helpful magazine. . . and why it has the greatest paid circulation in the field. 


To JC-K, the most important “award” of all is the demand for copies of the 
diamond merchandising series, from jewelers throughout the country. This 
booklet was planned to fill requests from jewelers for extra copies for their 
own use. Thousands have been distributed to fill the trade demand. If you'd 
like a copy, write to JC-K, 100 East 42nd Street, New York 17, N. Y. 


(25¢ per copy.) 


A Chilton © Publication 


The merchandising 


the jewelry trade 


100 East 42nd Street, New York 17, N.Y. 


| were 
| year. 
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The study is a buying intentions 
survey which asks which of 148 
kinds of things the farmers intend 
to buy, and their brand prefer- 
ences. It is based on a 2.1% sample 
of farms in the four states, with a 
return of 60.7% to questionnaires. 


# Farmers in the four states not 
only exhibit intentions to buy a 
“normal” volume of materials, 
supplies, foodstuffs, etc., this year, 
says Pacific Northwest Farm Quad, 
but in many cases the demand for 
farm equipment and all types of 
consumer and building items ex- 
ceeds that of last year, which was 
a top buying year. 

Furthermore, the farm papers 
say, ‘“‘buying intentions” of farmers 
in the Pacific Northwest are real 
intentions which are translated in- 


,to actual sales, and not mere pipe 


dreams. To prove it, the Cowles 
papers have made a check, each 
year for the past four years, to see 


whether “intentions to buy” re- 


ported at the beginning of the year 
actually carried out that 


Two pages of tables in the new 


|report show the correlation of in- 


tention and actual purchase for a 


wide variety of products for the 


years from 1949 to 1952, inclusive. 
In most instances, the correlation 
between intention and action is 
extremely close, and in many cas- 
es, the percentage who bought ex- 
ceeds the percentage which had 
expressed an intention to buy. 


® Here are a few highlights of 
1953 buying intentions: 


% INTENDING 


PRODUCT TO BUY 
Wheel type tractors .......... 10.3 
Preferred brands: Ford 
Tractor type tractors ...... 2.1 
Garden tractors ................ 3.6 
Fertilizer and lime 
GTO ROIS: chi isccsessvcssinstionss 6.3 
Sprinkler systems ............ 6.0 
ESPIGAUGN BING ...0566.080:.5.:. 9.6 
Milking machines ............ 4.7 
Power lawn mowers ........ 6.4 
EBISCtriC TANBES ...c..ccece0ss0:.: 6.6 
Preferred brand: General Elec- 
tric 
FIGING TPOOTOLS s.ciiccccscsisess. 6.6 
Preferred brands: Sears, Roe- 
buck 
| Television sets .................. 11.4 


Preferred brand: RCA 
Electric water heaters .... 7.6 
Preferred brands: General Elec- 
tric 
New automobiles 8.8 
Preferred brand: Chevrolet 
Automobiles tires ............ 44.1 
Preferred brand: Goodyea 
Truck tires 18.5 
Preferred brand: Goodyear 
Auto or truck batteries ....35.8 
Preferred brand: Montgomery 
Ward or Sears, Roebuck 


® The published booklet also in- 
cludes similar detailed information 
on food products, building and 
maintenance materials and sup- 
plies, men’s clothing, canning sup- 
plies, and a host of other items. 

In each instance the number of 
farms and those expressing an in- 
tention to buy are shown for each 
of the four states and also as a 
four-state total. 


Armstrong Backs Radio Spots 

Armstrong Rubber Co., West 
Haven, Conn., will sponsor a na- 
tional spot radio promotion from 
June through August, in 69 key 
markets throughout the U.S. Pur- 
pose, of the promotion will be to 
highlight the company’s new Rhi- 
no-Flex Premium tire. The cam- 
paign includes news, sports and 
weather programs, tying in with 
the individual promotions of over 
200 Armstrong distributors. Max- 
on Inc., New York, is the Arm- 
strong agency. 


Nyland Joins R. L. Polk Co. 

Neal Nyland, formerly v.p. with 
Campbell-Mithun, has been ap- 
pointed director of the creative- 
merchandising department of the 
direct mail division of R. L. Polk 
& Co., Detroit, director of direct 
mail programs. 
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New CBS Film Says 
AM Market Includes 
‘About Everybody’ 


Los ANGELEs, June 24—The U. S. 
today is virtually a one-class—a 
middle class—country with “just 
about everybody” a potential cus- 
tomer, CBS Radio asserts in a new 
16-minute full color animated 
film, “It’s Time for Everybody,” 
shown for the first time last week. 

Introducing the film, CBS Radio 
president Adrian Murphy recalled 
that last year the network sold ra- 
dio in a film “More than Meets the 
Eye,” to meet a crisis when “radio 
was a doubtful thing.” This year, 
he declared, it can be positively 
said that the U. S. market is big- 
ger than ever, radio reaches 98% 
of the people and it is efficient and 
cheap. 

The new film fires a barrage of 
statements and statistics to show 
that there are no gaping holes in 
the national market today, geo- 
graphic or social. Advertisers, once 
concerned about going too far 
down through income levels, now 
find the problem is to go down far 
enough, it notes. 


® Calling radio the ideal match 
for “restless U.S.A.” the movie 
asserts that to win attention, all 
other media must tie people down. 
Radio follows them all through 
the day and wherever they may 
be, it maintains. 

On radio as an advertising val- 
ue, it is noted that of all the time 
people spend with the four major 
media, they give the largest share 
to radio—40%. But of all the mon- 
ey advertisers spend on these me- 
dia, radio requires only 16.5%. 

In radio, the CBS film says, a 
sponsor presents his product with 
no editorial competition. In a mass 
magazine, it points out, the aver- 
age page gets only 43 seconds’ 
reading time, and a typical b&w 
page ad will be noted by only one- 
quarter of a magazine’s readers. 


a The “greater coverage and fre- 
quency” of radio is also stated: 
“An advertiser reaches more pros- 
pects per dollar on CBS Radio (1,- 
207) than anywhere else. More 
than in television (391) or in mag- 
azines (337) or in newspapers 
(213). Or, at the same cost (ac- 
tually, 1¢) an advertiser can reach 
a prospect a greater number of 
times through CBS Radio (12 
times) than through any other me- 
dium...more times than through 
television (4 times) or magazines 
(3 times) or newspapers (2 
times).” 

A series of special showings of 
the film will be held in New York 
and other major cities soon. 


Issues Food, Drug Law Book 
Commerce Clearing House Inc., 
522 Fifth Ave., New York, and 214 
N. Michigan Ave., Chicago, has 
published “Federal Food, Drug, 
and Cosmetic Act, Judicial and 
Administrative Record,” the fourth 
in the Food Law Institute series. 
Compiled by Vincent A. Kleinfeld 
and Charles Wesley Dunn, the vol- 
ume is a source book dealing with 
federal regulation and control of 
the food, drug and cosmetic in- 
dustries. List price is $12. 


Compiles East Vacation Data 
The Manufacturers Assn. of 
Connecticut has completed its 
fourth annual survey of vacation 
schedules, entitled “Vacation Facts | 
for 1953.” The report lists alpha- 
betically by towns the vacation 


dates of almost 700 manufacturing | 
establishments, indicating the de-| 
partments and personnel available | 
during the vacation period. 


Winslow Heads Koppers PR | 
Ralph Winslow, formerly ad- | 
vertising and public relations di-| 
rector for Libbey-Owens-Ford | 
Glass Co., Toledo, has been named 
manager of the public relations de-| 
partment of Koppers Co., Pitts- 
burgh. Mr. Winslow succeeds Jay 
M. Sharp. 


Mason Shoe Ceases Ad Claims | 


Mason Shoe Mfg. Co., Chippewa, 
Falls, Wis., has signed an agree- 
ment with the Federal Trade Com- 
mission to tone down its advertis- 
ing of Foot Preserver and Velvet- 
Eez shoes. The company agreed to 
cease claiming that Foot Preserv- 
er shoes are “healthy shoes,” or 
that they aid in keeping the feet 
healthy. Velvet-Eez shoes will no 
longer be promoted as able to rem- 
edy foot fatigue. Bozell & Jacobs, 
Chicago, is the Mason agency. 


Two Name Paul J. Steffen 


Lincoln Bag Co., maker of paper 
storage and garment delivery bags, 
and Para-Lux Products Co., both 
of Chicago, have appointed Paul 
J. Steffen Co., Chicago, to handle 
their advertising. Initially, a full 
schedule of trade publications will 
be used, in addition to direct mail 
and point of purchase materials. 
Previously, Allan Marin & Asso- 
ciates, Chicago, handled both ac- 


counts. 


Horton-Noyes New on | 
G. & C. Merriam Account 

An item in the June 1 issue of) 
AA, reporting the appointment of. 
Horton-Noyes Co., Providence, as 
agency for G. & C. Merriam Co.,| 
dictionary publisher, indicated that 
Horton-Noyes had previously had 
this account. 

G. & C. Merriam advertising had 
been handled previously, for 35 
years, by Thwing & Altman. Hor-| 
ton-Noyes, the new agency, has| 
had no previous connection with 
the account. 


Norton Joins Gardner Co. 

Charles S. Norton, formerly with 
the City Savings Bank, Meriden, 
Conn., has joined Fred Gardner 
Co., New York agency, as assistant 
treasurer. 


Lee Heads Awards Committee 

W. Arthur Lee, president of Lee- 
Stockman, New York agency, will 
head the 1953 advertising awards 
committee of the First Advertis- 
ing Agency Group. 


. 
iet. Mie aS 


COMPLETES SALES 
AT POINT OF SALE [5 


SRD Pw 


: ——* “8-124, WEST PEARL ST, CINCINNATE 2,” 

Producers of iliuminated and non-illuminated types of signs. 

Serving manufacturers of brand-name products from coast to coast. 
Representatives in principal cities 


Got a sal 


you want to tell? 


(on Appliances, Radio, TV) 


tlectric 


Here’s what will happen! 


1. Your sales story will 


es story 


Put it in 


go directly to 29,000 appliance, 


radio and TV dealers who look to Electrical Dealer for news 
and information about their business. 


This group is important to you because they are doing 
over 80% of the total national business. It will be big- 
dollar-volume dealers who read your story in Electrical 


Dealer. 


2. Your sales story in Electrical Dealer will go to nearly 
9,000 electrical appliance distributor salesmen — right in- 
to their living rooms. The distributor salesmen edition of 
Electrical Dealer is home delivered. And by reaching this 
group, you are telling your story to the men who are influ- 
encing your sales with all dealers. Electrical Dealer is the 


only magazine published 
distributor salesmen. 


that is serving the needs of these 


3. Your sales story in Electrical Dealer will reach every 


ELECTRICAL DEALER | 


Chicago 11, 22 East Huron Street 


| Dealer 


electrical appliance distributor in the U. S. All of them are 
regular readers of Electrical Dealer. 


With this one magazine you can do as you see others do- 
ing — put your sales story into the hands of all 3 selling 
forces — The Distributor — The Distributor Salesman — 
The Big-Dollar-Volume Dealer. 


Do They Read It? 


Definitely YES! They watch for it. They are just like other 
businessmen. They want news, information and help that 
will make them better businessmen. Electrical Dealer gives 
this to them. 


Ask one of our representatives to continue this story and 
show you conclusive proof of Electrical Dealer's high 
readership. Then put your story in every issue and watch 


your sales curve swing up. The Haywood Publishing Com- 
pany, Chicago, Illinois. 


Cleveland 15, 1836 Euclid Ave. 
New York 17, 101 Park Ave. 
McDonald-Thompseon... 

San Francisco, Dallas 

les Angeles, Seattle 
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Cowles Shifts Herrick East 


Jean Herrick, who has been 
West Coast v.p. of Cowles maga- 
zines, will transfer to New York 
|'Aug. 3 to become an assistant to 
Marvin Whatmore, general mana- 
ger of the company. No replace- 
ment as over-all West Coast v.p. 
| will be made. 


IDEA-OLOGY ; 


Advertising with an instantaneous ap- 
peal—based on a fresh approach—origi- 
nality—sound selling. Ads, copy themes, 
literature, ‘‘traveiture,’’ 


saies letters, 
Serving agencies and advertisers. 


“Nor Felten Wott if, St 


* Leo P. Bott, Jr., 64 €. Jackson, Chicage 


Automatic silk-screen equipment for speed 
and economy. Specialists in short run, 
large surface printing for outdoor and in- 
door advertising. . 


_ 4-COLOR SCREENOLITH 
. PROCESS 


SOLID COLOR PRINTING | 
Pep ws Lath ie Fe. 
> DAY-GLO ~ 

44 £4 et bas 4 

, lowest cost silk-screen printing 

-N the largest printers of local 

and sectional 24-sheet posters in 
the United States. — 


.* 


1570 S$. FIRST ST., MILWAUKEE, WIS. 
OFFICES IN: New York * Boston 
Pittsburgh ¢ Detroit * Chicago 
St. Lovis * Dallas * Son Francisco 

Seattle * Portland 


Gillingham Joins McCreery 

John R. Gillingham, formerly 
advertising manager for INET 
Inc., Los Angeles electrical man- 
ufacturer, has joined the staff of 
Walter McCreery Inc., Beverly 
Hills, Cal., agency. He will be an 
account executive for both indus- 
trial and consumer accounts. 


Hixson & Jorgensen Names 2 

Hixson & Jorgensen, Los Ange- 
les agency, has appointed Crofton 
Jones v.p. in charge of industrial 
marketing. Tyler MacDonald has 
been named v.p., serving as an ac- 
count supervisor. 


Singer Heads Schenley Ads 


Melvin Singer, formerly account 
executive with Grey Advertising, 
has been appointed director of ad- 
vertising and merchandising for 
Schenley Distributors, New York. 


Joins Olmsted & Foley 

Bette Jones, formerly a free 
lance television writer, has been 
named associate director of radio 


3-D Ad Pages Pose 
Production Problem 
for ‘Institutions’ 


Cuicaco, June 23—Three-dimen- 
sional photography—which hit the 
motion picture industry smack be- 
tween the eyes a year ago with the 
box office success of Cinerama— 
is now having its effect on adver- 
tising in newspapers and maga- 
zines. 

The latest entry in the use of a 
three-dimensional illusion in ad- 
vertising is Institutions Magazine, 
which will devote an entire sec- 
tion of its August issue to the proc- 
ess. 


Charles L. Staples, editorial di- | 


rector, reveals that the business 
publication had to overcome a 
number of difficulties to make its 
project feasible. 

“Primary obstacles were finding 
photographers, engravers and 
printers who could cope with the 


and TV with Olmsted & Foley,|new techniques to adequately serve 


Minneapolis agency. 


us and our advertisers,” he said. 


Today, every intelligent advertiser is looking 
for ways to make his advertising dollars more 
effective. 


FRIENDS ! 


ented Duramatrix, assures you the finest black 
and white newspaper reproduction you can ob- 
tain. And in R.O.P. color, our Bista Pre- 


Madeready Mats are so ingeniously custom 
built with skilled letterpress techniques that 
the resulting reproduction has set a new stand- 
ard of sharpness and clarity in R.O.P. color. 


Two ads of equal size and space cost may 
vary greatly in sales effectiveness—due to var- 
iations in the quality of reproduction. Yet the 
cost of really fine reproduction is just a few 
pennies more than a very ordinary job. 


Yes, a few extra pennies can help your ad- 


ha vertising dollars buy more sales. 
For example, the few extra pennies invested 8 y 


in a Reilly Plastictype, molded from our pat- 


You can Really Rely on # 7 : i] 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Hoven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


You can rely on it at Reilly. 


Flectrotype 


NEW YORK 


Advertising Age, June 29, 1953 


“Inasmuch as 3-D does not neces- 
sarily give added impact to all 
types of sales messages, selection 
of advertisers who could most ben- 
efit from it involved considerable 
experimentation and research.” 

| 

/s In working on the project, In- 
_stitutions editors discovered that 
the entire character of an illustra- 
‘tion is changed by the addition of 
-a third dimension. 

| In a 3-D photograph, they dis- 
covered, what would normally be 
the center of attention in a “flat” 
photo becomes relatively unim- 
portant. 

| A new center of attention—the 
‘object in foreground motion—is 
‘created. It is this principle which 
‘becomes paramount in selection of 
'picture subjects, perspectives and 
sets, thereby enhancing some sub- 
jects but doing little or nothing for 
others. 

Mechanical processes involved 
are substantially different from 
|those in standard reproduction, it 
was found. 

Since the photographer uses two 
lenses and two negatives are ex- 
posed, the engraver must make one 
plate from each of the two nega- 
tives as in the duotone process. 


= The registering job belongs to 
the printer, who, by trial and er- 
ror, puts the plates into proper 
register, oftsetting the almost du- 
piicate subject poses to achieve the 
| pest third dimensional result. 

In this respect, being the exact 
| degree off register is as important 
as being on register in ordinary 
color process printing. Special 
transparent inks must be used to 
'correspond to the colors in the 
_ltenses through which the illustra- 
ton has to be viewed to achieve 
'the etfect of depth. 

Institutions is sending the spe- 
|cial glasses to subscribers in ad- 
vance. 

One important factor in accept- 
ing ads tor the new process is the 
location of the advertiser to a spe- 
/cialist photographer. Only tull 
pages are being accepted, and those 
|are at a premium rate to cover in- 
| creased costs of the new medium. 


Newman to Fasco Industries 


James L. Newman, formerly an 
account executive with Hutcnins 
| Advertising Co., Rochester, has 
been appointed advertising and 
saies promotion manager tor 
asco industries Inc., Rochester, 
/maker ot electric fans, ventilators 
/and arills. 


Reynolds to Michel-Cather 

Kansom Reynolds, previously 
sales manager tor Gruen-Simplex 
Corp., New York, has been named 
an account executive for Michel- 
Cather, New York industrial ad- 
vertising agency. 


Mosley to Mactadden Group 


| §. Lewis Mosley, formerly with 

|Family Life, variety store maga- 

|zine recently suspended by Mac- 
fadden Publications, has joined 

the sales staff of True Story Wom- 

/en’s Group. 

| 


Brohr Joins ‘Royal Gazette’ 


| Emma Brohr, formerly an ace 
count executive with Westheimer 
& Block, St. Louis agency, has 
joined the advertising department 
of the Royal Gazette, Hamilton, 
Bermuda. 


T ANTWHE RE - G€7 Fu. vacut BY 
TRADING TOUR BUSINESS - imCOME. 
MOTEL, FARM, HOME, ETC FOR 
SOMETHING IN A 40CALITY 


Come To 
CALIFORNIA 
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> SEND US A DESCRIPTION 
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AMERICA 
KEEPS 
MOVING 
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\ a / 
LOS ANGELES IS AMERICA’S THIRD MARKET “ 
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4 THE TIMES IS LOS ANGELES’ FIRST NEWSPAPER 
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AMERICA KEEPS MOVING 
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e six-word history of 
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EMPLOYMENT 


The number of people with jobs has jumped 25% since the 1950 
census. This brings the gainfully employed group in the metropolitan area 
to a record high of 2,117,800. There’s a broad base to this 
employment picture — the Los Angeles market ranks with the leaders 


nationally in value of manufactured goods in many categories but it 
ranks still higher in the number of plants. There isn’t apt to be 
any slack due to one-industry or one-plant curtailment. 
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INCOME 


Considering civilian residents only (and the Los Angeles market has 
quite a military establishment as a plus) income in 1952 was estimated 
at 912 billion dollars or an increase of 22.9% over the 1950 figure. 

This increase is piled on top of a 226% rise in the 1940-1950 
decade. The Los Angeles County market is a unique combination 

of urban and rural pursuits: the industrial and commercial 


incomes are augmented by the largest gross cash farm 


Ae 
a | 


income of any county in the United States. 
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aa 


1940 FA 1950 | m\ oS 
DWELLING UNITS 


In 1940, the U. S. Census reported 961,531 dwelling units in Los 
Angeles County. This figure increased a flat 50% to 1,442,691 
in the 1950 census. The number of dwelling units was 1,645,678 
at the close of 1952—up another 14.1%. Rate of increase of 


the Los Angeles Times’ home-delivered circulation has been 
commensurate. The Times has the largest home-delivered circulation 
of any newspaper in the West with more than 75% of daily 
Times readers taking the paper at home. 


AUTOMOBILES 


Total passenger car registrations were 1,892,390 in the Los Angeles 
market at the end of 1952—up 10.5% from 1950. This brought the 
number of automobiles per 1000 population to an all-time high and 


produced an average of one passenger car for every 
2.2 persons — the greatest per capita automobile ownership in the 
nation. The Los Angeles market is a billion dollar automotive market, 
with the current freeway building program sure to 
send it soaring still higher for years to come. 


RETAIL SALES 


The Los Angeles market is third in the nation in retail sales. The 1952 
total of $5,683,608,000 was surpassed only by New York City’s 5 
counties and Cook County, Illinois. This Los Angeles figure 
represents a 26% increase over the 1948 total. On a per capita 


basis, retail sales for Los Angeles County were approximately $1300 
— almost 25% above the nation’s average. Los Angeles 
County has 23% of the total retail sales in the 11 western states. 
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THE TIMES IS LOS ANGELES’ | |S) NEWSPAPER 
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First By Far 
CIRCULATION —The Los Angeles Times 


has the largest daily, Sunday and home-delivered circulation 
of any newspaper west of Chicago. Now, The Times has 
more than 400,000 circulation week-days and almost 
800,000 Sundays. More than 3 out of 4 daily Times readers 
have the newspaper delivered to their homes. 


ADVERTISING — in its feta, the 


Los Angeles Times is first by far in advertising — the leader 


in Total Advertising, Display Advertising, Retail 
Advertising, Department Store Advertising, General 
Advertising, Classified Advertising . . . first in 90 out of 
113 classifications listed by Media Records. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD. NEW YORK. CHICAGO. DETROIT. ATLANTA AND SAN FRANCISCO 
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No one was more surprised than 
Joe H. Serkowich, 39-year-old ad 
manager of LeTourneau Ine, 
Peoria maker of earth moving 
equipment, when he became the 
second winner of 
the Outstanding 
Young Advertis- 
ing Man of the 
Year award of 
the Assn. of Ad- 
vertising Men, 
New York, earli- § 
er this month. 

Even now, he 
is not quite sure 
why or how he 
got it. But the 
honor does con- 
firm the soundness of Joe’s choice 
of career early in life, for he has 
always been interested in adver- 
tising. 

The interest was sparked, oddly 
enough, in the lobby of a Peoria 
movie theater. Watching the lobby 
displays being put up and the pro- 
motional material being turned out 


Joe H. Serkowich 


“while he worked as a ticket taker 


and usher after high school first 
stimulated his interest. After that, 
he had only one ambition—adver- 
tising. 


s He went on to the University 
of Illinois, where he majored in 
business administration and ad- 
vertising. 

Following graduation in 1936, he 
joined Caterpillar Tractor Co. as 
a copy cub and worked on export 
advertising. 

Now he smilingly recalls that his 
entrance into the export side of 
advertising was quite fortuitous. 
“I knew Spanish pretty well, and 
they needed someone to read the 
invoices and orders coming from 
our South American customers.” 

For five years Joe worked at 
export advertising doing direct 
mail and writing bulletins. Then, 
in the fall of 1941, he entered the 
Army with an ROTC commission. 

Originally commissioned in the 
horse cavalry, he was transferred 
to a tank outfit and sent to Burma 
as part of a Chinese-American 
tank group. After a year, he was 
shifted to the Chinese mainland in 
the ordnance department where he 
stayed for the remainder of the 
war. 


® Upon discharge from the mili- 
tary in February, 1946, with the 
rank of lieutenant colonel, he re- 
turned to Peoria and joined Hosler 
Advertising Agency, which han- 
dled part of the Caterpillar Trac- 
tor account. He remained with the 
agency until March, 1948, working 
in production and as an account 
executive and v.p. Then he joined 
LeTourneau as assistant advertis- 
ing manager, 
present title in January, 1950. 


|eraging between 18% and 21%. 


. | The success of this campaign 
You Ought to Know  @ JoeH.Serkowich ,,; inspired LeTourneau and its 


from the association. 


points out, “when you have so) 
many products to offer and your 
publications come out monthly, it 
can be a long time between issues. 


es Mr. Serkowich tackled the 
problem by using an_ editorial 
technique plus illustrations after 
noting that in McGraw-Hill read- 
ership studies the magazines’ ed- 
itorial content received high read- 
ership. 

“We began running four-page 
inserts using a basic picture-and- 
caption format,” he related. “Con- 
sequently, our readership went up 
from about 30% to 72%. At the 
same time, other earth moving 
equipment advertisers in the same 


issues had readership ratings av- 


‘agency, Andrews Agency of Mil- 


waukee, to experiment with the 


“In industrial advertising,” he orroctiveness of running three or 
four right-hand pages instead of cujtant. 


placing them consecutively. 

Mr. Serkowich holds to one im- 
portant tenet in creating ads for 
heavy construction equipment. 

“I feel that the type of ad which 
is most effective in this field,” he 
says, “is the kind that tells the 
customer what someone else is do- 
ing with the equipment—in other 
words, testimonial advertising. 
Since the customer has to pay out 
between $25,000 and $50,000 for a 
piece of equipment, I think he is 


more likely to believe the story of | 


another user than the claims of the 
manufacturer. We think of our ads 


as a preliminary two-minute sales) 


call.” 


} 


| 
| 
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Cluggish Joins Harris a |When you Remember 
Fred Cluggish, eee sven | eee WM. F. RUPERT 


W. L. Stensgaard 
has joined the sales and_ field RECENT 
service departments of William 

Melish Harris Associates, New BIRTH 
York merchandising display COM FISTS 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 y 
OR 5.3523 


Animated Visual Aids —within every budget! 


8 mm 
melton 7 
pictures 
Toate without 
MOVIE VIQCWEF * bi: screen 


erewinds without reloading « action—slow—stop motion 


T he Melton Movie Viewer makes possible sales representa- 
tion and training orientation programs without great invest- 
ment — without complicated equipment or operator skill. 
Black and white or color film that yow take may be edi 
and shown over and over again in this handsomely designed, 
skillfully engineered movie viewer. Let us help you to use 
the powerful medium of visual aid — economically - for 
added sales. Write for brochure: New View to Sales 


MELTON INDUSTRIES, INC. Reno, nevaoa “P#t: Pend: 


advancing to his| 


One of the first problems Mr. | 


Serkowich faced in his new posi- | 


tion was how to advertise all 15 
of the company’s products—many 
of them custom made—and still 
appeal to the trade generally. 

The way Joe solved this prob- 


lem and increased the readership | 


| 


of LeTourneau’s ads was one of 
the major factors in his getting 
the Assn. of Advertising Men 
award, ADVERTISING AGE learned 


Premium to SPARK EXTRA SALES 


Colorful Plastic Aprons 
ALBERT BROOKS PRODUCTS CO. 


Dept. AA-29, Mdse. Mart, Chicago 54 


SOMEBODY’S GOT TO BE 


| 


| 


More often than not the simplest and most 


successful selling ideas stem from modern design. 


That is why HOUSE & HOME’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design, 


that is why... 


house+home 


IS READ BY THE BUILDERS 
OTHER BUILDERS FOLLOW 


FIRST 


Veh 


Copyright, Time Inc., 1953 
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To New Product Enterprises 


Solomon Balsam, formerly v.p. Park Describes 


and promotion director with Con- 
tempo Advertising Agency, New 


York, has been appointed execu-| Start of Duncan 


terprises, Miami, marketing spe- 


ialist f dgets d ina ti 
with mass apnea,“ “=¥e4ons) Bias Food Line 


LEO eeEGEms 


You cover 3 of the 4 


ROCK ISLAN 


Quad-cities...when you 

use these newspapers... 

read by 57% of all Quad-citians 
aot! > 


CLEVELAND, June 23—The story 
of how Duncan Hines food prod- 
ucts in five years have grown to 
the point where “over 100,000,000 
packages “a year” pass over food 
store check-out counters was told 
to the Advertising Federation of 
America convention here last 
week. 

Roy H. Park, president of Hines- 
Park Foods Inc., Ithaca, N. Y., 
franchiser of the label, revealed 
the basic formula for this success 
as: 
1. A brand name people already 
know, denoting good food. 

2. Quality you can taste or see. 

3. Take the label to the food. 

4. Aggressive advertising and 
promotion. 


MOLINE 


Oi ee ey 


presentatwe 


Mr. Park told his audience that 
“advertising is one of the basic 
fundamentals in our program.” 

Advertising expenditures of the 
more than 100 licensed Duncan 
Hines food manufacturers in the 
program “will total more than $3,- 
000,000” in 1953, he said. 


s That the Duncan Hines formula 
has paid off is proved by the fact 
that a product like the cake mixes 
—introduced two years ago—now 
has an annual sales volume of 
$12,000,000. The mixes are pro- 
duced under franchise by Ne- 
braska Consolidated Mills Co., 
Omaha. Duncan Hines orange juice 
—made by Fosgate Citrus Cooper- 
ative, Orlando, Fla—has to be 
distributed on allocation, because 
Gemand so exceeds production. 

Mr. Park got into the food busi- 
ness inadvertently when the agen- 
cy he heads, Agricultural Adver- 
tising & Research, Ithaca, started 
doing research for a brand name 
for a group of clients. 

It was found that the clients 
didn’t have enough money or time 


““We can’t afford traffic jams at Packard!”’ 


“An automobile plant is geared around 
its assembly lines. And they can be 
stopped for lack of a bolt! 

“We simply cannot afford to let a 
traffic jam get started at Packard! 

“When we face unforeseen delays on 
the part of our suppliers, we make ex- 
tensive use of Air Express. Such ship- 
ments may range from 5 lbs. to more 
than a thousand, 

“Recently, for instance, we needed a 
heavy shipment delivered overnight 
from the East Coast to meet a produc- 
tion crisis. The vendor was located in a 


non-airport city. We called Air Express 
— and the load was rolling into the 
plant gates at Detroit the next morning! 

“Dependability like that is priceless. 
Yet in a good many weights and dis- 
tances you actually save money by speci- 
fying the fastest service — Air Express. 

“We handle several thousand pounds 
a month via Air Express, every ship- 
ment of which is important and must 
be on time. We give Air Express credit 
for valuable assistance in maintaining 
production of 1953 Packards and Pack- 
ard Clippers from our assembly lines.” 


—C. R. Herrick, Director of Traffic, Packard Motor Car Co. 


It pays to express yourself clearly. 
Say Air Express! Division of Railway 
Express Agency. 


DAR EXPRESS 


GETS THERE FIRST 
via U. §. Scheduled Airlines 
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to build up status for a new brand 
name. Further research showed 
that the Duncan Hines name had 
high recognition. Nine selected 
food products were put on the 
market on a test basis, covering a 
wide territory in the Northeast, 
South and Midwest. 


= However, Mr. Park explained, 
it was found that the cost of get- 
ting the food to the consumer was 
too high. There was a duplication 
of the packers’ functions in trans- 
portation, warehousing, financing 
and selling. So the idea was con- 
ceived of taking the label to the 
food, by working with independent 
manufacturers who had the capac- 
ity to provide “a substantial quan- 
tity of quality merchandise that 
would qualify for the Duncan 
Hines label.” 

On the basis of further checks 
of brand-name recognition, the 
group was able to interest a num- 
ber of backers and launch the 
Hines-Park franchising company. 

All products are made under li- 
cense and according to specifica- 
tions of Hines-Park foods. 

The companies now franchised, 
Mr. Park said, have physical as- 
sets of over $500,000,000. 


s “Specifically, we have 120 fran- 
chise contracts, which break down 
into 35 for foods, 70 for dairy 
products and 15 for bakery prod- 
ucts,” he said. “Dairy and bakery 
products are licensed on a regional 
basis. Most of the food products 
are licensed on a national basis.” 

Duncan Hines brand now covers 
over 200 food products. None of 
these has a truly national distribu- 
tion, although it is possible to buy 
some Duncan Hines food products 
in every state and in parts of Can- 
ada. 

Under the Park-Hines advertis- 
ing program, each manufacturer 
sets aside no less than 2% of his 
wholesale volume for advertising. 
Of this amount 1.5% is spent on 
local or regional advertising, and 
one-half of 1% goes into an in- 
stitutional fund for building the 
Duncan Hines brand name and 
promoting the sale of all the prod- 
ucts. 


s The largest share of the Duncan 
Hines advertising features individ- 
ual products and is placed by the 
licensee through his own agency, 
Mr. Park revealed. 

“We work closely with the li- 
censees and agencies by supplying 
kits containing ideas, mats, elec- 
tros and background material. We 
also have veto power on all copy 
and package design,” he said. 

In markets where there is not 
sufficient distribution to justify 
general product advertising, the 
company ties in with the adver- 
tising of the supermarkets. 

“This advertising is usually car- 
ried on the basis of a per-case al- 
lowance which is set up and of- 
fered to all comers,” he said. “We 
feel that this cooperative adver- 
tising is of extreme importance 
because, if handled properly, you 
not only get the advertising but 
also have the benefit of good dis- 
plays and good use of point of sale 
material.” 

One of the most effective adver- 
tising and promotion gimmicks, 
Mr. Park said, are Duncan Hines 
Days put on about the country. In 
these, Duncan Hines himself trav- 
els to different cities, meeting gro- 
cers and consumers, appearing on 
television and radio shows and 
giving demonstrations of Duncan 
Hines products. Some of these pro- 
motions run as long as three days, 


-and draw a great deal of publicity 


in all local media. 


The Words are for 
_ people who cannot afford 


» as 
THE PICTURES. We bring out 
JAYP these words so they IMPRESS 


in a size of an ad you can afford. 
WAL Advertising Typography 
11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 
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A GAIN a distinguished panel of 23 National 
Industrial Advertisers Association experts confirm the @& 
judgment of readers and advertisers by selecting 
Domestic Engineering for its thirteenth award for edi- 
torial excellence in the Industrial Marketing Annual 
Competition. 


Twelve previous awards have come to Domestic Engi- 
neering in Industrial Marketing's editorial competition 
... But none more significant than this, a first reward 
for the famous Bay City Story — the research which 
changed the course of an industry. 

Forty Domestic Engineering researchers took “Typical 
Town” apart, block-by-block, to learn the moderniza- 
tion sales potential in homes, farms, and large buildings 
for plumbing, heating, air conditioning and major 
appliances. 


Results? A doubling of the “known prospect reserye’’; 
new business created where none existed before; ncw 
sales thinking by every manufacturer; new sales cam- 
paigns, and more sales! And for the magazine? New 
heights in reader service. Even greater reader action 
and excitement. More value for the advertiser. 


oa : Tue Bay City Story is for you—the survey report; 
, the Remodeling Film Strip (for your distributors); the 
Modernization Sales Kit (for your dealers). Write for 

all three. 


AWARDS TO a 


DOMESTIC ENGINEERING 
ee eo ann Meritorious ae 
co Editorial Service _ 
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wuy an now Lop Editorial Quality 
means /op Advertising Value... 


FF DITORIAL content governs all. It determines who opens him 70% of his total volume while the remaining 30% 


the book, how often they open it, and how long they keep 
it open. In a hundred subtle ways, editorial also conditions 
readers’ attitude towards what they read in your advertising 
message. 


1 Quality Editorial Attracts Quality Audience. The 

°U. S. Census of Business has reported that 33.8% of the 
plumbing and heating contractors handle 82.8% of the 
annual industry volume. A leading heating equipment 
manufacturer recently found that his 2,000 top dealers give 


comes from more than 11,000 smaller dealers. A sales exec- 
utive of one of America’s largest appliance manufacturers 
has declared that 10% of his dealers account for 50% of his 
dishwasher sales. 


It costs no more to concentrate your advertising on the big 
buyers who concentrate their readership and loyalty on Do- 
mestic Engineering. Because of the high editorial I.Q., the 
high level of purpose, and the high quality of presentation, 
the more successful, more ambitious, and more capable types 

Continued on following pages 


* BAY CITY STORY WINS FIRST AWARD FOR BEST ORIGINAL RESEARCH... 
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Continued from preceding page 
of readers are attracted to Domestic Engineering. So, your 
selling should be concentrated where buying is concentrated. 


2 Longer Readership Means More Exposure for Your 

*Message. Only the editorial can determine whether a 
publication wins several happy hours or a reluctant 10 min- 
utes of the reader’s time. Yet reading time spent with a publi- 
cation directly controls the visibility of your ad, hence the 
buying power of your advertising dollar. That extra visi- 
bility is yours when you concentrate in Domestic Engineer- 
ing, where unequalled editorial quality gets long and deep 
reader attention. 


3 Quality Breeds Confidence. The helpfulness, the 
*accuracy, and the responsibility of Domestic Engineering's 


... THIRTEEN AWARDS PROVE DOMESTIC ENGINEERING’S DOMINANCE 
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high quality editorial content has won the implicit confidence 
of its audience. Thus the reader approaches your advertising 
with an attitude of confidence, with an open and receptive 
mind. The big bonus of believability built into this publica- 
tion is another reason why it will pay you to concentrate your 
program in Domestic Engineering. 


4 Editorial Prestige is Transferable to Advertising. 

*Being the run-away leader in editorial service, Domestic 
Engineering is naturally the prestige publication in its field. 
If prestige for your company and products is one of your 
advertising objectives, then concentration in Domestic Engi- 
neering is again indicated. There the prestige of the medium 
aids the telling of your own prestige story. . 
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5 Reader Avidity Means Action. Domestic Engincer- % . 
eh ge a ‘ta : Pipe AWOUSTRIAL 
ing’s virile editorial does more than just report the news DEM AR KETING 
of the industry. It helps make that news. The Bay City Story 
which so painstakingly measured and so dramatically pre- 
oe The: SRM RENN, % or © Go Mages, san in Domestic Engineering than in seven other plumbing and 
talked-about, most-quoted news stories ever developed for ; ow ‘ , : ae 
; ae ; heating publications combined. Domestic Engineering’s lead 
the plumbing and heating industry. And this news was cre- : ih ® ; 
i tins ies ealiinainss das alt elle nine in classified over any other publication in the field is more 
ated Dy the publication Ghat reported 1h Aevertising aUchori than 500%—clear evidence that readers act upon their own 
ties agree there is always a special quality of interest and ; ‘ 
' : 2 . readership experience when they want the greatest attention 
excitement in news. So, put your advertising message in the ; 
blicati Bt Ds ie : Saat cali for their own messages. 
ee ee ae ee ee a ee ea Doesn't this greater concentration of reader advertising sug- 
6 Readers Know Advertising Value, Too! Contractors, — gest bigger value for you when you follow the readers’ 
“wholesalers, manufacturers’ agents, and other industry — example and concentrate your advertising in Domestic Engi- 
personnel place more classified advertising—all unsolicited— _ neering? 
Continued on following page 
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: WHY BE CONTENT with mere circulation 
when you can have so much more for the same 
money? 


Quality editorial attracts quality audi- 
ence; larger exposure for your advertis- 
ing message; the confidence of readers 
in the medium and your advertising; 
editorial and advertising prestige; 
reader excitement. 


7 


WHY NOT TAKE ADVANTAGE of the plus 
values Domestic Engineering’s award-winning 
editorial excellence makes available to you—plus 
values in greater readership, confidence and pres- 
tige among the quality contractor-dealers who 
know how to apply Domestic Engineering's ideas 
for greater business for themselves and more 
sales for you? 


NOW 15 THE TIME to plan larger utiliza- 
tion of this publication’s larger ability to serve 
you in reaching your sales objectives. 


NOW (tS THE TIME to consult your adver- 
tising agency about concentrating your sales 
effort where concentrated buying power concen- 
trates its readership—im Domestic Engineering! 


Continued from preceding page 


Paid Circulation. Quality editorial service makes pos- 
*sible an uncompromising maintenance of ABC circulation 
standards by Domestic Engineering. Only in this publica- 
tion can you get fully paid coverage among the top contractor- 
dealers. Every person getting the magazine expresses his de- 
sire for it with money on the line, an expression as unequiv- 
ocal as the snap of a five-dollar bill—the cost, incidentally, 
of a year’s subscription. 


DOMESTIC ENGINEERING’S 
Package of 
Services 


| D OMESTIC ENGINEERING offers, to the 
manufacturer and advertising agency, a complete 


package of merchandising assistance including: 


1, DOMESTIC ENGINEERING Magazine itself, 
the only fully-paid publication serving the en- 
tire field. 


2. DOMESTIC ENGINEERING CATALOG DI- 
RECTORY , the industry’s buying and specify- 
ing guide and complete catalog service. 


3. Complete mailing service for reprints, cata- 
logs, ete. 


4. Marketing and Research assistance. 


5. Free manufacturers’ agent and sales represen- 
tative service. 


6. For your wholesaler, distributor, dealer —a 

complete series of merchandising aids built 
around the Bay City Story, the Remodeling Film 
Strip, the advertisements, publicity releases, dis- 


plays and manuals in the Modernization sales kit. 
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Conventions 


*Indicates first listing in this column. 

June 27-July 1. National Assn. of Dis- 
play Industries, “Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency | 
Group, national convention, Benjamin | 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty | 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper | 
Publishers Assn., annual classified clinic | 
for mid-Atlantic states, Fort Stanwix Ho- 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, | 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver-| 
tisers, annual meeting, Drake Hotel, Chi-. 
cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. } 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. | 

Oct. 4-8. Advertising Specialty National | 
Assn., annual convention and _ specialty 
Fair, Palmer House, Chicago. } 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. | 
Louis. | 

Oct. 5-6. Inland Daily Press Assn., an- | 
nual meeting, Hotel LaSalle, Chicago. | 

Oct. 5-8. Printing Industry of America, | 
1953 exhibition and awards, annual con-| 
vention, Shoreham Hotel, Washington, 
Bm & 

*Oct. 8-10. Life Insurance Advertisers 
Assn., 20th anniversary, annual con- 
vention, Hotel Statler, Boston. 

Oct. 9-10. Pennsylvania Newspaper Pub- 


lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 
Oct. 11-14. American Photoengravers 


Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. | 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-17. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of the 
Advertising Federation of America, Edge- | 
water Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. | 


NBC Promotes Storke 


William Storke, assistant mana- 
ger of the continuity acceptance 
department for National Broad- 
casting Co. in Hollywood, has been 
promoted to network junior ac- 
count executive. 


Enkelmann Joins Loomis 

Louis Enkelmann, formerly as- 
sociate editor of Prom Mugazine, 
has joined the staff of Loomis Ad- 
vertising Co., St. Louis. 


Mrs. Fetske Joins Harrison 

Mrs. Ruth Fetske, formerly ad- 
vertising and promotion manager 
for Bantamac jackets for men, 
made by Marcus Breier Sons, New 
York, has joined the staff of Lester 
Harrison Inc., New York agency. 


Cormack Industries Moves 


Cormack Industries, Denver 
window and industrial display 
producer and maker of sets for TV 
and motion pictures, has moved 


‘into new quarters at 1100 Califor- 


| nia St. 


Willhite to KMO-TV, Tacoma 
Earl M. Willhite, formerly with 
Tullis Co., Los Angeles agency, has 
been appointed general sales man- 
ager for KMO-TV, Tacoma. KMO- 
TV plans to begin programming 
Aug. 1, and will be affiliated with 
the National 
television network. 


Hoffman Beverage Names Trell 

Alfred F. Trell, with Hoffman 
Beverage Co., Newark, since 1928, 
has been promoted to assistant 
general sales manager. 


Broadcasting Co. 


| AN\MATED 


Stop Motion 


into your 


ate 0 See a ee 

plant from storyboard to final print, we 

bony, om neh Com ane So comeg 
to our ° 
ite-tan ce pk Goce 


Send in your Storyboards for quotes 
FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


AT LOWEST PRICE 
IN TV HISTORY ! 


TV spots at economy rates. 


oe 
en 


~~ 


TICONDEROGA OFFSET 


Your best buy for offset lithography on single 


or multi-color presses. Sized, fuzz-free surface 
has fine ink affinity. Uniform quality . . . 
particularly good for trouble-free long runs. 
In seven weights from 50 to 150 lbs. 


— 


Hx ternational BDipe . 


COMPANY 


PAPERS FOR PRINTING AND CONVERTING 


220 East 42nd Street, 


New York 17, N. Y. 
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189 Agencies Made 
Excess Profits Tax 
Payments for 1950 


WASHINGTON, June 25—Though 
the excess profits tax is often dis- 
cussed as a basis of agency and 
media prosperity, income tax tab- 
ulations released by the Bureau of 
Internal Revenue today show there 
is another side to the story. 

The bureau’s figures, based on 
corporation returns for 1950, show 
that successful agencies and media 
incurred excess profits tax liabil- 
ities of their own which boosted 
their total tax payments by more 
than 10%. 

Because the excess profits tax is 
based on increased earnings above 
a pre-Korea base, it falls most 
heavily on those firms—large or 
small—which enjoy growing busi- 
ness. 

Of 1,828 advertising agencies 
which paid income taxes in 1950 
only 189 reported sufficient growth 
to incur excess profits tax liabil- 
ity. The agencies had receipts to- 
taling $1,261,800,000, net income of 
$77,859,000 and total income tax 
liabilities of $30,952,000. Of the 
net income $54,004,000 accrued to 
the 189 “growing” firms. These 
firms paid $23,508,000 in income 
taxes, including $2,026,000 of ex- 
cess profits tax. 


e The report also lists 1,011 other 
advertising agencies, with receipts 
totaling $97,900,000, which re- 
ported losses of $4,498,000 for the 
year. 

Newspapers, periodicals, radio 
and TV organizations submitted 
returns showing receipts of nearly 
$4 billion for the year. 

The 2,975 reporting newspaper 
organizations had receipts amount- 
ing to $2,440,000,000; 1,256 period- 
ical publishers had receipts of 
$992,000,000, and 1,627 radio and 
TV operators reported receipts of 
$550,000,000. 

Of the newspapers, 2,139 had net 
incomes totaling $289,978,000 and 
paid taxes amounting to $115,651,- 
000. Of these, 406 which reached 
the excess profits tax brackets 
paid $78,271,000, including excess 
profits taxes totaling $5,118,000. 

There were 798 newspapers, with 
receipts totaling $146,605,000, with 
net losses of $16,556,000 for the 
year. 


s Of 703 profitable periodical 


This is the ONE 
magazine in America 


that completely DOMINATES 
the active NEGRO market! 


Your advertising agency can 
tell you why! 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd 


publishers, only 89 were in the ex-| excess profits taxes. Receipts of 
cess profits tax brackets. The 703 the profitable firms were $507,- 
had net incomes totaling $79,567,- 953,000 and net income $57,898,- 


/000 and paid taxes amounting to 000. The excess profits group had | 


$33,182,000. The 89 most prosper- $33,830,000 of the net income. Tax 
,ous publishers had incomes of liability for the profitable stations 
$49,885,000 and paid $22,188,000 in| totaled $20,580,000. The excess 
‘taxes, including $2,268,000 in ex- | profits group paid $14,868,000 of 
cess profits taxes. ‘the total, including $1,669,000 in 
There were 519 periodical pub- excess profits taxes. 
lishers with receipts of $97,106,- There were 469 unprofitable 
000 and net losses of $9,400,000. Stations, with receipts of $43,462,- 
Of 1,627 radio and TV firms 1,- 000 and net losses amounting to 
071 were profitable and 175 paid | $6,405,000. 


‘Mart’ for Appliance Field 


Mart, appliance and TV dealer 
magazine which will be one of the 
successors to Television Retailing, 
published by Caldwell-Clements 
Inc., New York, will have a cir- 
culation (paid and controlled) of 


35,880, including copies going to 


Advertising Age, June 29, 1953 


under the direction of M. Cle- 
men‘*s, president and publisher. 


Ebel Directs Commoner 
Commoner Publishing Co., New 
York and Pittsburgh, whose pub- 
lisher, J. G. Kaufmann, died on 
June 3, will be continued under 


31,090 retail outlets in radio, phon- | the direction of its present business 
ograph, TV, electric appliance and manager, Jay A. Ebel. Commoner 
related fields. The new publica- publishes American Glass Review, 
tion will bow Sept. 1. Both Mart China Glass & Decorative Acces- 
and Technician, the other publica-| sories, China & Glass Red Book 
tion which is replacing the pres-| and Glass Factory Yearbook & Di- 
ent Television Retailing, will be| rectory. 


IN THE LEAD... 


| Source: ARB, May 1953. 


AND THEN SOME! 


KNXT heads the field 
in Los Angeles television! 
Out front with... 


Biggest ratings, daytime 
and night... 
35% bigger during the day! 


Greatest share-of-audience... 


9.2% greater all week long! 


The most top programs 
... network and local, 


day and night! 


And you are even farther ahead! 
KNXT delivers its greater 
audiences at an average cost 


of less than a dollar 


per thousand viewers. 


If you're looking for the most 


customers at the /east cost in the 10-billion dollar 
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Eldridge Retires 
as General Foods 
Top Marketing V.P. 


New York, June 25—Clarence 
Eldridge, v.p. in charge of market- 
ing for General Foods, has reached 
retirement age and will no longer 
handle administrative responsibil- 
ities, although he will continue to 
counsel the company on market- 
ing matters. He will also stay on 


as a v.p. and director. 

| Wayne Marks, v.p. and control- 
‘ler, will become a staff group of- 
‘ficer and will have reporting to 
‘him the GF sales division and the 
‘corporate functions of advertising 
and merchandising, purchasing, 
|traffic, and organization and ad- 
‘ministration planning. 

| Edwin W. Ebel, now director of 
advertising, becomes director of 
advertising and merchandising. 


'The consumer service department 


will be added to his present re- 


‘sponsibilities, which include ad- 
'vertising, market research, prod- 


uct publicity, and sales promotion. | 


Mr. Eldridge joined GF in 1939 
as merchandising manager for 
Post cereals. In 1946 he became 
‘manager of the division. Two 
‘years ago he was elected a v.p. 
‘and put in charge of GF market- 
ing activities. 


Dodge Buys Eight Pages 
The Dodge division of Chrysler 
Corp., Detroit, has taken an eight- 


page, four-color section in the July 
Coronet and has purchased 1,000,- | 
000 reprints. Eight additional pages | 
of Dodge copy have been wrapped | 
around the reprints to make a 16-— 
| page brochure which is being dis- 
| tributed to dealers. 


Joins Gotham Ad Displays 


Herman J. Tauber, formerly in 
charge of sales for Pied Piper 


silk screen printer. 
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Los Angeles Tv market, the hunt ends at KNXT Channel 2 


CBS Television's key station in Hollywood 


Represented by CBS Television Spot Sales 


L/ 
imme” 2 


s 


you use one 


If every day 
seems dark and 


cloudy and you 


seem to have more 


than your share of 


problems—let us 


help chase your 


gloom. We've made 
a business of helping 


busy production men 


and advertising 
executives; and 


whether 


service, or all six, 


you'll be pleased with 
the help and assist- 
ance you'll receive. 

| Write or phone and 


let us tell you more. 


nified 
services 


COLOR PROCESS 
ENGRAVINGS 


ART WORK 
PHOTOGRAPHY 
TYPOGRAPHY 
ELECTROTYPING 


PONTIAC 
Cagraving & 
Clecirotype 


B8i2 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


Prada . 
ymarke 
1: 1000 


WY 


+ e < = 
Press, New York, has been ap-| ; 
pointed sales manager for Gotham | 
Advertising Displays, New York 
Fi hei . 
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Series Advances 
Construction Standards 


22 months ago AMERICAN 
BUILDER started the modular 
building articles, demonstrating the 
most practical cost-cutting techniques 
ever developed for the light construction 
industry. 
America’s biggest building audience is adopting 
these advanced methods to produce better, lower-cost construction. This 
editorial “‘first’’ is typical of American Builder's Editorial Power. 


“AB” Introduced Air Conditioning 
to Builders 17 Years Ago 


Recently a contemporary ‘‘discov- 
ered” air conditioning for the 
light construction field. 17 years 
ago AMERICAN BUILDER be- 
gan its editorial attention to this 
subject and continues to keep 
pace with the advancement of this 
vital building requirement. 
17 years ago the basic definition 
of the term “air conditioning” had not been established. The science 
has progressed from mechanized fans to complete control of tempera- 
ture, humidification, dehumidification, circulation, ventilation and 
filtration. 
AMERICAN BUILDER editors keep the No. | builder audience in- 
formed on this as on other significant developments. 

Editorial Power ! 


“AB” Blueprint House Plans Click Nationally 


Every issue of AMERICAN BUILDER carries a “Blueprint’’ nouse 
plan, now shown in color, presenting the area architecture and living 
ideals of every section of the country. These plans are put into con- 
struction by the thousands—resulting in the finest applications, the best 
materials, best profits to builders, and highest satisfaction to owners. 

Editorial Power! 


“AB” Modular Building 


As standard service “AB” offers 
its readers the literature of its 
advertisers — listed and num- 
bered on a reply form. Thou- 
sands of these cards have been 
received during 1953, calling 
for over 71,000 items of in- 
formation, literature or data. 


Something over 2% of 
AMERICAN BUILDER’S 
entire audience has re- 
quested this information, selec- 
tively—checking off what they 
want to know about specific prod- 
ucts, 
And every request is promptly reported 
to the advertiser for follow-up. 
This is tops in Reader Response—solid, clean 
and continuous. Read on! 


Come In and 
Check the Quality of 
These Requests 


You will recognize the stature 
and activity of the builders, 
and dealers, who are sending 
in these request cards — the 
cream of the industry. 

So you ask—“Do they buy?” 


The statement of Everett Rader Company, offering a slide rule cal- 
culator, in a New Product listing, in the “AB” January issue, brought 
more than 400 inquiries. After following through on half of these 
inquiries, the record shows 20% conversion into sales. 

Reader Response! The sales prove it. 
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“AB” Covers the Heart of 
the Light Construction Industry 


Clean as a hound’s tooth is “AB” circulation—all 
of the busiest builders and contractors, dealers — 
more than 10,000 by ABC standards. These are 
\ the industry factors who buy materials and build 4@its 

the structures—and the suppliers who serve them. _/\iiaa 


Complete Industry Coverage! 
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Yes, It Works... 35 Years Later! 


Here is a letter from the Louden Machinery Company. Picking up an 
inquiry from “AB” 35 years ago—May, 1918, the inquirer, Mr. F. B. 
Gabriel, is a carpenter, has been doing some refresher reading. This 
enlightened and progressive craftsman sees the great future of main- 
tenance, repairs, and is foresightedly moving in on a big sector of the 
light construction industry. 

According to the records, Mr. Gabriel is still a paid-up reader of the 
AMERICAN BUILDER—and represents the unique vitality of “AB” 

Reader Response. 


don’t fool; why not get aboard for some real action—AB” Buyer Impact! 
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A Simmons-Boardman Publication 
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STANLEY ELECTRIC TOOLS 1 


OrvViSiOn OF THE STANLEY WORKS 


MEW BRITAIN. COARN.U.GA 


“Had to Revise Production 
Schedule Upwards Twice” 


The innocent-looking letter, alongside, threatens a third 
upward revision of production schedules for Stanley 
Electric Tools. 

So advertising, editorial items, all add up to “AB” 
action. 

This charter advertiser, 1879, had a volume 
of around $350,000. Now, with a volume 
of $76,000,000 he says ‘No other 
magazine on our schedule has a 
record that approaches AMERI- 
CAN BUILDER’S worth- 
while inquiries.” 


Monthly service to jobbers, wholesalers, 
distributors, dealers and salesmen of build- 
ing materials and equipment—presenting 
concise digests of advertisements in current issue of AMERICAN 
BUILDER. 

This service produces thousands of requests for additional information 
from alert, progressive suppliers. 


American Builder 
Complete Mailing Service 


Comprehensive industry lists of every active factor in the light con- 
struction field—operative builders—carpenter-contractors—contractor- 
builders—retail lumber dealers—available with complete service for 
every type of mailing. 
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. |many retail f is ahead; (3 
Newspaper Retail Ad Program Holds incre" sccsraotse coverage 


_of their newspapers so that a re- 


Spotlight at NAEA 


(Continued from Page 1) 
Bondy, print media manager of 
Lever Bros. Co. Mr. Bondy said 
candidly of the retailer-advertiser 
squeeze: 

“The present approach, in our 
opinion, tends to weaken the man- 
ufacturer-dealer relationship by 
dissatisfying the retailer with med- 
ia decisions that can only be made | 
by the manufacturer and his ad- | 
vertising agency, who alone are 
conversant with the manufacturer’s | 
over-all marketing and advertising 
objectives.” | 


s Mr. Bondy echoed Paul West, 
ANA president, on the subject: | 

“It is not what is being done but 
how it is being done” which irks 
advertisers. He suggested: ‘“Per- | 
haps after further study on your. 
part you will also conclude that a. 
selling approach more compatible | 
with advertiser interests can and 
should be devised to accomplish | 
your objectives with retailers.” 

Mr. Bondy praised the coopera- | 
tion of NAEA with ANA in fur-| 
nishing local rate cards of 550 of | 
the 700 NAEA member newspap- 
ers. He said both parties had ben- 
efited from this cooperation. 

He clucked gently at a perennial | 
annoyance to national newspaper 
advertisers—the size of the local-. 
national rate differential. He 
pointed out the ANA feels “the | 
size of the differential tends to be | 
discriminatory,” and said “all we | 
ask” is a cost-accounting approach 
to the differential to see whether 
“much of the eagerly-sought re- 
tail advertising is carried at a loss, 
with the national advertiser being 
asked to make up the difference in 
the rate he pays.’”’ He pointed out 
that Four A’s studies show the 
differential is widening each year. 


® Mr. Moffett said that NAEA will | 
no longer be doing the collecting of | 
the local rate cards, and that. 
“ANA will go directly to the indi- | 
vidual newspapers to make this| 
collection.” He pointed out that 
Inland Daily Press Assn. has| 
agreed to cooperate with ANA in) 
helping with a collection from In- | 
land members. 

Another retailer problem was_ 
posed by Max Hess, the ubiqui- 
tous president of Hess Bros., Allen- 
town, Pa., who urged the newspap-_ 


Luxury Gift Neckwear | 
That Sells For You! 


Imagine your own product of 
trade mark distinctively print- 
ed on the finest silk foulord* 

» worn by top executives, 
customers, salesmen, col- 
leagues or friends . . . a low- 
cost subtle salesman...a con- 
stant reminder of your product. 


ONE TIE OR TEN THOUSAND 
FOUR-IN-HANDS OR BOWS 
ANY COLOR — ANY NUMBER 
OF COLORS 

ALL-OVER PATTERNS OR 
MODERN “SPOT” DESIGNS 


Designed and produced in 

ovr own plant, to meet your 

exact specifications. 

*Not goudy “gag” ties! 

PHONE © WIRE © WRITE 
FOR FREE DESCRIPTIVE 


CIRCULAR | 
SPARKY | 
SPECIALTIES, INC. The |. W. Harper 
MOnroe 6-7814 ExecuTlE 


475 Milwaukee Ave., Chicago 10, tll. 


tailer can reach all his customers, 


a 
Summer Meeting 
|mate “weak” business days, as has 


er admen to (1) assign a man to | been done in some communities. 
study department store operations| Still on the retail theme, William 
within the store in order to im-|w., Howard, v.p. of Young & Rubi- 


‘prove newspaper service to de-|cam (and onetime top Macy ad-| 
partment stores; | 


en (2) stress more | man), Said newspapers and re- 
intensified advertising, partially | tailers are falling down on their 


_to curb the recession which so advertising jobs. Newspapers are 


and (4) get together with retailers 
to start concerted efforts to elimi-. 


still concentrating their advertis- 
ing efforts on competing with each 
other, instead of selling the med- 
ium, he feels. Stores are caught in 
a profit squeeze, and too many 
store promotion programs are 
based on price alone. Mr. Howard 
noted (as did Mr. Hess) that only 
labor costs a department store 
‘more than its advertising. 


| 


News, reported on the new Clyde 


® Charles B. Lord, advertising di- 
rector of the Indianapolis Star and 


Advertising Age, June 29, 1953 


Bedell book, “Your Advertising— 
Force Or Farce?”, which NAEA is 
sending out to members who order 


it. Mr. Lord thinks retail advertis- 


ing is threatened because (a) 
cheap rates have let merchants 
fight competitors with inexpensive 
ads rather than effective ones, 
and (b) the war and postwar ease 
of selling merchandise has made 
any advertising look fairly good on 
a performance basis. 

He warned that the Bedell book 
(AA, May 25) is caustic. He em- 


On October 1, 1953... 
The NBC Radio affiliate in the 


nation’s 9th largest metropolitan market 


ST. LOUIS 


POST-DIS 


550 on the dial... 
joins the distinguished list of 


leading Radio Stations 


represented by 


SPOT SALES 
30 Rockefeller Plaza, New York 20, N. Y. 


Chicago Cleveland Washington San Francisco 
Los Angeles Charlotte* 


Atlanta* 


*Bomar Lowrance Associates 


ap tai Se a at = aac Mead rales owe: Vy so! ote Lia BAS Renee A Sm Pahl At Say PU ual See RA hy St ‘ae He a ee ey ar s Spe ge Bes re TE re ee Neg ge eee ee ee y ye ae Sr rer Sm A oe - ~ a Sia 4 pam 8 ae he ‘a 
; Hee Peete = eA ‘ pis wlan tia clot a A aay Sinan rege or 3 ke ge Oe Waist eee i 7 rts Raa aa Cece ad eA eae a Form eR ANE oar pave re. <a Ce anges Pad ae, Be Ve if aPC le De we NOR ae ng) Sh nas a Me pra re os ae es bs ee 
PS ys wpa eer NGS Fae weet kh ee ee is ie CES ous : ee Soe 2 Sakae gate Pag aks cee Stee a Beh + Rig Me So ge oat a  TA, Rae ON a vel fers, Grate Pasmtgr hs fr aren 2 LY a ate hi. fi SN Ss AEE nee okt a pel Pg litte ee re ab egies tie bie, Celie er eas 
eee er eae SR ies oe ER, “Pecseie Spat Ma Pes cee ott oka. nk ee a acer S Aas re ay SEU ETT Oe patie Pm aie 4 SC) ee eee ge ane ee A ee eg dt on et graeme ee bs aS ieee eet PD ae ee 2) 
bag ays se ee ies Opiates: pth eae oe ae Pee Kp NE ae eevee aie Ree iG ee Rae ee ai are OS has amc) taal see GL lee F AP: RPE sR peitnte  E en J Setar Men ag Sab ooyeene! sade Shee et ee oe wee Pas eS Es. oes es oe spa dh gh ae. op oa 
fe ifugao, acer ee oh Aisa asad ee j : it Bit 5 Lawn Sane Re beatae ee An oe ae NR ey, To Sa DEEP a peig ge a oe Sa fe aS Ue plaka s Sec eeearicac hatitpameee Se ee BS Sa hie oe Der rete er Be mg 
: peters i: Me Sees ; a eek OURS et atin IPAM Coe ena See ; ep oer eee Sai ata = Pet ee Ree Oe Tc Ur tere Bye ee on) | eRe Parte Gem Cn.” Saenger Oe 2 De eae 
Sits: Kuna pace i Fi : aes er oe 3 nit Set 3 a a eee Mets pe ee ots i tie Bs AE Pee Mae ae Re SPO age ce it Sp eee ae 
eae a leet aT i eae a. oe Be erie ae 5 a as te pe fe! , “alewae PROT ahs He eae es aka ae BEV bh th hc fiat, © Sees Pa 5 Be co Rt ee RM aS Sa eee oe 
eee Reh eee oe iia ere cae sr, ee er Uae: | ba AN es - ee hs yeas ee Ne oe Jen) Pt cm Sek be high SA ones : Bait. a ae z , : pete ut ear, ON ee aos aa = i yee eke t 
CS "Ue Dei Ge er eee eer. ee ch eae SS ce arg 2 ae ivi CPi aes we mes raat ey ae mas ne ae : SV aE Snel eu ee ; ee putea es Peo ee abe ied 5 oe Pee ae eo res ne 
~ S a ss a ee! Pete Fe. ae eres Aare 2 irs ST. eh Se. a eee : < ae Pe On RY, ee Oe Ae A tes SL Reo! oy ab es ne) Die > 3 ha EASE ee Se oars a Sial ta eg Chie SUP ie este oa panes eC in gaa ened ¥ Chala oe hae 4 
oo. ES cea se cck DI seule dn eee <a Rk <7) wat ead ig =< A aa er es SES, | a eae MM ee ge A a yg 2 peer h Hr wee oe Re ere eee it too hot ne SO ate es Seen. oS eee Chia rae 
’ i t ae * * , * +s eaten arn ge Wee Bed ie rg ae ies 
=e E on ste eng tee ee ee a _ “= 
ORT 6 TSS RE eR, RF ee ree 
; ee A 
* 
| 
Po th 
tk 
. Po ee a : of 
L 
a 
Ce 
a SS a iene eni Seashore irinsahisesianeiniiseisesiinsstineiossonesenssssseissntinenstuaniscssiokinslsiesxcaneasassessebdsinasinieainassioeesesseeeniniceanes — 
‘wie 
ie 
Re 
alee.» 
"re 8 
wer. 
bat } 
cor 
ne ll 
. ue ' 
See ‘ 
cae 
ar 
ce, 
Wea ee 
exis Me : 
3 
ene 
A 
cee oe 
Mate rede 
% ’ e . ‘ £ . 
’ a y y fi 2 ee 5 é 3 \ 4 y b : . ~ Tee z b " ‘ E 7 
ae aise i eslecher"y oe : aoe j : : ue : 5 ; ; i“ at a 
5) ele . pep mad RUS gh ete iy ates te scre eve ee ge eae iia 4 i, tis cia creed in raves as rr si es " rae ii 4 
sm POV Aaa Ae Beings 5 SE medion SANT yi igh iets tail ak anne fe 2S L Agente sai Bi aie a i Se Pa mapa i ciiliaie Pee i i i am i iii 
‘ ROME a haere. es ee GNP a {NOT eho ig S03 hl ee eo are se ae ence pre eee gia oe aha yan lpia eva ue Bethe | Me ae eR ne ere Re fete i boas tet ty pn a ea i 
Paes oe Bes is ae Sec aR wi) OOM Caer ee. eM Re ee 
ea sae 2 ees ‘ : ; 7 mp as: = > See om a \ : A fs55 ‘e 
é ha a hie F , ile a tons aoe ee i bas, nal = Me 7 Fe deg, oS es one ; re ; ‘ 
ae age ieee . ae E ee 4 : a OE ae Sh ae 
a ray ree fe ee Bie Pa eM “ : “ae Seas ata 
Na: toy ie rremearet oi : : ‘ Ksaiibentas re 
3 salt Rie. OES 4 ae er eae t : anes 
a as ye) Ais bets = Mg Cosa ee ek ae ms Hea 
pe ae ae Nae aw a 1 oa ove . Pe 3A Ln oie i ist ica 
Pas 3 Po Pen ee iS nae are Tae a ede ae f eae ey 
=x ? pi a Seeders Sei SHS sh 5 eee er a eee a. Shee Re 
‘ [4 Shee eee fe aed # ite. ose ioe A =e » bie Ua = 
i: gible iS ss Seta an Deas a . 
"ae ‘ ks gr A ah yy sete Ot rea i € 
pedal pe 93 SRR est AP rte pattie A. te eM eDE 
se ilar AP gh piece eget ae \ 
aee aes GEE Hao et Rata erage Ngee a ees 
ee hae ame aa Ap rae ena 2 a See et eit er 
trast ; Rakai eee Mon Meet FS 
fee Tet ae Bite hae ae Ye : ie Kei h 
ee i Rob eae Se DE re et Se 
Lo Naan a) eee i pane sl cy 3 ie TE Se re 
fat i eT * Same or . es al di 
ee eet > : 0: ae es 2 Wai ree 
’ beste iv Begg j ; 
Bi at Sed ; 2, 3 : Gah eS ‘ 
ak ae sete sig f ie as ee aa eae . 
‘ \aeleesetage > ee ya e 
: ; a ee ee + S iesba a he 
re oe eee teas : Pete: Oo Ras f % oe ee cco , cant aacina rare 
oe ese, a3 ate ty ‘ie ese ; ary lees ee : ¥ is eee > 2 Mates ane te Ve na : ge aes sudletay fae: eo ee cs 
ae yong ae Sh NUR Cha Se aR a AVS epg 82 Spee ae hg a ao PE ee ea a BE ae Hes Hie ae Wena pee ye eo : 
rer eis Me ee > RM iors ue tet tw ang SS oa PT yng ae ae ye a ae "2 oe, SNe ORS OR hc a ei age iit aisein ge eg ae. eis eres Nw og cla ge ornre rege 
ee! poe PE LS. ene mms 2 Sa es fet ae a.) Ree cc SB Nhe aaa PD eA) RR 8 pee Sieh) ii: ac | le ane ha Te ca ? ae Ne lcet oat le Sm Se a 
Kern ay ee Nahas 2 Aap mi ate en 8 aN Egeme, ei ee ee Atl RA SS RS ee in ge ceraity > Be. mer ue 
eth & rs ESET at SPR Ge aan cs et Boe Pa peer = ae i BAe Ne a ree ° "eo asap beet e 38). | ye GN s2 Se DEN te ie ey 5 eae eM rete a te. cae. Sage, > eee SN MR ee NN ea nd 32 Ra 
tie Ger Res il: Sih age ee sen eS ype = ae Ponogec hee ‘ reas ee Sonal cateets, pees era Basie aieake 3 Berean ort pone antes cota Saees!  e ee iia) Bi eae a Se Tee: 
tes tes ie See ee Ee a MOE a Rae a a Res ee ee TSS nora gat et Ea Ae a Mi eae pi : oc LR RSR ES Mccain et ace hel 2 
Mee ater vee ERR Ys, PRUs Ege mae GY san RU Ca ee fn ee Ona: ital eos yates Ete ee ee a ee bar Ge ites i Oe tae 
goes Big tk ean eee Cae te eee es Ee tats ; et 4 es its tron ee be : one Soecie Bang eih =. Meee Nc 
Se eae See : ok an : 3 
: Been As ear tia és ad | te ue 
ae vee ere Sw ts ne k 2s feel ; se nei eae ‘ pcopsree 5 mes = $e ete 
: a ie - > 3 : é ee , 
i E doehivites ea eee es ‘ ‘ . a E » i r F 
ae og EE OE ck Slee ieee cas ve rae ie as INS ek Oe ee 3 eae ay a 
yc ee ' ‘ x « 
Pana . « 
Sid aie 
ae ea ° 
ah + J 
Pi Js r ss 
Parte S EB iat 
poe ; ae 
+E 7 - z. 3 R K Y i 
ies at 2 
ae Aes = 
/ OF ee 
| 
Ee , f 
: v, | 
, v | 
“a ( 
0.6 
| 
(] f | 
a ot tase ¢) Pe 
rrrrC“(tiwsts‘“C:;SCtéS 
£ ag RS zs ee Re x : Ze i bs ras ? “ f at - eee Sie rg bs A evens ee wear! 7 Z us ho, * St Ge 
“ Se AOR eee eas wae eS: Base ity Sy fe: Seg ‘ 5, ae pnt ie ss Li. pF .: — 4 Se “i 2 creed. = an iS ee te * ee Sie: Satya 
: Bain oe a oe, oe age ae er ee 2 ee ed ieee y es OS ae te Per a nt NR eh Lae ah (ay Pe hr ee ae i eee ik en SS etal ed Ney SF % " . Se ‘ eee. “ SE ; § 
Ee er a2 ery soa) Aen MU ag cde heath a OPS ws Oe. yy ass Os a Sickene gi Ret © Tae Fr $s Fee tt Bais 2? Tae igs (ETS ay RC rte aie aa al alia ar een 2% fe Se Gees } ede Po Bae naes "2 j % 5 Pages ’ 
hale 4 er te oe os eM ood cf, ae er ek) gies SoS ar Gn ee Ft ae dl Re ae page PP ie ete foe oe Dane To ITA Toe og =, at St Se tn epee heir ok Ee ghee: 1 ee Sat et eas eee ee 


se 


amma 


of tremendous help to retail ad- 
vertisers and retail newspaper vertising manager of the West- creasing revenue yield. 


Advertising Age, June 29, 1953 7 ” 


phasized that the book “wasn’t in- | it was shown, and placed the Sun- and by 1952, 617,000,000 lines. In then contrasted TV ratin 
; . . ’ | . 000, ; gs with, that people who seek entertain- 
spired or demanded” by the news- Times order at 125 books. \those 20 years, classified grew readers per page and wound up | in T 


paper business, but he made clear | from 17% to 24% of all newspaper with figures showin i i 
r bul : oe 79 ; g newspapers a commercial are comparable with 
that he believes it is destined to be # Other highlights: | advertising linage measured by with substantially less cost per people who meen read a 


ment in TV and may be exposed to 
| Raymond Dykes, classified ad-| Media Records, and shows an in- thousand. printed advertisement. 


h : | He also objected to the inclu- 
chester County Newspapers, Television vs. newspapers got # Mr. Nelson’s angle of attack was sion of children in figuring TV 


support, he summoned pointed out that classified is grow- coverage from Carl J. Nelson, di- reinforced b 
m: -d | pointed ° , di- | y Douglas Taylor of cost-per-thousand, when a com- 
Laurence T. Knott, advertising di- ing in importance to the newspap- ‘rector of Publication Research J. P. McKinney & Son, president | pene tn is made with readership 


rector of the Chicago Sun-Times, | er advertising field. As evidence, Service, Chicago, who pointed out of the American Assn - i ’ 

who reported that while “we don’t | he cited the fact that in 1932 Med- that comparisons between ratings paper Representatives. sin aienod NARA ge = Srey Sane an- 
endorse everything in the book, it ia Records showed 197,000,000 for newspaper advertisements and out that claims of TV costs vs. 
can be beneficial to members.” lines in its 52-city report; by 1942 ratings for entertainment portions printed media violate recognized bership is at a peak—1,080. Next 
He said it was effective wherever the figure was 257,000,000 lines, of TV shows are biased. Mr. Nelson precepts of research in assuming summer's meeting will be held 


nounced that the association mem- 


June 28-30, in San Diego. 

He wants any NAEA members 
who are not now members of the 
Bureau of Advertising to join. 


On October 1 ; 1 9 5 3 | e Mayer Mfg. Names Agency 


Mayer Mfg. Co., Chicago maker 
of advertising specialties and met- 
al and wire displays, has appointed 


th . - ° ° Simmonds & Simmonds, Chicago, 
e ONLY Television Station in the _ _| tghandle its advertising, The com- 
er, has opened a trade sales divi- 
sion, featuring office desk acces- 


sories to be distributed through re- 


nation’s Oth largest metropolitan market tail and wholesale outlets. 


A MANUFACTURER REPORTS: 


“Our sales more than doubled 
during a period in which we ran 
‘ads mentioning 


OPERATOR 25”. 


rHE ST. LOUIS POST-DISPATCH | 
_ ga, THLEMISION SPATION oo. 


Western Union 
“Operator 25" 


. .. 100,000 watts on Channel 5 gives you 
joins the select list of More Sales! 


Western Union's “Operator 25” 
Service fills the vital link be- 


top market Television Stations ro tig eg gs 


spective customer, whose interest 
in a branded product or specialty 
is aroused by an advertisement, 
or radio or TV program which 
offers “Operator 25” service, 
represented by can quickly locate the nearest 
dealers handling that product. 
He calls his own local “Western 
Union Operator 25,” mentions 
the advertiser's name, and is 
promptly given the names and 
addresses of nearby dealers han- — 


NBC SPOT SALES dling the product. “Operator | 


30 Rockefeller Plaza, New York 20, N. Y. ~ phan piste se 


Chicago Washington Cleveland San Francisco sales—cut selling costs. For de- 
Los Angeles Charlotte’ Atlanta* *Bomar Lowrance Associates tails, ask your local office | 


WESTERN UNION 
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Hotel Group Names Bauer 
The Pennsylvania Hotel Assn. 


handle its advertising. 


Union Bank Boosts Wirsing 
Ewin Wirsing has been pro- 


has appointed Adrian Bauer Ad- moted to assistant advertising and 
vertising Agency, Philadelphia, to publicity director of Union Bank & 


‘Trust Co., Los Angeles. 


There’s nothing surprising 


Wheelock Co., 
/Dan B. Miner Co., Los Angeles. 


30 Subscribers to Nielsen 


A total of 30 new subscribers, 


has been acquired during the past 
60 days by A. C. Nielsen Co., Chi- 
cago. The list includes 26 radio 


stations, one television station and 
three agencies. The agencies are 


Kudner Agency, New York; Ward 
Philadelphia, and 


Advertising Age, June 29, 1953 


Department Store Sales... 


Sales Fall 4%, Break Six-Week Rise 


WASHINGTON, June 23—For the| 


first time since the latter part of 
April, department store sales in 
the week ended June 13 fell below 


‘DEPARTMENT STORE 
SALES INDEX 


1947-49 equals 100 


those in the comparable week of 
1952, according to the Federal Re- ||: 
serve Board. | 

Still at high volume with an in- 


about the fact that The Rotarian Magazine is doing a 
man-size selling job for its advertisers. After all, it 
reaches 296,822* executives who are among the more 


Mandeville Shifted to Chicago 


Robert S. Mandeville, in the 
New York office of Everett-Mc- | 


Week to June 13, ’53*p111 
Week to June 14, ’52*..116 


- é St 3 Week to June 6, ’53*....118 
important people in their communities. Almost all of them Kinney Inc., radio and television dex figure of 111, sales for the Week to June 7. °52*...111 
read it rather thoroughly. And... here’s the hook.. Station representative, has been June 13 week nevertheless fell Week to May 30, ’53*....97 

h adit ‘a ‘ta Saag promoted to v.p. and western sales 4% below the corresponding 1952 Week ve Stay oi. ‘aa of 
these men have the money and the authority to buy jus manager. He will be transferred to y ol, eee 


figure, to break a six-week record 


the company’s Chicage branch, of big store sales gains. 


about anything you can ; 
where he will be in charge. 


*Not seasonally adjusted. t 
think of for their homes 


Retailers had little cause to pPreliminary. 
a Barth Engineering to Schaller | W°'TY:, however, since the main | 


cause for the decline was a cal- 
endar discrepancy: Father’s Day | 
was a week earlier last year and | 
its sales-boosting effects showed | 
up in the ’52 comparison figures. | 
Those figures were also stimulated 


Barth Engineering & Mfg. Co., 
Milldale, Conn., maker of shears 
and sheet metal working tools and 
machinery, has appointed William 
Schaller Co., Hartford, to handle 
its advertising. 


#holarian 


. WACKER DOR., CHICAGO 1}, It 


in many areas by the initial im- 
|pact of record hot weather, while 
this year’s continued heat wave 
_was cited as a limiting factor. 

For the month ended June 13, 
sales by big retailers were still 
|2% ahead of last year, while for 
‘the year to date (23 weeks) they 
| were 4% ahead. 


296,822 ABC net paid, Dec., 


1952 


j % Change from °'52 
~ er Fee a Week Ended 


, . en | Federal Reserve May June June 
q ad \ | District, Area and City 30 6 618 
/ \ / \/ UNITED STATES ........... o 6 —4 
Y ' \ Boston District .............. —o —5 —5 
A \ \ Metropolitan Area 
i \ \ f\ Lowell-Lawrence _...... 4 4 15 
js \ \ { Cities 
| \ ' f \ Downtown Boston ... —1l —6 —7 
e , Springfield .......c0000.. —4 2 —6 
ee —6 —4 —8 
New York District ........ —_-4 -3t — 
Metropolitan Areas 
ee 4 (OS EE —5 rs —2 
; | Rochester —1 0 -—3 
2 Syracuse 4 1 0 
Cities 
New a deanennicnainsnshoctass —-5 -—5 —5 
PUPUNIIEEE  Sebicssassiiontegnessineens —2 -6 —6 
\ Philadelphia District... —4 r—2 —i 
\ \ City 
\ ye } Philadelphia _.............. 0or3 —5 
‘ ! | Cleveland District ........ st 0 —3 
4 z \ vA \ Metropolitan Areas . ‘ 
y | INI dicbeitbiessisesenuettunininn — —9 
\ é “ee, ? . 4 | Cincinnati 4 & 1 
' -_ _ —— Columbus ..... 6 13 1 
; . see --9 9 —10 
FE ee 1 20 6 
Cities 
ae —5 6 —7 q 
oo —5 7 —2 
| Richmond District ........ —) ro —I12 
| Metropolitan Areas 
Washington .................... —14 -—9 —12 
Downtown Wash. .... —14 —l1l —15 
1 BBRUREIMIOTE  oncecessecnscceosesere 
| Richmond _......... 
Atlanta District 
| Metropolitan Areas 
Birmingham _................ 10 5 —7 
Jacksonville ....... 8 —13 —30 
peewee 9 —4 —-4 
Atlanta ...... 8 rl —1ll 
| Augusta ............... 14 -—2 —22 
} New Orleans 12 o —8 
| Nashville ................ ein 21 3 -—4 
| Chicago District ......0... —1 13 —4 
Just novelty isn’t enough when it comes — Areas <e won 
. P P Indianapolis 2 10 —3 
to creating Point-of-Purchase Displays —........... 7 ll 3 
Milwaukee 9 —10 
that really move the goods. It takes St. Louis District 18 rls —4 
gg eng Areas 9 P 
H ittle Roc 29 — 
background as well as brainstorms to | Louisville 1 11 = 
P e ° : ae ee 17 1 — , 
come up with the fresh twist which Memphis 21 #13 —4 
: 1 Minneapolis District ... —4 10 —4 
means a sure attention-grabber—yet | Metropolitan Areas 
ge rang Paul bd 10 —4 
: : : H inneapolis City ...... ° 12 —5 
which is based on sound principles ot Paul City. a a a 
oe ° Cities 
of merchandising, of production Duluth-Superior —_—" 9 4 
7 5 Kansas City District ...... 5 ri? 1 
techniques and of costs which make Metropolitan Areas 
_— er 8 3 -2 
ide i " opeka 11 32 9 
the great idea practical, too : — - a 8 ; 
4 Saini ait St. ahoma Gi RES 11 7 = 
Pa excwsive srmes | Oklahoma City. PAE 20 — 
ae INLAND has the experience and the tye era Bee 2 «19 ~—SOO 
"i sane8 P No Converter Needed a ; ; 
»d.le = p | . Bee 8 14 7 
é facilities on which to draw for red-letter Bg A Ameen -_ 
ideas that sell and sell—and match DAM ee _ - ¢ < 
=" r El Paso ........ 7 18 —9 
your budget. Call us in for a confab— Fort Worth .....0...... 6 2 —9 
nage cdninidaies a 9 —7 
‘ , $ ' San Antonio ..... ose 0 —4 —ll 
ee you ll like the way we work ‘ San Francisco District . —B rs —5 
tg Metropolitan Areas 
Los Angeles ....... —6 12 —5 
Downtown L. A. 2 24 -—4 
Westside L. A —4 17 —3 
San Diego : —20 —10 —10 
~ San Francisco- 3 
Oakland —17 2—_— 
K ON-AND-OFF STOP EVES — START SALES San Francisco City —17 —2 14 
1 Oakland City —16 9 1 
} Portland 6 + 5 
X Salt Lake City 8 0 —9 
iN Seattle seas 6 8 —5 
Spokane 6 0 —13 


r—Revised. 
*Data not available. 


INLAND LITHOGRAPH COMPANY 


IDEAS, EXPERIENCE, FACILITIES for 
LITHOGRAPHED CARDBOARD DISPLAYS 


328 So. Jefferson St., Chicago 6 * RAndolph 6-3256 
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metalworking... 


your advertising 


Materials handling is a major 
problem with the men who 
run the 17,000 metalworking 
plants reached by STEEL. 


One of the important reasons 


why so many materials 


belongs in. 


handling advertisers use STEEL is because 
it reaches all 4 members of the buying 


group—the key management, production, 
engineering and purchasing men who have a 


voice in the selection of new materials 
handling equipment for the world’s 


biggest industrial market. 


STEEL + Penton Building + Cleveland 13, Ohio 


MANAGEMENT 
7k. 24 PURCHASING 
Whi 
77 | 
—_ |< } « 
¢ ee ere oO 4 
aN A SS’ 3 = 
ea A 
a ee —\~ 
WC as = 
W PE] a 
PRODUCTION ) 


ENGINEERING 


You advertise in STEEL to reach 


LP PPR 


TWE WEEKLY MAGATINE OF METALWORKING 


all four buying influences 


These 65 manufacturers of materials handling 
equipment advertised in STEEL during 1952 


Alliance Machine Co. 

Alvey-Ferguson Co 

American Chain Div., American 

Chain & Cable Co 

American Hoist & Derrick Co. 

Atlas Car & Manufacturing Co. 

Baker Industrial Truck 

Div., Baker-Raulang Co. 

Bedford Foundry & Machine Co. 

Boston Woven Hose & Rubber Co 
Victor R. Browning Co. 

Byers Machine Co. 

Chicago Freight Car & Parts Co. 

ih; Chain Belt Co. 
Clark Equipment Co. 
Cleveland Crane & Engineering Co. 
Wickwire Spencer Div, 
Colorado Fuel & Iron Co. 
Columbus McKinnon Chain Corp 
Cullen Friestedt Co 
Davenport Locomotive Whs. 
Div., Davenport Besler Corp 
Dempster Brothers, Inc. 
Differential Steel Car Co. 
Dings Magnetic Separator Co. 
Easton Car & Construction Co. 
Economy Engineering Co. 
Elwell Parker Electric Co 
Electric Storage Battery Co. 
Euclid Crane & Hoist Co. 
Farrell-Cheek Steel Co. 
Goodyear Tire & Rubber Co 
Gould-National Batteries, Inc. 
Harnischfeger Corp. 
Hewitt-Robins, Inc. 

Hey] & Patterson, Inc. 
Industrial Brownhoist Corp. 
Jeffrey Manufacturing Co. 
Link Belt Co. 

Logan Co. 
McCaffrey-Ruddock 

Tagline Corp 

McKay Co. 

MacWhyte Co. 

Madesco Tackle Block Co. 
Mathews Conveyer Co. 
May-Fran Engineering, Inc. 
Michigan Crane & Conveyor Co. 
Monarch Rubber Co. 
Moto-Truck Co. 

Northern Engineering Works 
Ohio Locomotive Crane Co 
Orton Crane & Shovel Co. 
Plymouth Locomotive Works, 
Div. Fate-Root Heath Co 
Reading Crane & Hoist Corp. 
Ready-Power Co. 
Richards-Wilcox Manufacturing Co. 
Rockford Products Co 

John A. Roebling’s Sons Co 
Ross Carrier Co 

Round Chain Companies 

Silent Hoist & Chain Co 
Standard Conveyor Co. 

Thew Shovel Co 

Towmotor Corporation 

Union Wire Rope Co. 

Unit Crane & Shovel Corp. 
Upson-Walton Co 

Wellman Engineering Co 

Yale & Towne Mfg. Co. 
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Silex Gets Chicago Electric 

Stockholders of Silex Co., Hart- 
ford maker of glass coffee makers, 
have approved acquisition of Chi- 
cago Electric Mfg. Co. The com- 
pany makes and sells electric 
housewares and electric fans for 
home use. 


Cuneen Appointed WDLA V. P. 


Michael J. Cuneen Jr., formerly 
co-owner of WNLK, Norwalk, 
Conn., has been appointed v.p. 
and general manager of Delaware 
County Broadcasting Corp., oper- 
ator of WDLA, Walton, N. Y. 


ELECTROTYPE COMPANY. 


517 SOUTH JEFFERSON ST., CHICAGO 7, Wb. 


nesaemerncre 


Appoints Kight Advertising 

Betty Zane Corn Products Inc., 
Marion, O., maker of Betty Zane 
popcorn and popcorn oil, has ap- 
pointed Kight Advertising, Colum- 
bus, O., to handle advertising and 
promotion in all media. Promo- 
tion will begin in early fall. 


Names Needham, Louis 


Swift & Co. has appointed Need- 
ham, Louis & Brorby, Chicago, to 


Advertising Age, June 29, 1953 


Crowell Issues New 
TV Advertising Book 


New York, June 23—‘“Televi- 
sion Advertising and Production 
Handbook,” edited by Irving Set- 
tel, advertising and sales promo- 
tion consultant for DuMont Tele- 
vision Network Film Syndication 
and ad manager of Concord’s Inc., 
and Norman Glenn, editor and 


handle Swift’s meats for babies, publisher of Sponsor, is a collec- 


agricultural research, animal feeds, 
commercial plant foods and hatch- 
eries, effective Nov. 1. 


ree ecoon-crano SYA AY 


FROM 


POINT-OF-PURCHASE ADVERTISING INSTITUTE 
FACT REPORT NO. 57 


TREAT YOURSELF TO... 


NEW YORK’S FAMOUS 
ot 
“ .,.to increase chain store sales by a display fa iC feet 
that would stock as well as sell bottled beer.” 
EXTRA LIGHT - 


SOLUTION 


Gibraltar manufactured this space-thrifty (14’x22”) floor- 
stand to stock and display 72 Ruppert Steinees, 24 quart- 
sized bottles plus one case in reserve ... built it of Gibraltar’s 
super-sturdy silken finished white corrugated...printed in 
Gibraltar’s high-gloss red and blue VARNICOLOR INKS, 
with a litho-mounted head of Father Knickerbocker. 


Says fact report No. 57 —Ruppert’s sales jumped approxi- 
mately 60% during the period of this promotion over the 
floor-stand proves major factor in promo- 
in 1952.” 


previous month... 


tion that boosted sales by 300,000 barrels... 


From beer to baby elephants, a corrugated Gibraltar MD* 
brings you more return for your merchandising dollars. 

A Gibraltar MD* is insurance at the point-of-sale that you'll 
get more return for your advertising dollars. 


Want some Gibraltar sales-insurance? 
Just mail the coupon..... 


*Merchandising Display 


eines ——,"<"oO..-'- See 
| GIBRALTAR MERCHANDISING DISPLAY DIVISION | 
IY Gibraltar Corrugated Paper Company, Inc. | 
oe | 8101-25 Tonnelle Avenue, North Bergen, N. J. 
| Without obligation on my port... 
y Sas | (] Please send me_the GIBRALTAR MD* 
| - for Rising Sales.” 
y | A permanent reference file on Merchandising : 
Al, | Displays 
wy) i bra 7 ta r | { cg have your representative telephone me | 
t t. 

CORRUGATED PAPER COMPANY, INC. 4 my eee ee AA 6-29 | 
| NAME en 
| 

8101 Tonnelle Ave., North Bergen, New Jersey } comer 
LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. | Avoness. 7 : 7 


tion of 19 articles by authorities 
in the field. 

Subjects covered include the 
financial aspects of _ television, 
how to choose the right TV sta- 
tion for your product, research, 
mail order advertising on TV, pro- 
duction, casting, writing and many 
other aspects of this industry. 

The book is an excellent primer 
for anyone interested in entering 
one or another of the many aspects 
of television advertising. 

It is published by Thomas Y. 
Crowell Co. and sells for $6. 


NEWSPAPER SERVICES 
DESCRIBED by BofA 


New York, June 23—The Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., has 
issued “Advertising and Market- 
ing Services from America’s 
Newspapers,” a directory of the 
bureau’s sales counseling services, 
market and media information 
and informational materials de- 
veloped by newspapers through- 
out the country. 

Research services offered by the 
bureau are listed in the booklet 
under four main headings: Mar- 
keting and advertising branded 
products; media and market data; 
newspaper readership data, and 
research library services. 


# Another section of the booklet 
lists presentations available 
through the bureau and its mem- 
ber newspapers to help the adver- 
tiser merchandise his newspaper 
campaign either to his sales force 
or to the trade. 

Among these are included a 
number of presentations prepared 
by the bureau for use by individ- 
ual newspapers in their markets, 
Some of the presentations are 
general in nature, others cover 
such specific advertising classifi- 
cations as insurance, soft drinks 
and automobiles. 

The booklet is being sent to 
agencies and advertisers and cop- 
ies are available from any of the 
bureau’s three offices—570 Lex- 
ington Ave., New York 22; 360 N. 
Michigan Ave., Chicago 1, or 240 
Montgomery St., San Francisco 4. 


Canada Press Assn. Elects 


N. Napier Moore, editorial di- 
rector for Maclean-Hunter Pub- 
lishing Co., Toronto, has been 
elected president of the Periodical 
Press Assn., Toronto. Other offi- 
cers elected are J. J. Wallace, pres- 
ident, Holliday Publications Ltd., 
Montreal, Ist v.p.; A. D. Maclean, 
president, Hugh C. Maclean Pub- 
lications Ltd., Toronto, 2nd v.p.; J. 
S. Kyle, business manager, Coun- 
try Guide, Winnipeg, 3rd v.p.; E. 
Gordon’ Kidd, president, Roy 
Wrigley 
couver, 4th v.p.; I. D. Carson, Tor- 
onto, executive v.p., and George 
Mansfield, Toronto, secretary. 


McCullough Named S. M. 


Harry E. McCullough, with the 
company since 1948, has been pro- 
moted to general sales manager 
for television and radio of the 
Crosley division of Avco Mfg. 
Corp., Cincinnati. He succeeds E. 
W. Gaughan, who has been trans- 
ferred to the staff of W. A. Blees, 
Avco v.p. in charge of Crosley di- 
vision sales. 


Appoints Tilds & Cantz 


Burn-Strauss Inc., woodware 
manufacturer and importer in the 
gift and housewares field, has ap- 
pointed Tilds & Cantz, Hollywood, 
to handle its advertising. An ad- 
vertising schedule in newspapers 
and magazines is being planned. 


Publications Ltd., Van- © 
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Sales and PR Notions... 


Merchandising Devices 


conscious builders will get a nine-| woman of today is married to the sion tuning must also be automatic 
day all-expense fishing holiday to automatic way of life,” the movie to keep pace with the times. Also, 
Acapulco. Participants in the na- opens with wedding music and a | presentation of each feature of the 
tion-wide affair will be judged bridal scene. The bridegroom is a new Rotomatic tuning is preceded 
primarily on the advertising and giant robot who points out that, by a click of the Rotomatic knob 
promotion of their model homes | like cooking and washing, televi- | on the chest of the robot groom. 

during Home Week. 


: -e To promote its new KRK-12) Py. 6 e WRITE FOR DETAIL 
Sanu a most | the nation’s home builders. Spon- automatic rotary TV tuner that LIBEL prs a rap pen pomp nig AND RATES 
ar & ventures ever under-|sored by Minneapolis- Honeywell “clicks in” the desired station, Ra-| | ‘SLANDER, Invasion of Privacy, Viola- EMPLOYERS. 
aken by a corporation as a sales Regulator Co., in cooperation with | gio Corp. of America is now show- | tion of copyright : 
weapon, Webster-Chicago Corp.| the National Assn. of Home Build- ‘ing an ingenious motion picture, | SLANDER : INSURE THIS HAZARD! REINSURANCE 


has brought out a handsome, 300- ers, the “Derby” reaches its fin- “The Big Click,” at dealer-distrib- | ~ 
Page jens aimed specifically at ish during next fall’s National | utor meetings. 
oe distributors and distributor Home Week, when 20 promotion-! Built around the theme “The 


salesmen. 


Our unique policy is adequate and CORPORATION 


| HAZARD. amazingly inexpensive. Experience Insurance Exchange 


proves — it's smart to be protected. Kansas City Mo 


Entitled “Marketing Webcor 
Products,” the heavy, 11x14” vol- 
ume is a collation of 85 articles on 
selling and dealer relations orig-| 


KEYNOTES—Marginal notes on this page 


from Webster-Chicago Corp.’s 300-page| | 


collation for distributors tie in the text with 
particular Webcor problems. 


inally published in trade journals. 
In addition, Webcor’s editorial 
staff has scribbled marginal notes 
to relate the key points directly to 
Webcor and its cistributors. 


e Premiums that can be had right 
in the food store are the sales 
gimmick now being pushed by 
Merchandisers Inc., Minneapolis 
food merchandising organization. 
Working at the retail grocery level 
in the Twin Cities area, the com- 
pany has been plugging premiums 
as cut-price items which attract 
customers to food staples and at 
the same time provide substantial 
profits in themselves. 

The firm is also suggesting that 
in-store premiums are the answer 


FOOD SELLER—This supermarket scene 

shows one of the new premium-highlighted 

displays being promoted by Merchandisers 

Inc., Minneapolis. Model cars shown are 
“ge $2.50 value for only 99°.” 


* 


for manufacturers who have | Ms 


trouble getting display space. The 
premiums encourage retailers to | 
merchandise low-gross-profit 
items, says the Minneapolis out- 
fit. 

e “Acapulco Derby” is the name | 
of a new contest designed to im- 
prove merchandising techniques of | 
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Now It's Frozen 
Doughnuts for the 
A. M. Coffee Crowd 


Sxoxre, Itu., June 23—Frozen 
doughnuts for quick frying in res- 
taurants have been introduced by 
Dix Minit Donut Corp. 

Advantages of the new product, 
according to Dix, permit restaurant 
operators to serve hot doughnuts 
to coffee and sinker customers and 
end worries over stale pastry. 

Coated with hydrogenated veg- 
etable shortening and dropped on 
a special parchment paper, the 
doughnuts can be cooked in deep 
fat fryers in less than a minute. 

Frozen doughnut franchises will 
be offered in all parts of the coun- 
try, Dix executives said. The fran- 
chise deal includes the prepared 
mix, packages and parchment 
paper to be supplied by the subur- 
ban Chicago firm. 


s National and local advertising 
will be handled for franchises by 
Dix Minit Donut’s agency, Charles 
O. Puffer Co., Chicago. Space in 
business papers, point of purchase 
material, displays and hand-out 
pieces for restaurants are being 
planned. 

A six-unit package also is being 
developed for the grocer trade and 
will be marketed later in the year. 
Radio, TV, women’s magazines 
plus point of purchase material 
and tie-in promotions for the 
smaller package will be used. 


Chicago Printers Elect 


Floyd Larson, head of the 9th 
Naval district printing and pub- 
lication division, Chicago, has been 
elected president of the Chicago 
Club of Printing House Craftsmen. 
Other officers elected are Steve 
Sluka, Vogue-Wright studios, Ist 
v.p.; Harold Sanger, printing in- 
structor, 2nd v.p.; Ed Egan, 20th 
Century Printing Co., recording 
secretary; Richard Fiedler, Central 
Typesetting & Electrotyping Co., 
treasurer, and Michael Ivers, O- 
lander Press, Glen Ellen, IIL, fi- 
nancial secretary. 


Amplex Division Promotes 2 


Douglas B. Martin, for 20 years 
‘associated with the Amplex divi- 
sion of Chrysler Corp., Detroit, 
and since 1945 the division’s sales 
manager, has been elected v.p. 
in charge of sales. Karl H. Kuhlen, 
since 1950 assistant sales manager, 
has been promoted to sales mana- 
ger. 


REFRIGERATING 
ENGINEERING 


offers the largest circulation 
and deepest penetration 

in the plants of 
manufacturers of refrigeration 
and air conditioning 
equipment and appliances. 


REFRIGERATING ENGINEERING 
Published by 
THE AMERICAN SOCIETY 
of REFRIGERATING ENGINEERS 


4115 Edwards Road 
Cincinnati 9, Ohie 
ELmhurs! 2492 


40 W. 40th Street 
New York 18, N. Y. 
LAckawanna 4-8945 


Boehm Names Lee Ramsdell | 

Edward Marshall Boehm Inc 
Trenton, N. J., a, * a 
porcelain, has appointed 
Ramsdell & Co., Phhedelphia. te to 
handle its advertising, utilizing 
direct mail and magazines. 


Bastian Joins ‘Chronicle’ 
Robert Bastian, formerly art di- 


rector for Roos Bros. Inc., has its new car-washing mop. 
joined the promotion department 


of the San Francisco Chronicle. 


O’Cedar Hits Male 
Market in Drive 


Advertising Age, June 29, 19535 


Evening Post, and three more ads | with the appeal beamed heavily 
will be run in the same magazines at the male market. As a result, a 
on a staggered schedule extending | big share of the TV spots are being © 
through August. Other national|/run before and after night and — 


Reise Si ac Rade 


advertising includes time on the 
Don McNeill Breakfast Club show 
Cuicaco, June 23—With an in-| (ABC), and a 13-week program 
sert in the June 30 issue of Look,’ of TV spots covering all major 
O’Cedar Corp. has kicked off a metropolitan areas except a few 
‘three-month national campaign on in the South. 
“All you need is mop and pail— 
The same half-page b&w ad will no hose” is the major theme on 
|appear in Life and The Saturday the rubber-jointed car washer, 


for New Car Mop 


! 


weekend baseball telecasts. 

Backing up the O’Cedar drive is 
a five-week direct mail drive to 
the retail household goods trade 
which includes the issuing of a 
car mop display mobile. No local 
newspaper schedule is planned. 

Turner Advertising, Chicago, is 
the agency. 
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Advertising Age, June 29, 1953 


Apex Electrical Boosts Stull 
Louis D. Stull, for the past ten 
years western division manager 
for Apex Electrical Mfg. Co., 
Cleveland, has been promoted to. 
national sales manager for Apex 


Pillsbury Through 
automatic washers and dryers. 


Eyes of Suppliers 
| MINNEAPOLIS, 
Weinman to Hollingbery 


June 23—Some 
time ago Pillsbury Mills decided 

George I. Weinman Jr., former- | 
ly with Tide and Flow, has joined 


it should see itself as others do, 
and conducted a survey among its 
the New York sales staff of Suppliers. 
George P. Hollingbery Co., radio. ous & c 
and TV representative. | let, the Minneapolis milling firm is_ 


‘Pillsbury Looks at | 


Now, in a humorous little book- 


43 


passing on to its employes the re-| listed by the supplier firms are that found that the suppliers feel it 
sults. As might be expected, some the company’s specifications are|treats their salesmen fairly and 
are good and some bad. | unrealistic, too rigid; that it tends courteously, pays its bills promptly, 
To help poke fun at itself for to “follow too much a hand-to- does not ask special favors which 
shortcomings, the company has a mouth buying policy”; that Pills- are costly or inconvenient and does 
cigar-smoking chimpanzee to il- bury does not divulge enough in- ‘not bluff about the size of its or- 
lustrate the booklet. The company formation to the suppliers so they | ders. 
observes in summary: “Up tonow, can deliver maximum effective | Pointing out to employes that 
we really haven’t made monkeys ness; that the company demands | “long and lasting friendships” are 
of ourselves. We've just been the too many “rush” deliveries and important in business, Pillsbury 
next thing to it—human.” that it is sometimes unfair in qual-| urges them to “try to remember 
ity complaints. that the other fellow is human, 
On the good side, too.” 


a Major criticisms of Pillsbury Pillsbury 


Mennen Buys Heatter Show 


Mennen Co., Newark, has pur- 
chased the Gabriel Heatter pro- 
gram for its Quinsana foot powder 
|over the Mutual Broadcasting Sys- 
/tem network in approximately 480 
_markets, beginning June 26. Grey 
Advertising Agency, New York, is 
the Mennen agency. 


Caples Opens in Phoenix 


Caples Co., Chicago agency, has 
opened a branch office at 1617 E. 
McDowell Rd., Phoenix. Patrick O’ 
Rourke, who has been an account 
executive with the agency’s Los 
Angeles office, will head the Phoe- 
nix activities. 


We 
sive 
ideas 


*% Unrehearsed players 
act out the final scene 

of the drama of buying 
after the curtain 

is rung down on advertising. 
Will they act well? 

% Our part 

in building the climax 

is to supplement your idea 
with type and composition. 
The over-all impression 
is the vita! impression 
which leads to action. 

% Right faces... 

new faces... 

for your ideas 
Typography that turns 
sentences for sense. 

All this adds up to 

lower final costs because 
of fewer revisions, 


EE 


ee 


Sa 


non 
ne? 


plus savings in your time. 


So for creative composition 
call Poole Bros., Inc. 

. . . ask for the special depart- 
ment, 

Agency Ad Composition . . 
phone WAbash 2-6800. 
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IRWIN RYAN ° LARRY REIF 


formerly RYAN-REIF, 
have joined the 


CHARLES F. KUONI STUDIO 
Color eearepey 


Two air condinad studios with 
completely equipped kitchens for 
food preparation. A laboratory for 
production of fine carbro prints. 


61 WEST ERIE, Chicago Telephone SU-7-4483-4 


$2,500,000 Budget 
Will Boost Citrus 
Fruits of Florida 


LAKELAND, FLA., June 23—The 
|Florida Citrus Commission has de- 
cided to spend $2,500,000 this year 
to advertise citrus fruits. The total 
includes $43,525 earmarked for 
possible rate increases. 

Ad plans include $770,150 for 
magazines, $703,150 for newspa- 
| pers, $620,760 for TV, $120,425 for 

radio, and $35,000 for business 
publications. 

The commission also voted $85,- 
000 for developing the Canadian 
market, and $122,000 for preparing 
the advertising program. 
| Another $300,000 was put into 
‘the reserve fund of the over-all 
| commission budget. 


Fraenkel Appointed Ad Head 


| Myriam Fraenkel has been ap- 

/pointed advertising manager for 
| Belgian Electric Sales Corp., New 
| York. 


IOWA PEOPLE 


Ubek-Play-Leve 


BY RADIO! 


WHO 
PROGRAM 
SCHEDULE 


lowa Radio Users Spend More Than Twice 
As Much Time With Radio As With 
All Other Media Combined! 


Enter almost any Iowa home at almost any time 
of the day, and you will find at least one radio 
set in action— keeping Mother company while she 
does her duties— bringing Dad the farm markets 
and news—changing the quiet house into a warm 
and friendly home. That’s why the average Iowa 
family spends 10.53 hours per day with radio, as 
compared with 2.64 hours with television, 1.7 
hours with daily newspapers, 0.79 hours with 
weekly newspapers. 


Iowa people spend more time with WHO than 
with any other Iowa station! 


FREE & PETERS, INC. 
National Representatives 


All the above figures are from the 1952 Iowa 
Radio-Television Audience Survey, by Dr. Fores: 
L. Whan. This Survey is used regularly by lead- 
ing agencies and advertisers. It is worthy of your 
deep study. Free copy on request. 


You Too Can Go Ga-Ga 


. shopping for home appliances! 
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a APPLIANCES 


DANBURY 8-3533 
” Phaet¢ mnie «Cad Bont W citing tn You ot Mstekl 
& Chreissae ot Marton! Demi Cop 
——~- PER FRDATS “TS. koe OM 


APPLIANCE HAPPY—This rib at comparison 
appliance shopping was entered in the 
News-Times, Danbury, Conn., by the local 
Westinghouse outlet. After telling the 
housewife to “put your finger on the best 
deal east of Walla Walla, Wash.,”’ the 
firm guaranteed to beat it or “we'll eat 
this page, picture and all.” 


WHBF, Rock Island, Joins CBS 
WHBF, Rock Island, Il, on 
July 1 will become an affiliate of 
Columbia Broadcasting System. It 
will be the third national network 
with which WHBF has been affil- 
iated since its organization in 1925. 


Andrews Joins Ross Roy Inc. 
William J. Andrews, formerly 
with Ford Motor Co. as a special 
vehicle coordinator, has joined 
Ross Roy Inc., Detroit. Mr. An- 
drews has been assigned to the 
product information department. 


Sturmer Joins Detroit Agency 

Lester Sturmer, formerly farm 
director for WHBY, Appleton, 
Wis., has joined Zimmer, Keller 
& Calvert, Detroit agency. 


KLAS-TV to Affiliate with CBS 

Effective July 20, KLAS-TV, Los 
Vegas, will become CBS Televi- 
sion’s 118th affiliate. 


has to be Goon 
to be used 


With display space et a minimum in 
competitive markets, there's room 
for only the best display pieces. 
Point-of-sale material created and 
produced by The Chartmakers is 
your guarantee of getting premium 
display space for your products. 


@ counter cards @ shelf markers 
@ window streamers @ cord danglers 


ters, tags 


@ package desig ep 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 
MUrroy Hill 8.2760 
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“We've tound 


a promotion 
that really 
builds profits’ 


says 
MORRIS R. SHLENSKY 


Vice President, Katz Drug Stores 


‘‘We’ve repeated it for four con- 
secutive years, so we know it’s not 
luck that makes it work. This is 
our annual promotion of Post Rec- 
ognized Values—products adver- 
tised in The Saturday Evening Post. 
It’s a big event with us, and we 
really plan it carefully. Here’s just 
how we handle it: 


GEST QuaLity 


Whee wee eet weing 
Disteges 
f-¥ 


“Sales were terrific in every store. Many de- 
partments were up 25% and more. Results like 
these convince us that The Saturday Evening 
Post is the Number 1 merchandising magazine. 
I have seen nothing that can equal its influ- 
ence on customers at the point of sale.” 


“Shortly before it breaks, we hold a banquet 
with the managers of our 19 Katz Drug Stores 
in the Kansas City area. We show them the 
material— the window medallion, Post tags, 
price tickets, the 3-step displays, banners and 
pennants. Every piece is just what we need. 


Why do Post promotions we’? There’s a clue 
in the words on this new m rchandising seal. 
Millions of people do “Buy ith Confidence” 
because they have confiden in The Saturday 
Evening Post itself—and t ~ feeling extends 
to the advertising it carrie: 


The Saturday Evening 


post 


the heart of Americ 
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“Everybody is behind the promotion from the 
opening gun. Our last one ran from April 16 to 
May 2, and during that time we plugged Post 
Recognized Values with 100 radio spots and 4 
pages of ads in Kansas City papers. As with 
all our Post promotions, we got results. . . fast! 


A Curtis Publication 
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Surveys among readers of weekly magazines 
show: > Readers spend more time with the Post 
and return to it more often. » Readers believe 
the Post is more reliable. ®» Readers pay more 
attention to advertising in the Post and have 
more confidence in Post-advertised products. 
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MORE AND MORE ADVERTISERS 
ARE TURNING TO 
THE AMERICAN WEEKLY =f; 


Branch Offices: Atlanta, Boston, Chicago, Cleveland, Detroit, Los Angeles, San Francisco 
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FOR THESE GOOD REASONS: | ~ 
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| tr 
FAMILY AUDIENCE. In the truest sense, TIMELY IMPACT. The American Weekly és 
The American Weekly is a family magazine. reaches ready-to-buy families at the time of hi 
A typical issue will offer articles fascinating the week when national advertising can have or 
to both adults and the older children of the its most telling effect. Truly, The American ti 
family. All American Weekly features—from Weekly is America’s liveliest Sunday market 

science to home service — are dramatically place. It entertains, informs, stimulates . . . re 
written, dynamically presented to serve the puts readers in a receptive frame of mind. te 
EntTHUusIASMS of the American family. i 
FAMILY INFLUENCE. Most purchases are LOW COST. No other single magazine or | t 
matters of family decision. “What kind of car combination of magazines can blanket the If 
shall we buy?” to “What shall we have for high potential markets at lower cost than The tr 
dinner tonight?” are questions each member American Weekly. Not only do advertisers a 
of the family takes part in answering. The pay less per page per thousand . . . but more . 
American Weekly, appealing to all in the importantly, the full weight of their advertis- Mi 
family, gives advertisers the means to influ- ing dollars is brought to bear in the markets ee 
ence the basic purchasing unit. known to produce the most sales. ‘ 
FAMILY COVERAGE. The American th 
Weekly reaches families in volume—9,300,000 ve 
in the markets where the greatest sales vol- al 
ume exists. It has always been a basic adver- No wonder, more and more advertisers « 
tising buy . . . the one sure way to saturate the are using The American Weekly in ever- . 
cities in which sales leadership is won or lost. increasing volume. th 
fl 
HIGH READERSHIP. The exciting editorial During the first 6 months of 1953, bI 
content and practical home service features of The American Weekly showed a hs 
the new American Weekly are producing more whopping 44.9% GAIN in advertising r- 
readers per copy, more readership through- revenue over the similar quarter of 
out the magazine. Advertising has a better last year. th 
chance to register in The American Weekly — ad 
with more people spending more time with ar 
The American Weekly each week. ve 
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Newspaper Progress Section 


A Thorough Analysis... | 


Heres Howto 
Make Newspaper 
Space Effective | 


New York, June 24—Newspa-| 
pers are one of the two oldest 
advertising media. Along with) 
painted signs, they have their 
roots in colonial times in this coun- 
try. Almost from the beginning 
they carried sizable amounts of 
retail advertising. For the last 
half-century they have dominated, , 
or been a major factor in, the na-| 
tional advertising media picture. | 

Yet the suspicion persists that 
newspapers are familiar to every- 
one, and a stranger to all. Because 
“everyone knows what newspa- 
pers are like,” they may easily be 
both the most-used medium and 
the most-misused medium. From 
1939 to 1952, the newspaper indus- 
try financed the Continuing Study 
of Newspaper Reading; for two 
decades, the interested advertiser 
could discover what techniques in 
newspaper copy pulled best in 
readership—the wonder is not that 
newspaper advertising has im- 
proved vastly (which it has), but 
that there still exists so much ad- 
vertising which makes no use at 
all of the findings of the 142 stu- 
dies run on newspapers. 


s Most advertising men recognize 
the basic strengths of newspapers: 
flexibility, saturation of a market, 
broad appeal within the family. 
They recognize that a newspaper 


quency of 


Advertising A 


THE NATIONAL NEWSPAPER OF MARKETING. 


1952 Was Up and Down 
Year for Newspapers 


WHAT TURNOVER CAN YOU EXPECT? 
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FREQUENCY—One of the few published studies on frequency was made by the now- 
defunct American Newspaper Advertising Network. This chart summarizes the in- 
creased audience turnover which its research showed resulted from increased fre- 
insertion. 


Narrowing of Newspaper Columns 
Was Biggest Mechanical News in 1952 


New York, June 24—Perhaps 
the most noteworthy trend ob- 
served in the mechanical depart- 
ments of daily newspapers during 
the past year has been the reduc- 
‘tion of column widths below 12 
|picas. Adoption of the narrower 
column, generally 11% picas, has 
resulted in substantial newsprint 
savings. 

According to Vernon R. Spita- 
leri, manager of the American 
Newspaper Publishers Assn.’s me- 
| chanical department, about 200 
| newspapers in the U. S. and Can- 
}ada have reduced their column 


oped by the Graphic Arts Research 
Foundation of Cambridge, Mass., 
was introduced and licensed to 
Photon Inc. for manufacture. The 
photographic type composing ma- 
chine was invented by Rene A. 
Higonnet and Louis M. Moyroud 
in France during World War II. 
The co-inventors have continued 
actively in its development at 
Cambridge. 

The Photon machine looks like a 
typewriter desk. There are 16 
complete fonts of type at the op- 
erator’s fingertips. It is possible 
to change from one font to another 


list can be built to match geo-| widths below 12 picas. This repre- 
graphically the consumption pat-| sents over 50% of ANPA member- 
terns of the product advertised,| ship circulations. 

that in newspapers alone can an 


even in the process of setting a 


New York, June 25—The past 
year in newspapers was one of 
paradox. 

Newspapers actually increased 
in number in 1952, reversing a 
trend dating back to the middle 
of the war. 

Newspapers were able to wipe 
the slate clean on an old score—a 
Republican was in the White 
House, there were more Republi- 


the halls of Congress, and most 
of them rode in on a wave of 
newspaper support. For 16 years, 
newspapers had been told how 
little their support of a political 
candidate mattered, and some 
publishers must certainly have 
wondered that—if their support 
were so feeble—it agitated the op- 
position so. 


s On the other hand, total circu- 
lation declined slightly in 1952— 
a loss of 67,233 in a total daily 
circulation of 53,950,615. Of this, 
significantly, 62,998 was lost in 
the morning field. Only 4,325 was 
lost in the evening field. On a cir- 
culation basis, TV could hardly 
have been said to be felt by news- 
papers—and the fact that the losses 
were higher in the morning field 
seems to testify that they were not 
due to the inroads of television. 
Sunday circulation was off 69,- 
222, in a total circulation of 46,- 
210,136. And 36 states and the Dis- 
trict of Columbia showed circu- 
| lation gains. 
So much for the evidence. News- 


cans than Democrats clustered in| 


line. Point sizes and point sets may papers were as much in demand 
also be mixed without interfering as ever. But on other fronts, they 


advertiser quickly change a copy 
appeal, shift the sizes of his ad- 
vertising, step up the frequency 
of his ads’ appearance, and start 
or stop a campaign overnight. 

Advertisers are often reminded 
of these advantages by national 
advertising salesmen for newspa- 
pers, by newspaper representatives 
and by salesmen from the Bureau 
of Advertising. Despite this mis- 
sionary work, there is a consider- 
able amount of backsliding. News- 
paper frequency is very low, as 
we shall see. The annual newspa- 
per drop-out rate among national 
advertisers is appallingly high— 
around one in three. 

Here we consider how to get the 
most out of newspaper advertising 
under six headings—copy, 


merchandising-research services. 

There is, unfortunately, no ad- 
vice here for a certain classifica- 
tion of advertiser that exists in 
considerable numbers—the adver- 
tiser who already knows about 
newspapers, and simply isn’t put- 
ting to use what he knows. 


COPY 


Most of what is known about 
(Continued on Page 122) 


size, | 
position, frequency, selection and 


P hich is automatic. 
|@ The necessity of making mech- ” : 
|anical changes to compensate for| ,. 2 machine photographs letters 


narrower column widths received wee PR ech gad Pac oy oo 


| study during the year by commit- | 
‘tees of both the ANPA and the | 


with justification or alignment, had not fared so well. 


Of these, the most sensitive was 
advertising. All publishing had 
entered a precarious period in the 
‘years after World War II. Costs— 


|American Assn. of Advertising 
Agencies with the following find- 


ings and recommendations: 

1. Engravings and _ duplicate, 
printing materials should be pro-| 
duced on the basis of an 11% pica’ 


| 


— 1950 
co: ° Agriculture 
i s ee ee |) ee 
2. png of ra ct I _ Alcoholic Beverages .......... 51,525,000 51,046,000 45,473,000 
Ui, GiseEs Pt apa ‘age Of SUD-| amusements ................. 1,668,000 1,788,000 — 1,272,000 
|Stantial newsprint savings. Automotive .................. 97,874,000 97,038,000 98,094,000 
| 3. In teletypesetter operations, | contections |. 3,670,000 2,866,000 3,105,000 
bes es ae ~ poe in or Educational 1,423,000 1,404,000 _—1,339,000 
| aye se y' @ eto sag ber Groceries ............. 120,825,000 127,481,000 123,354,000 
res ey" 11% pi 6 Mme change! Hotels & Resorts ............. 11,639,000 10,588,000 9,946,000 
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jeseary. changes would be nec-| yetey & Silverware 1,170,000 1,424,000 —-1,190,000. 
' Medical ............. 23,646,000 24,748,000 24,588,000 
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' with the necessary alphabet count Sporting Goods 2,467,000 1 846,000 1,997,000 
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National Newspaper Ad Volume 


By Major Classifications: 1952, 1951 and 1950 


1952 1951 


$526,058,000 $513,486,000 $499,019,000| newspapers with more t 
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fixed and negotiable—began to 
climb. All publishers found their 
break-even points being jacked up 
alarmingly. The hunt for revenue, 
always intense, was stepped up. 
The drive for advertising in- 
creased to a fever pitch. 

The newspapers were the lead- 
ers in this drive. Through a re- 
vitalized Bureau of Advertising, 
and a tremendous coordinated sell- 
ing program in which the news- 
papers, representatives and the 
bureau cooperated, newspapers 
leaped back into the limelight. 
From 1949 they were the leading 
advertising medium, although in 
1951 their lead was precariously 
slim. 


@ In 1952, early in the year, it 
became apparent that the news- 
papers would sustain linage losses. 
By the time the Newspaper Ad- 
vertising Executives Assn. as- 
sembled, it looked as if no amount 
of aggressive selling in the second 
half could remedy the losses of the 
first six months. The second half 
was better. And indications for 
the first half of 1953 are much 
improved, thanks in part to the re- 
vival of automotive. 

Since automotive is the second 
largest classification in newspa- 
pers (second only to groceries) 
any renaissance in the auto busi- 
ness is major news. Automotive 
is up in '53. For two previous 
years, this was one of the biggest 
obstacles with which newspapers 
had to contend. In 1951, automo- 
tive was off 1.1% compared with 
1950. In 1952, automotive showed 
a gain of 0.9%, due to a splurge 
of tire advertising and “miscel- 
laneous.” 


s The first quarter of the news- 
paper year for 1953 had many 
|hopeful elements for publishers. 
Based on Media Records reports 
\for 110 cities, alcoholic beverages 
were up 7.9% in linage over 1952; 

grocery linage was up 4.1%; auto- 
| motive up 13.2%; radio and TV 


q oF, 
_. $ 9,888,000 $ 6,969,000 $ 6,819,000 *°'S up 24.9%, and tobacco up 


| 78.3%. 

_ Inside these classifications, the 
|moving factors were an increase 
of 13.4% for new cars, 22.6% for 
trucks and tractors, and tires and 
| tubes up 8.8%. Radio and TV sets 
were up 46.9%, offsetting a loss 
in the stations category, off 8.2%. 
Cigar promotion was up 153.9%, 
cigarets up 69.8%, and tobacco up 
195.3%. 

A couple of classifications 
trending downward were house- 
hold equipment and supplies (off 
17.5%) and toilet requisites (off 


4.1%). In the household classifica- 
| tion, the important difference was 


in the slump of automatic heating 
(off 65.9%) and automatic refrig- 
eration (off 43.2%). Toilet re- 


|quisites were off, largely due to 
21,587,000 | dentifrices, down 18.1%. 


Three classifications provide 
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Winning a} 


No Reader Response Can Be Warmer 
Than That of a Womans World— 
Once It’s Won 


And no other response reaps richer rewards for the adver- 
tiser in the great Chicago area than that of women readers 
of the Chicago Daily News Woman's Pages. 


But how does a newspaper win a woman’s world? 


The answer is as sound and practical . . . as woman, herself. 
It takes a womanto win a woman’s world. 


In fact, it takes a staff of trained, perceptive women... eyes 
and ears attuned to the ever-changing pattern of womanly 
interests... to reap the response of women readers. 


And here’s the talented team... including one man in a 
woman's world... that makes the Daily News Woman’s 
Pages the most widely read in the great Midwest. 


CHICAGO]. 


For 78 Years 
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we 


Wom 


MARRIOTT TAYLOR 


Her beat is the world of women 

. their problems, their chil- 
dren’s problems, their homes. 
Whatever interests women inter- 
ests her. 


She’s the lady of beauty. Through 
her Chicago learns how to hide 
its freckles or slim its hips... 
or make its homes more lovely. 


A writer of news: and features, 
with a society accent. She fol- 
lows those who follow the horses, 
or the ski trails. She covers the 
benefits and weddings. 


The master menu planner, the 
woman who ‘sets the food fash- 
ions for more than half a million 
Midwest homes. Authoritative is 
the word for her. 


? 


She’s a friend of all 10,000 of 
the 400. What happens in society 
that interests society . . . or that 
interests the multitudes is her 
business. 


RICHARD FRISBIE 


On the Woman's Pages? Where 
else would men’s fashions be read 
more? He’s Chicago’s authority, 
from walking canes to homburgs. 


She interprets what the fashion 
capitals of the world design. 
She’s the oracle who advises Chi- 
cago women what to wear, when 
to wear it. 


JOAN_ MERRICK 


TS oe 


A writer of features, with a so- 
ciety accent. The yachts and the 
country clubs, debutantes and 
parties ... these are her meat. 


MARGE FULLMER 


A writer of women’s news and 
features with a fashion accent. 
She follows the fashion shows, 
the people who wear and make 
what’s stylish. — 


DAILY NEWS 


Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Editor ind Publisher 


NEW YORK DETROIT MIAMI LOS ANGELES SAN FRANCISCO 
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their national revenue—groceries 


($120,825,000 in 1952), automotive 


($97,874,000 in ’52), and alcoholic 

beverages ($51,525,000 in ’52). 
Two of these 

showed small gains—automotive 


was up 0.9%, as was said, and A 


coholic beverages gained 1%. 
grocery classification was off 5. oa | 
or $6,656,000. Of this, the major | 
portion was lost in laundry soaps, 
and cleansers—a group which 
dropped its expenditures from 
$33,935,000 in 1951 to $29,634, 000: 
in 1952. This is a drop of $4,301,- 
000, or 12.7%. A larger percentage 
loss came in cereals and breakfast 
foods, off about $1,500,000, or 
19.6%. 


s One of the classifications which 
showed a really sizable gain was 
toilet requisites, which jumped 
from $35,606,000 in 1951 to $43,- 
049,000 in 1952. Here the big factor 
was dentifrices, up $3,530,000, or 
64.9%, and it’s clear that news- 
papers benefited from chlorophyll. 
Perfumes and cosmetics took a 


three classes 
‘though 


jump of $3,154,000, up 27.5%. This 


classification had beén a favorite 
target for the representatives, and 


intensive cultivation paid off in| 


52. 

It is interesting to note that al- 
the alcoholic beverage 
classification showed a gain, it did 


so only because of a $2,500,000 in- | 


crease from brewers, whose ex- 
penditures went up 17.4%. 


s Among the classifications show- | 
agriculture 
alcoholic beverages, 


ing gains in 1952: 
(41.9%); 
/(1%); confections (28.1%); edu- 
cational (1.4%); hotels & resorts 
(9.9%); industrial (19.1%); insur- 
ance (16.3%); miscellaneous 
(38.4%); professional & service 
(6.7%); publications (4.3%); pub- 
lic utilities (11.2%); sporting 
goods (33.6%); tobacco (6.1%); 
toilet requisites (20.9%); trans- 
portation (6.4%) wearing apparel 
(16.3%); and automotive (0.9%). 

Part of the problems of news- 
papers in 1952 was traceable to an- 
other vastly important segment of 
the advertising field—home appli- 
ances. These are divided in the 


Media Records breakdown, 
“housing equipment & supplies” 


was off nearly $4,000,000 in 1952) 


vs. 1951, and refrigerators led the 
drop, off 31.7%, or $1,624,000. 
“Radio and TV” was off slightly 
less than $4,000,000, due to the 
31.1% decline in expenditures for 
TV sets, down from $15,633,000 in 
1951 to $10,770,000 in 1952. 


THE BLUE CHIPS 


In 1952, as in previous years, 
the top 100 advertisers (see full, 


listing, Page 52) spent nearly half 
(46.7%) of the total national rev-_ 
($526,058,000) of newspa-. 


enue 
pers. But this year’s report shows 
how unevenly this elite group ap- 
proached newspapers in 1952, and 
it mirrors accurately the shifting 


media pians of the biggest adver-_ 


tisers in America. 

In the top ten advertisers for 
1952 and 1951, the same companies 
are represented. But their rank 


(except for General Motors, per-| 
ennial newspaper leader) has been | 


Chrysler trimmed nearly $2, 000,-_ 


000 or 13.4%, and Procter & Gam- | 


ble whittled $6,206,000 or 43.8%. 


| General Motors Corp., first in 
| 1952 as it was in 1951, spent $20,- 


251,551 in newspapers, compared | 


to $23,794,340 in 1951. Lever Bros. 


Advertising Age, June 29, 1953 


but | altered widely. In fact, of the top ter & Gamble was eighth with $7,- 
ten, half spent less in newspapers | 
than in 1951; and some of the re-| 
_ductions were spectacular: GM cut 
expenditures $3,500,900, or 14.9%, | 


973,507 (second, $14,179,190). 
Schenley Industries was _ ninth, 
$6,354,098 (ninth, $6,598,623). Na- 
tional Distillers was tenth, with 
$4,610,218 (tenth, $6,290,430). 

Note the industry trends—only 


Ford showed a gain among the 
/major auto makers; only Seagram 


increased newspaper’ spending 
/'among the three biggest distillers. 


# Among the major tobacco com- 


|Co. was second with $12,878,250 panies, Philip Morris & Co. spent 


in 1952 (fourth, $11,537,206 in) 
51). Colgate-Palmolive-Peet Co. 
was third with $12,088,261 (fifth, | 
$10,842,173). 
fourth with $11,702,787 (third, 
$13,519,000). Ford Motor Co. was 
fifth with $10,859,548 (sixth, $10,- 
729,755) and Ford alone increased 
newspaper spending among auto- 
motive’s Big Three. 

| Sixth place in the 1952 rankings 
went to Distillers Corp.-Seagram’s 
Ltd., with $9,157,887 (seventh 
with $8,172,150 in ’51). General 
Foods Corp. was seventh with $8,- 
112,999 (eighth, $7,875,290). Proc- 


Tony Bronzo, Jon Beck, Nick Babladelis 


WE ARE SENDING THESE 
THREE YOUNG MEN TO COLLEGE 


| 


Chrysler Corp. was 


t was a nice warm day in early spring. 

March 16, 1953 to be exact. In the 
beautiful Rackham Memorial Audito- 
rium in Ann Arbor, Mich., a thousand 
students from the campus were waiting 
to hear a debate. 

Five young men and one young 
woman from Michigan High Schools 
were poised to debate the question: 
“Resolved that the Atlantic Pact Na- 
tions Should Form a Federal Union.” 
The prize . . . the annual Detroit Free 
Press $2500 scholarship awards. 

After an hour of brilliant forensic 
display, to Jon Beck of Lansing, Mich., 
went the first prize of $1200; to Tony 
Bronzo of Flint, Mich., $800, and to 
Nick Babladelis of Manistique, Mich., 
the third prize of $500. Jon and Tony 
will go to the University of Michigan, 
and Nick to Michigan State with the 
funds provided by these scholarships. 


This debate is part of an annual 
program of co-operation and sponsor- 
ship by The Detroit Free Press with the 
students, teachers and debate coaches 
of some three hundred Michigan high 
schools . . . a program that has been 
carried on continuously since 1923. This 
debate program is now the largest of its 
kind in America. 

On March 24, 1953, the Michigan 
Legislature passed a resolution thanking 
The Detroit Free Press and its pub- 
lisher, John S. Knight, for their un- 
selfish devotion to the promotion of 
speech activities among the young peo- 
ple of the state. To quote: 


"It is the sense of Legislature of the State of 
Michigan that the art of debating is one 
of the most worthwhile school activities and 
one which should be encouraged, for it 
exemplifies the spirited exchange of ideas, 


the rational judging of varying points of 
view, and the resolution of conflicting 
interests by mind rather than by force and 
violence, all of which is the essence of this 
great democracy which is the United States 
of America.” 

It is an enormous responsibility to 
publish a newspaper like the Detroit 
Free Press. Primarily its function is to 
print news ably, accurately, attractively. 
But we believe another and equally im- 
portant function is to serve Our com- 
munity and state to the best of our 
ability. By entering into a project like 
this debating program we believe we are 
rendering a worthy public service in 
encouraging our young people to be- 
come better and abler citizens . . . the 
young people who are tomorrow's 
makers of America . . . tomorrow's 
customers for our merchants and our 
manufacturers. 


The Detroit Free Pre88 


“AMERICA'S MOST INTERESTING NEWSPAPER” 
John S. Knight, Publisher 
STORY, BROOKS & FINLEY, INC, NATIONAL REPRESENTATIVES 


$3, 806,571, ranked 13th in 1952, 
against 19th in 1951 with $2,807,- 
278. R. J. Reynolds cut newspaper 
expenditures 10.8%, but still 
ranked 15th with $3,331,311; 
American Tobacco was off 0.8%, 
ranked 17th with $2,905,659. Lig- 
gett & Myers spent $911,161, 
boosting expenditures 246.3%, and 
held 89th ranking. Lorillard does 
not appear in the top 100 list. 

Among the newcomers to the 
top 100 list in 1952 were some 
interesting companies: P. Ballan- 
tine & Sons spent $1,744,917, 
ranked 36th, up 182.7% from 1951; 
Goodyear Tire & Rubber Co. spent 
$1,675,175, ranked 40th, and was 
up 200.7%; Willys-Overland Mo- 
tors spent $1,562,201 in 1952, 
ranked 41st, up 111.5%; Hunt 
Foods spent $1,423,849, ranked 
46th, up 431.1%; Curtis Publish- 
ing Co. spent $1,371,047, up 
115.2%, ranked 51st. 


w Also, E. I. DuPont de Nemours 
& Co., which spent $1,218,243, 
ranked 57th, up 74.1%; Prudential 
Insurance Co. spent $1,197,707, 
ranked 59th, up 100.8%; Beacon 
Co. spent $1,088,152, ranked 66th, 
up 56.8%; Motorola Inc. spent 
$1,059,757, ranked 71st, up 106.7%; 
Noxzema Chemical spent $1,040,- 
412, ranked 73rd, up 38.2%; Nor- 
wich Pharmacal Co. spent $978,- 
210, ranked 78th, was up 39.8%; 
Owen Nursery spent $954,329, 
ranked 82nd, up 73.5%. 

Clustered at the end of the list, 
of course, are a number of com- 
panies which are making their first 
appearance in 1952: Simoniz Co. 
($947,211, 86th, up 25.6%); F. & 
M. Schaefer Brewing Co. ($911,- 
757, 88th, up 40.7%); Liggett & 
Myers ($911,161, 89th, up 246.3%); 
Warner-Hudnut ($892,534, 90th, 
up 233.6%); Scott Paper Co. 
($866,683, 92nd, up 25.5%); Men- 
nen Co. ($855,388, 94th, up 
174.5%); Clorox Chemical Co. 
($852,201, 95th, up 18.3%); Fire- 
stone Tire & Rubber Co. ($849,- 
959, 96th, up 136.9%); and Amer- 
ican Airlines ($828,129, 98th, up 
19.5%). 


# Among the spectacular increases 
in newspaper spending in 1952, in 
addition to these newcomers, were: 
Swift & Co., ranked 19th with $2,- 
703,671, up 55.2%; Gillette Safety 
Razor Co., ranked 20th with $2,- 
681,656, up 58.4%; Bristol-Myers 
Co., ranked 23rd with $2,283,824, 
up 54.2%; Time Inc., ranked 28th 
with $1,973,208, up 152.8%; Block 
Drug Co., ranked 32nd with $1,- 
858,104, up 119.8%; International 
Cellucotton Products Co., ranked 
33rd with $1,854,324, up 119.9%; 
Nestle Co., ranked 44th with $1,- 


‘leum Co., 


484,158, up 67.6%; Phillips Petro- 
ranked 62nd with $1,- 
181,982, up 49.5%. 


'@ And there were some _ sharp 


cuts: Procter & Gamble’s was the 
largest, dollar-wise, and the most 
spectacular percentage-wise; Gen- 
eral Electric, ranked 14th with 
| $3,709,415, cut 38.9%; Radio Corp. 
of America, ranked 35th with $1,- 


| 748,712, cut 37.5%; Publicker In- 


dustries, ranked 48th with $1,403,- 
435, cut 46.2%; Admiral Corp., 
ranked 56th with $1,236,847, cut 
42.3%; Philco Corp., ranked 63rd, 
with $1,136,055, cut 65.8%; Pills- 
bury Mills, ranked 77th with $980,- 
906, cut 50.1%; Kellogg Co., ranked 
83rd with $951,486, cut 40.6%; and 
J. Walter Black Inc., ranked 97th 


| with $836,286, cut 38.4% 
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What makes a newspaper great? 


“PLEASE LADY...GO START 
A FIRE OF YOUR OWN !” 


Fearless Flanagan is the name. And 
if you’re looking for something extra 
fresh and colorful in the way of news 
coverage for your next beauty contest 
or 4-alarm fire, better brace yourself 
and stand well back when the Min- 
neapolis Star and Tribune spring 
Flanagan loose on the assignment. 


A story by-lined “Barbara Flan- 
agan” is not always a triumph of 
objectivity. Miss Flanagan has a pro- 
pensity for catapulting herself into the 
middle of the event she is reporting, 
an unusual talent which has earned 
her fame as a practitioner of the 
“*T-was-there-when-the -roof-fell-in”’ 
school of journalism. 


Assigned to cover the Minneapolis 


Aquatennial Parade, she donned 
grease-paint and flapping shoes to join 
the cavorting Aqua Jester clowns in 
the long march before 100,000 spec- 
tators; then straight-facedly and sore- 
footedly reported to a delighted Upper 
Midwest audience what a parade looks 
like from the inside out. 

Again, she became a Salvation Army 
girl for a day, standing with bell and 
poke-bonnet on a freezing downtown 
street-corner. Her first-person report 
on cold feet, stiff fingers and runny 
nose warmed warm-hearted readers 
into unprecedented generosity for the 
Army’s worthy cause. 

Pretty girls, usually attired in bath- 
ing suits, happen in large numbers to 
Miss Flanagan. Drooling fellow staff 
members who envy her frequent as- 
signment to beauty contests and queen 
judgings, reluctantly admit that few 
male reporters can inierpret the 
squeals and nervous pal} ‘ations of a 
pretty girl as well as an ther pretty 
girl can. And Miss Flan: «an gets her 
share of the whistles, tox 

Some of Flanagan’s ¢ capades are 
strictly out of the mo. ies. On one 
European writing assignment in Stock- 


holm, she wriggled into the confidence 
of a Russian Embassy attache while 
they shared a casual rumba. Her 
aqueous interview with former U.N. 
Representative Dr. Ralph Bunche 
was achieved by bellowing questions 
at the good doctor across a stretch of 
open water at a Minnesota lake resort. 

Sometimes starry-eyed, always 
entertaining, Miss Flanagan’s own 
approach to the news puts her stories 
among the feature highlights in the 
Upper Midwest’s best-read news- 

apers. She is typical of Minneapolis 

tar and Tribune news staff members, 
whose leavening of fresh, lively enter- 
tainment and human appeal keep 
reader interest soaring among the 
largest newspaper audience in the 
Upper Midwest. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY + 485,000 DAILY 


JOHN COWLES, President 


pet. be te ee ee eM a? et et Ns 8 
see ie SR ee 30 1 Sai get pesuemae sche tan ee Weegee SY a eae, 
a eet ee Bs ee sag Se Felis es arte nS Ee ey gee ERAN SME SI) Seed tet ake geen saipee (ie ps lk, fag ae pie 
pi it ; foe eet ua on eae Ba a Si BVikpo tS tte nf Me Seven Or a Or AT, a Oe ol i eR, 
+‘ ae Dewees woe et Soy pee Ppa et ert ae eee Speed pier eae CEE naa 5 eR hc weed eS re. ty res 
ee See fe er ea Sa Sento ey Ter Sh ree a Wt eee. eS Cite oh Deis a Nk ; Cas a Cal ier Sele ee ee alee 
¥ ch “ ane ee ag, ST eg am Sie tte pene oN ay ea oe : Sa emai a UT oko ae eer ee 
be Aerie ta» 2. fare oe BS a on a ae , i ee nw ey ete oeee ss Bac MEN : ever es Pan a thn geet i on ei ean Ca ae ee ‘ ee ae et SS eT 
on, r “ ho, Lee a, ReaD ke 5 Pee ~ Te Og egal ees # yee WIA Sa, Sens ke: 3 fc a ee ot eas, 5 ae Metadata eee ctes TY Ser 
. — “! Re aie ee Beh eer ore oe tba ow 4 Be ree a hae It DROME ree a = Wine pee a Se yf ee teste Z Es) nie ie Hee eae fae 3 es it cer openly £ 
—— 5 UE a ce enn ee ee ey aor Ppa igus Des ee aie ee aos : fork eek. Sa See ee et sion A ce aa oe fest. 20 Rates Gort Cie ac 
‘ : af eeu Se ae ae mee gine coogi, 2 ae i a os fan Lee mee : See Saket gore eS yes foe i Toe | 
' F — rahe ae oe ein A eS Bin obese ve eo a xm q ee eee OL gas Lo aN Cr epee. Sides i atin 
: Sh 2 on re eee a ae, reer Ra eee Te Sake pr VRS a Racor Mae SVN, So eee Gene a ck a) a ee eas AOE es 
. uP Pgs ame! Se ea Fa ieee Papi at yr eek No Pes Bee ee, reat, Sader eX pte fee stir i Bt oi oes ai Tee ee Coe he a ite 
} Pep ee aie ame peter py ee hs ound Bi, dedubies ene? ELISE LED: ae 
Se ss ee eee Lee ne ye & OE fee at a ssi SES aT ek monet Sameer Ze 
3 é . ek. ate, St, Bi cae | GAg nan Oe i ae oe ete 
een SF oe 
° i Beit: fakes 
oe pie Ae Ne Bi 
i “ es, Sl 
a | 
) { ‘ ‘ 
’ ‘ 
- f - : ‘ > 
“ ae a ea F 
ai : Reet fae SGA aes ciety 
be i Pe ee ee. “9 oa ce Py. aa be oe eee ys 
my i = cer NS. lee #F a a AM ee de oe Aion is “a . 
ages ele ame fk Fe seeeer | a Coen? Be: * 
; - aha eee p ‘ ; ee ees ‘e Cr a eae 0 ee 
’ § Ee Ch E ee ol Seas a i hy 2 : ie et ki ‘ : 7 K 
y : : 3 cs acai er eS Doubles See = eat eT ele eel 
3 a _—e , eB agp ca =” Ween: : . 
e . ae Pad 7 i caw uae St ia : 
; a4 xe fee : 
n * = + yf om See eS 
: a on peer ios gt 4 : 
g ae — ee Vs . 
: 4 oan ee | i eS : 
S. ey 4 ce 5 a es | HAAN ’ 
. - = ger 2 E ae kt pa 
Hs ° > ln a = + 
l= _— ae 7 _ ee ina i sat 
ae ake ee Oh ae tine 
i 4 ae o. “2 akon 7 
it : if. ee 
, 4 + ae erated 
: > ie ak > 
= 7? u 7 i r 
, a ™ . oe, Se at py 7 
i , gigi a i be 
‘ ; 5 =_— : ae ae 
_ : é = if - & : : 
ul — a ae = a - — 
1 > : a = an j ee. : F 2 oy. 
F . mall i. _ 
f ; fe F she , . 
Oy ea Pe ; a ‘ 7 
- % e a Ps 4 4 “ ie aid - 
Sa eee wi : ‘ © 7% - ‘ : 
: yah abe ee ear mM \ & : oad “ 
i oh cS egies | as ee Se vg acpi nae 1 \ | ae aan : - 7 ; 
CHIE 3 eae AR rier aeocs 9 tie 754, tie . igeiaee sen ieee, x . aa Pn : a -e5 ea 
id se cea ea at ae aes yy, See re et ..% : ee yt a 2 
BSE aa ee © Oa ee Sane es ype tits RIE Fa He) ‘ cee: : ' 
ee ‘ ae carats ae : ee stn ESTE % \ \ pe , 3. 
“is caesar ye ee eo Reg corals, pe (Berean? ete - Oe ee <n , % ‘ ‘ oe caste as = 7 
2S eae me Or a Lacan ope ere | CLs Mee tenee ee * ¥ , See ean eae i Pe _ 
eee ne Pp ‘gies ek Na We . - ee nepal ee ames or a : Segipha teh ea : : 
Ee ater ee Se eae ee ee Rant, a tea eee xe. Da eas bees J a peer 9 Ue oe i ! ees ae eee pe : 
ee eee sk: jae sida it ace ek ii — Me | al ’ ees. he ee ey < bc, ae ee eg ee ag, hte ts a. ae 
Bee A eee 5 an is Saba ae pats es ae S,  a, , ae Po Cae eee ey, rite oe Se. eee, ; Pip eal 
1e ee Oh, ee ee ee a — ba \ ete es. ee a 4 : ee Wess eee 5 i ok : 
i oP oe. See (cet Sa PS ne ee» ‘eee eae ' pits Non ey Pres ee ue SM a ie ee em sat aS ae 
‘ a, Onan gone nea See ea! ee ee nom pg f ‘ Br Gece Bae) (Sie? vee oar gh ae ne ae ee” ttl Pore Se Se 
1e See he gl 2 erae = eS oe “a ; : eat oon ale ae ee 3 iy ae es A eh 2 esas ane 
j ee nie eam sey ia a at, 2a tS ins . wa , . : es ani ; Nr Meee os ees Tey eee ME Gl erate ee pe ane ae 
” ate Seale See ee aye ees ae Sea ies me os , f oe Sea Fo eee ee im Ae SMS fe a ee owe oN ae ne ee : Says 
ee eo faet oe Re lesan a ‘ ’ “cing ny eae RN NE eee ; oe STS lle ee COR Sunn hae Beg 
a5 ae 3 ee Bird Sanaa e Mes ish sae mE ae ; $= ree = 4 a ae OE ee a re ae ag em ie fe. Piied 
a ae gies “ee Geel SS. ld m . a ee ae ee a a ene Tn ee ee eT 5 ine ne et oan 
1; <a er Bee eer oe ras Te Pa ows Ci Sept 2 ene eee, gon 25 Ure a aes a ee aa) y ae ge laa err os 
e ae 2) ? > oie ah ee RA eT ee eee Rae ee . ine 
5. Sag o Ree nica ies aaa eins ie f : Saas 5k es j a fe ey eel 7 5 ae Seas BS cer sens ye PRs Die yeas sale Xt) ae Ae Se hears 7 fh 
as See es Eis ties ee F : SPE Nese aee eee ae Nee A ieee oer ey 3 unease | Ged eee Sar bee ty en 
. a ee PD its, wri ‘ phos F ’ nt 4 Spo aos ae Sen ae 7 Se > tae, 3 ‘ as aol re aed aan fe og en) wi aie Pte 
- _- = rie ar ee 7) a ius = 7 ete (apt a act a he ae a Beioet ea i ae Pee eee ae = pea: reo ay oe aclig’ | heen ao eres 
: of . * & ea : soma et ad a aes J aoe SS ay of = aie Came a sere nk te ae g 0 bie Bersih, | ee Pe ea 
‘a a > y Oe 5 ES Be Syn S! cuton cane oe eee oe ie ri ert Bis eee ake Sass tor G en Pe oe + 5 Roate? fi eine ry, a za Bien, cay 
2 ee ‘ se Cr) anes at - es a — tacts =e ee * Se oe ee oe ie eee 3 Seal rea ee pk Ha tn sae ate ee Eos, Aesiccey ed fs 3s 
’ ee: a ae ve = ues ee eae Seay eee” | Etat: eae Ges nuke pacts *°" aie RNS eee, ha eae Beer aa A 
nt ey oS eee a ee a. i ys ee? pa j ee ee BCR Me aes ae | ie Pee) San hee IS bs cy ee ee Be tet ie Pe ct 
cS cael. aa Bias Senter ~ alappe ; j “ on ii | Oe ae a canner eo epee ieee: ia jc enna eee 
= Ba pee oe i gis a a Se ee cr comnts ROO z ae - Breil es al c teeta 8 ie Pye a a 
Ye | : ? Re oa : ce 2 a F. eis | Se oe as 7 ive ON _# : ogame Eee : a 
d fae ni "heya ee ae ’ ° ae ere Pca ey oti 4 = se. eo a al -/ . =o No in jens 
1 2 es a j Wee eee fe Bees So Ae eo f ee: a — oa 
- ee r " % sae ‘ wis See nd * es os ak 7 4s 
ao fee ie iss ££ sees ag Sere ; ’ i er ee = & Pe er a 
‘ acd es f, ; Cee = - q . ee ee fF a ie pe : — 
one ee oe a ome 8 2 ; i Ren Rs ger ene ere { 
ip : we Se ee. ‘en 4 a. ar e ‘ : a eee | We es a Oe are 3.2 
as tee icing ea eae Pe ‘ahs: g ; ’ a ns Water ere eee | eer 
3 ‘ 3 a oo : oF é M , ae. ' ee ‘ ‘ Se Sain foes Se pe ae ah ace See 
pine >: v ys: s : io ee : ee eee a Rae ‘ats 
Ce aka? o 2a ee ~~ ¥ pee a th” ; s ee oa ” ea! oi ia gee — asi mae eee 
ee : SoNeN ere or re ~— FE —e J Be a abe a 3 4 : fs 
3 acne Re Speer Sea ee tee i oe Fire oe . _ —— gis. me : 
ee oe ie) ae aes per | Srinae bs ere E ™ : Fe as Ape Paik c | 
’ ; : Pe eee | j - q * Owe Pr Ore eed ne . 
al Pete *, —= Ea, lO le eis, i 
iH wages : om oo . pe es ee ) ns, j , Bae: en oa Sia & ee eas 
Mma ie en ee ae, i - : ’ . / # : amy a sia 7 
ceil ne ee De ee ee oe) r — Ce ail . ‘ 7 j Ps aN eae 4 i » Les ¥ ; ; e 5 
a a iad. aaa eaters ica sn hh naa as ie ies ‘ ; . ee / ‘ ’ : TLR ; we ei ip ie 
yn Tres Rh pc ape Seale = Tee 2 Rae van ‘ e Hg A ~ H oD neater Se " 7 ee Ras 
nt By ae a ; 3 ! as . “a & 2 | a ras. eg ee Snare, Aaa aaa eR beta - ee ’ gait i : , 
, Eee a ea Baila aed i :, if ae ce g 7 “ 4 ile a 5 ; ete te ee > ore 5 ott a ana tes Dn ier Een gee ee See 2 
mee Tae 2, 4 pede = a ee i Be oe. a, & pyar " 5 4 i Pe et Bate aet: Ss. epee % hes & r igh ote hep ee “aco hig aie i Roe 
lo 4 a eo pag ee ee a Pe a ga i ia ; 2 Tae : is pies << ay Sen A a 5 ee “ Ca! ay a ee, ae <a aera Se Reh aa ey ee Oe oo ee 
fe Oe ; : gene eee me Bs 5 ret ae ta oth ate y ee ti, es ; 4 Bes a oa ees re Sd Sa) See 
= i Fa EC ae a A > ame etc. ‘ ; : e ; cn ge é ke Pe et a 2 ee i a 
’ a, 70 Peg ut oie We aie ie! payee Pica am ori 3 sey : ‘ a % , ‘ : Se ee Sea = ; 
ae ae i sa ee 1G se es - es Perngod R 4 . ce i ee : ee, a ’ ee a : ey gee 3 : 
r- a - ~ j ba Soa fo - eee Re. ae Praaem. , ~ 2 vs Ae ; ae coe a % BS te ‘ Se Nas ee ee : 
oe : woh aca gine gies at py tsss Bh ea emrs sy q ~ Si ei ie eae a eS aie eae) as ‘3 “eee : Ree ee Oe a 
ee cre : : sid ile aut rae if RAM : ot aaa aes } 4 , ee he Be ele ae Ga aba ne as ee a ; Peres eran a 
3- rate 4 : Dae te beers oie ‘ on pass Gee ee eo ; ee Ee" Arse 79 lc Vie. at ge So alee i. ee : ee ake Wy : See 
Peete ic ‘= Bane CS Rs : , Teo ae eee nee J Bre a ee ee oe es itd ity are : — a i a ie ea Ses ae Someta Me 
: . : Me eae ben ; = \ ee ae . eS ee ee a pe as ey og Be oe a a a ke aig re eae is ee Bree ot 
/o ’ dicts hence ees eS i Trae } _._ "ee et Poe as) pts san PARR. lage Ot vumeae & ie oe ; . a ce. pet She Rc eos Ree ee <jaeeas 
) = been ie : a, a - ae ae ee Ce rs i, PF Son ee ’ pS ae Be See i ie Sr vi See : i ae : ae a is it ee hs Bee, elie > io 
9 : ; 2  /-as wa ih Matas = 0 Sepia eae Be tare, yan eee Se s erases Oe! an ¥% ; “See Bie i, bana —° 320) ey Pre ey oe ae a 
’ i ‘ —_ : . ie oe std 2 Ae ae ee oe : rs : Bee ios eS ce tlie ats i a ee 7 
ae : § = ad inreg oe meee” SA cae a igen, oe ge ) ag : Se ae Wing ae eae. 
Boas ae poor soa ss ee Sw ar: & ae ae tee i ot ae ceed = ay 4 wrt ae >| Seen ean i ae oe, 
eee Re , eri? eT E ae ae ere me ¢ wae aera aE eae "% * aa ee boon 1.8, SoS 
st ys i - vane ; oe ; . Se a ee ni Ts ee as eee e | ee boa : ae 
’ eee s ‘ eter oo ae Eke 9 ; ae 2 eas On ie ' Pies ge ke ty 28 : i : . ate 2 , tg A 2 2 
aA a : Pe sie es! BES a Pees ; a ; ; - pee: fg ia. a ee, aoe 
n- fpechaiscwes Ps Dio MESS Sachs Cae fa ae ‘ te ee ee cya, ee oF ; j beet -_ ze "4 "ee site ; fo Set 
Trae a eae ae oa eee eo an ce 2 Se pa jes seem pe ae > * pies cae ; ei 
ae ~ Es oe +5 San cee” lies eae ERIE cies : eee epee ae c3 oe ie P eS ~ a “aia 
rst yas, Pe “a a ee oe : , 5 es eas 5 cai ents ie saa Bet ae ne ey ern ‘het RR eee sees , st 2s Ber ee eae 
: oe , foe a eee La _,” Bs ae ba 
~ a ee 3 b ’ ee Cee, Piya aellig oe sae ¥ z ce SS. 2 aoe 3 inde : cis ee ae are o oe Bg fe, “ae ET erg 7 * “) 6 Le - hie : 
oes j a BB co Ss pad ne ater is Bay sa ea ie a.) aw ae ree et Vs Beste aa png a *) 2 ah ae " rei: Sogn 
& Ss ” By Pees ; ’ ER eR oe eee sae ot Oe eeepc 7 Se aaa | Lf Na a a sled: 
a . Zier teat Bing ris es Z i a ee Fe le rae a eae Are ee if. Re ‘ ee aN et be ean 
F : Bx a oe arid f i 8 = bs f io gee ees et : Bet ro ee gta Oana Bee — te oe : “~~ Roig ae Pe - oe 
l,- ; s 4, aa Saige : 29 en vig } Fee 20 ea Oa eect ee a ee Be Fs Ribeiee ad a { A 1° geet E> aieaty aan ile Bet 
= a ee ek a & ge CS epee aS ieee , cece + ey ae ee: bide 4 —_— yaa Sea : 
& te » {ee eae. F a Secs aor tae as a Era. een Es | "¢ a i ee can 
,) ° on : * ” ‘se sad poe oh. — : . eee as ates a fe? Saeed Pa eee ff Vege ae Chai 
’ é * 2 ee age gid eae J a ma... a > ; 1 5 Clete eee rey cai rf ES eee et . ~- Ba ae ae ; ‘ ry ae 
, a a3 2 “it Oe Peres aa a aa as a Pe ‘ te a ; : : 
~ Stl a J hes ae) rh ee ee eh ese ny J _ aoe ” ig . ete 4 i cy: ree oe 
eo Fen, P , 4 ® Se ne sae ace a ay oat aan 7 hs mes: i ad oh ee es le * > ¥ : £ apett ae 
n- ae Pee j ci * { ae gs eae ee, We ane Beye eee ae Pa | I ces freee 2 4 a i : 
= ee Bae 1 Riis eo toe ee ete er _ regen & oer a oe Gi ape tied i tan SSE ge ae : 4 ie —— oie ee 
u Bee ; j Seok ae aie P , 4 FLD Seah a : m | epee 5: sspehiesnie te ‘fae ee pie © By ‘ fs en a Se ae ee 5 
p ie. Ne ee) es ee 4 ae se SOM Bee oe So a eae FEE 5 tgs . 2 er ” é as 4 . 

S . —— Safe oe ee Bis fr my j a . Beek 
=f % 3 i a a ep SES is wee ee he Se FOmEE i Ane, GS a ¥ 4 - of, " : + shee > atnaeare 
0. “ne j ~~ ° Seana By See a ag oh Oe ae aiey S ta . ~— ai Pelee 
E ie c oes oleae ll Fe spose Ne ; é; ” eo 
re- . ; ag PK ey ee re 3 a Fe et, P — gener 

‘ i ee. ai See t ’ eee 
9,- Chere ; pee 
re 4 I a 
u eel > ; . : a 
p echttinenneeenn iain 
" vo 
eee 
° i 
eae 
means 4 
ses on i 
in ts. 
Behe ks 
re: Be ites 
o a Y , | . 
2,- 
G “ : a 
: i 
ers -- MU | 
ars, 
24 is 
’ X 3 /] ek e 
Bth y ; /, PS “ge 
; > y LE yy ; stan 
q 4 2 
ek , = 3 : 
, a 
l.- iif SS Caw GF? 5 g ; 
nal 2, = (Pp eum | ae 
. a p- 9" 4 5 é 
g y . & 
ry a 
= CN ar + 
- D eae 
% ; a - oe 
. Fa Y / 4 '« eee. 
wal Wee \ pie 
‘eo > heh aia 
ro- e hee 
- ‘ = areas 
51,- ee. 
<a 
i 
; aa 
Oe). 
Sd -sbathe 
arp a 
the ae 
Bie 
eke 
10st Meer 
en- 2 ah 
yith ee 
orp. Has a 
51 ” dad oe 
In- 
03,- 
rp., 
cut pee oe 
3rd, F 
lis- Ceres 
80,- 
ked 
and ss Sigs 
7th aah 
¥. ' % r re, oy x . ‘ 
r A x tas =e vet et ‘ > aes ig ; ee S 4 : z Eade Ite aes ‘ . ‘ 
Lake 2. ES Gs he , fom os BTR he c y yt er : 4 * ‘ . as Seer ‘ i rae ye ; : 
my Se SaaS) se ta Y - Sango ? aes a pe re ye oa cine ey er — SN eR OF a : ‘ ¢ iy x ES r piece ‘  paegelt: 
- afin ae kegs Rs yes ween Besa, ee Ng ae Boal od, Sag ¥g SE Sawa. wets ines Pare % aE ae oe Lr, 7 : ; tk i - se 7 i 3 : 
Ae ae ae Nee 3 ‘= ete 2 £3 a eer a. ae a i es eae ol pe oe lS > + Sere 3 ; x eae aS = 2 i ae, i Sid: <a 
‘4 Pray , He ee pL heen et Sores RL ; ee oe teas roams Pats T La ‘ y 4 a ; . . io re zs 
¥ i ree * re be Peo Py aeohty we ee iG os - r ‘aes ie Be ae amet BG BS Wee ork. cs 4 mee . a ale aes pao 9 See gees i - aan 
# b 5, ae" cue a © a ee nt yt UF a ‘ 2 LT Mens CR REN Se A ti re Co Vat een TL es a, 
Seed ise P 5: th ize Shag eres ules |S eh i Rite” px ARG ara het ered 
‘ a ~ a4 eT WF hee sg AE i es + ER Canleth os Coe We Tee Ie Je oY pf 
r eo : apr Ry “ig 


Advertising Age, June 29, 1953 


Advertisers’ Expenditures in Newspapers, 1952 


The data presented here are copyright, 1953, by the Bureau of Ad- 
vertising, American Newspaper Publishers Assn., and presented here 
by permission. Included are all national advertisers (except in the 
financial and hotel and resort classifications) which are calculated 
to have invested $25,000 or more during 1952 in the 964 weekday and 
345 Sunday newspapers in 304 cities included in the bureau’s study. 
These newspapers account for 92.4% of total U. S. weekday newspa- 


per circulation and 94.7% of the total U. S. Sunday circulation in 721 
cities and towns. The expenditures of advertisers using a substantially 
larger number of newspapers are, as the bureau points out, under- 
stated. Advertising in The American Weekly, Parade, This Week 
Magazine and other publications distributed with newspapers is in- 
cluded in these figures. U. S. cities of 10,000 or less population are 
not included. The list represents 1,252 advertisers of 3,098 products. 
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SE  .cdpssdssoasvuas , ian Oe ccssneedensesoees Audivox Hearing Aid .......... 17,452 

GE Ie vccvcvcccccese 1,236,847, AMERICAN EXPRESS CO. ...... 292.772 | Bell Telephone aie a adns 12,475 e op a 1ona ewspaper 
 sachas sgtesencevceeeses 5,039| AMERICAN HOME PRODUCTS CORP. 2,030,730 AMERICAN TOBACCO CO. ........ 2,905,659 
pe 3 Television ... Pa yoo MPT CR ESET CEP CT oe, Red SNE WUIIUO coccccccccess 788 . 

| Py ‘ EE ebidra 8040 dabod cade ves ’ 2 a Perer re 1,965,023 
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saws 1,170,000 | Trucks & Tractors .....-.------: 161, 97 Black Inc., Walter J, 1,357 « 9,310 
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If you can't put 
your finger on brand 


advertising results— 


if you can’t answer “yes” 
to every one of these questions— 
you need the Chicago Tribune consumer-franchise plan! 


YES NO 


DOES YOUR PRINCIPAL ADVERTISING MEDIUM... 


have the kind of stimulating sales personality that you demand of your sales force? 

reach your prospects when they are actually looking for buying ideas? 

provide the localized appeal for your sales story that says, ‘‘now and at these stores’’? 
maintain daily contact with your prospects so that it reaches them when they are ready to buy? 
provide a printed record for repeated reference or study? 

have authority and standing as a buying guide? 

enable you to reproduce your product in true-to-life color for better identification? 

offer attractions that will interest all types of your prospects? 

reach the largest and most important group of your prospects? 


have a localized influence that your retailers can see at work, understand and use? 


On the following pages are case histories of eight successful brand 
advertisers who know that there is only one medium for reaching Chi- 
cagoland families that stacks up 100% on every one of the above 
counts. They know from profitable experience in this multi-billion 
dollar market that no other medium can match the effectiveness of 
the Chicago Tribune in producing cash register results. 

The selling power that gets newspapers the nod when you introduce 
a new product or when you need a swift and sure boost for slipping 
sales is the same selling power that can keep your sales booming the 
year around. 

You can use this selling power to best advantage when you build 


CHICAGO TRIBUNE 


THE WORLD’S GREATE=T NEWSPAPER 


your advertising program according to the consumer-franchise plan 
developed by the Chicago Tribune. This plan can help you, as it is 
helping others, to build a powerful, relatively invulnerable consumer 
demand for your brand. It is a proved procedure that pays off week 
after week in larger orders, more and better support from retailers, 
greater profits and a stronger market position. 

If you can’t put your finger on brand advertising results, why not 
follow the example of those who do? Read the case histories of the 
consumer-franchise plan in action on the following pages. Then read 
the full outline of the plan as set out in the concluding page of this 
10-page advertisement. 


TURN THE PAGE | 
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ASK MR. FOSTER TRAVEL 
SERVICE INC. 
ASSOCIATED BRITISH & IRISH 
RWYS. 
ASSOCIATED HOSPITAL 
SERVICE INC. 
Biue Cross & Blue Shield 
Blue Cross Plan 
ASSOCIATED PRODUCTS INC. 
Evyan Preparations 
Five Day Deodorant Pads 
Yello Bole Pipes 
ATCHISON, TOPEKA & SANTA FE 
ATLANTIC CO. 
Ale & Beer 
Steiner Bru Beer 
ATLANTIC BREWING CO. 
ATLANTIC COAST LINE 
ATLANTIC INSURANCE COS. 
ATLANTIC MONTHLY CO., 
ATLANTIC REFINING CO. 
Gasoline & Oils 
ATLANTIS SALES CORP. 
French's Bird Foods 
Good Luck Pie Products 
Klix 
ATLAS 
AUSTIN MOTOR CO. 
AUTO SEAT COVER CO... 
AVCO MFG. CORP. 
American Kitchens 
Bendix 
Bendix 
Bendix 
Crosley 
Crosley 
Crosley 
Crosley 
Crosley 
Crosley 
Crosley 
Crosley 


COC eee eer ererese 


Coles ererevess 


BREWING CO... 


OCCC COC esereseos 


Dryer 
Washers 
Air Conditioning 
Appliances 
Dishwasher 
Freezer 
Kitchens 
Radio 
Ranges 
Refrigerator 

Crosley Television 

Crosley Products 

New York Shipbuilding Corp. 
AVIANCA (COLOMBIAN NATIONAL 
AIRLINES) 


B.B. PEN CO. 
B.B. Pen 
Perma-Dri 

B.C. REMEDY CO. 

BABBITTT, B. T., IN 
Bab-0 
Glim .. 

BACARDI IMPORTS INC. 
RP ry ers rere 

BAKER, JOHN C., CO. 

Hair Tonic 

BALL CLINIC 
Rupture Treatment 

BALLANTINE & SONS, P. 


ee ee ee ee ee) 


ee 
COCO eee eee ewes 
COCO OTe eee eee eeee 


ee 
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ed 


BALTIMORE & OHIO RAILROAD .. 
BALTIMORE GAS & ELECTRIC CO. 
BALTIMORE PAINT & COLOR WORKS 
ee ETT ere Ter eree 
Wall-Fix & Gleem Paint 
Wall-Fix Paint 
BANKERS LIFE & CASUALTY CO. 
Bankers Life & Casualty Co. 
White Cross Hospital Pian 
BANQUET CANNING CO. 
Chicken Products 
BARBASOL CO. 
BARRON'S PUBLISHING CO. 
BARTON MFG. CO. 
I Pe 
BAVARIAN BREWING CO. 
BAYUK CIGARS INC. 
Phillies 
BEACH SOAP CO. 
Soapine ..... 
er eee 
Floor Wax 


COC eee eeeresees 


CROCE eeeee 


eee eee ee eee ee 


Beam’s Pin Bottle 
Beam's Whiskies ..... 
Bonded Beam Whisky 
James B Beam Whisky ....... 
Jim Beam Whisky ... 

Old Tub Whisky 
BEATRICE FOODS CO. 
Beatrice Foods 
La Choy Food Products 
Meadow Gold Butter 
Meadow Gold Cottage Cheese ... 
Meadow Gold Dairy Products .. 
Meadow Gold Dry Milk 
Meadow Gold Ice Cream 

Meadow Gold Milk 
WE, AWA dbs 0 65sde css see 
BEAUNIT MILLS INC. 
BEAUTE-VUES CORP. 
Nutri Tonic Permanent Wave .... 
BEDFORD & CO. 
Books 
BEECHHURST PRESS INC. 
American History Book Club 
Art Book Guild of America 
Beechhurst Press Inc. 
BEECH-NUT PACKING CO. 
Baby Foods 


COCO OEEPEee eens 


Coffee 
BELL AIRCRAFT CORP. 
BELL & CO. 

Bell-Ans. 
BELL & HOWELL CO. 

EN, “SERA 6 6550 e465 06000 cee 
BELTONE HEARING AID CO. 
BENDIX AVIATION CORP. 

Radio 

Television 

Institutional 
BENSON & HEDGES 

Parliaments 
BERCUT RICHARDS PACKING CO. 

Sacramento California 

Tomato Juice 
BERGHOFF BREWING CORP. .... 
BERKE BROS. DISTILLERIES INC. 
Bronze Label Whisky 
Old Mr. Boston Gin 
Old Mr. Boston Rocking Chair 
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a ~ 
sons Top 100 National Advert f 1952 
| The Top ational Advertisers 0 
37,762 
. a . * 
368,091 Dollar Expenditures in the Four Major Media 
217,710 A 

381 Medium Newspapers General 
32,789 Chiefly & & Farm — Network Network 1952 1951 
18,293 Used Supplements Magazines Radio Television Total Total 

2426) 3 procter & Gonble Co. ........... R $ 7,973,507 $ 7,104,527 $ 16,235,025 $ 14,204,797 §$ 45,517,856 $ 47,173,616 
12,070 | 2 General Meters Corp... N 20,251,551 12,695,875 1,221,289 5,008,803 39,141,518 36,928,064 
461,671 3 Coigate-Palmolive-Peet Co. N 12,088,261 5,084,943 4,135,687 8,252,416 29,561,307 24,162,830 
25,915| 4. General Foods Corp. ............ N 8,112,999 6,640,155 6,199,430 7,379,300 28,331,884 27,682,394 

2,585/ § Lever Bre. Co. ............... N 12,878,551 1,741,028 5,759,817 6,607,548 26,986,944 22,888,739 
—| tuts N 10,859,548 5,956,553 143,778 3,065,840 20,025,719 17,172,379 
| + Gute Oe N 11,702,787 5,202,030 945,321 1,611,362 19,461,500 20338,179 
38,545 / 8 Reynolds, R. J. Tobacco Co... T 3,331,311 2,955,636 3,374,806 7,523,941 17,185,694 14,639,541. 
257,506| © Gerd Mik i. ........... R 4,039,833 2,745,788 6,151,026 3,956,881 16,893,528 13,965,846 
51,097 10. Distillers Corp.-Seagram Ltd. N 9,157,887 6,230,451 14,317 15,402,655 14,126,884, 
30,037 11° General Electric Co. .... M 3,709,415 8,182,161 311,695 2,813,670 15,016,941 18,244,975 

| 32. Amerieen Yobess Cc. ............ T 2,905,659 3,613,968 2,332,334 5,917,709  14,769.670 12,783,367 
204,298 | 13. Liggett & Myers Tobacco Co T 911,161 3,060,989 4,027,962 5,021,480 13,021,592 11,466,403 
246,784 14 Gillette Safety Razor Co... R 2,681,656 1,309,029 4,184,685 3,731,125 11,906,495 8,559,356 
130,186 | 15. Sterling Drug Inc. .............. R 2,919,483 1,363,178 6,370,822 503,878 11,157,361 11,187,538 
89,484 16. Schenley Industries Inc. ......__. N 6,354,098 3,844,835 736,350 10,935,283 12,175,712 
27,114) 17. Morris, Philip & Co. Ltd... N 3,806,571 907,911 3,095,061 2,849,490 10,659,423 9,295,386 
32,411 18. American Home Products Corp... . R 2,030,730 1,312,656 4,304,592 2,136,985 9,784,963 10,322,122 
200,913 | 19. Campbell Soup Co. ............ ” 1,199,311 3,509,203 3,489,936 1,504,372 9,702,822 10,139,038 
27,086 | 20. National Dairy Products Corp. T 2,648,329 2,659,225 1,432,544 2,944,289 9,684,587 11,038,443 

1,182,726 | 21. Swift & Co. ................... w 2,703,671 2,979,673 3,147,860 354,362 9,185,566 8,085,060 
28,293 | 22. Westinghouse Electric Corp. ....... T 1,393,037 3,077,865 849,479 3,482,439 8,802,820 6,826,475 | 
37,678 | 23. Lorillard, P., & Co. ............. T 702,989 1,469,620 2,692,058 3,770,021 8,634,688 7,683,577 
19,381} 24. Miles Laboratories Inc. .......... R 292,378 649,142 7,021,901 505,890 8,469,311 8,301, 
61,882 | 25. Goodyear Tire & Rubber Co. ...... M 1,675,175 4,652,594 525,036 1,422,460 8,275,265 5,836.5 
3,051 | 26. National Distillers Products Corp. .. N 4,610,218 3,454,243 8,064,461 10,339,363) 
2,257 | 27. Bristol-Myers Co. .............. ” 2,283,824 2,359,429 1,794,510 1,588,584 8,125,347 7,679,945 | 
1,201| 28. Quaker Oats Co. ................ N 2,614,988 1,901,397 1,242,763 1,909,968 7,669,116 7,247,157 
— 2 res T 1.136.055 1,283,103 2,518,698 2,669,155 7,607,011 7,836,320, 
1,150 | 30. Pillsbury Mills Inc. ............. R 980,906 2,164,497 2,344,985 1,954,311 7,444,699 8,099,341 
Me) Os WE OG oc iccscccccsss sees 7 951,486 857,125 1,810,474 3,585,781 7,204,866 6,867,51 | 
5,000 32. Standard 2 Ae N 4,312,040 1,647,615 700,840 6,660,495 6,726,200 | 
277,697 | 33. Radio Corp. of America ........... T 1,748,712 1,447,446 784,272 1,927,896 5,908,326 7,407,533 
682,308 | 34. Armour & Co. ................. M 1,924,859 2,360,493 1,330,190 266,981 5,882,523 5,744,560 | 
14,866 | 35. Firestone Tire & Rubber Co. ...__. M 849,959 2,256,122 706,147 1,235,170 5,047,390 3,561,122 
1,668 | 36. Johnson, S. C., & Son Inc. ....... 948,419 585,935 2,035,414 1,275,841 4,845,609 3,328,044 | 
Be MEN, CBs a asecccccccseeses M 66,642 2,739,898 317,072 1,608,950 4,732,562 3,365,879 
33,297 | 38. 0 See u 1,682,395 2,013,996 1,027,821 4,725,212 4,580,706 
39. Wrigley, William Jr. Co. .......... R 1,803,929 362,640 2,044,941 504,360 4,715,870 4,405,144 
40. du Pont de Nemours, E. I., & Co. . M 1,218,243 2,671,392 661,914 134,430 4,685,979 2,998,643 
41. American Telephone & Telegraph Co. ” 29,927 3,700,156 784,972 4,515,055 3,983,612 
58,698 | 42. Nash-Kelvinator Corp. ........... N 1,919,984 1.679.358 848.025 4,447,367 4,754,056 | 
45,808 | 43. Borden Co. ................ M 1,681,703 1,830,888 720,465 4,233,056 4,467,930 | 
12,690) 44. Aveo Mfg. Corp. ................ M 1,182,726 1,558,770 190,206 1,164,137 4,095,839 4,234,961 
264,228) 45. National Biscuit Co. ............ ” 949,271 1,250,763 —s-:1,423.260 446,340 4,069,634 «4,602,881 
212,826 | 46. Schlitz, Jos., Brewing Co. ........ T 586,811 1,355,602 399,355 1,384,510 3,726,278 3,260,628 | 
170,062 | 47. Johnson & Johnson ............. ” 756,614 2,398,300 514,215 3,669,129 —s- 3,780,171 
42,764) 48. Packard Motor Car Co. .......... N 2,800,214 789,321 27,882 3.617.417 3,445,423 | 
49. International Cellucotton Prod. Co. . N 1,854,324 1,732,991 3,587,315 2,745,465 
47,549 50. Studebaker Corp. ............... N 1.904.828 1.674.157 3.578.985 3,826,356 | 
Sl. Admiral Corp. ................. _N 1,236,847 878,181 703,097 675,590 3,493,715 4,584,531 
64,304 52. Walker, Hiram-Gooderham & Worts M 1,680,834 1,804,361 3,485,195 4,164,893 
53. Goodrich, B. F., Co. ............ M 774,317 1,669,131 863,877 3,307,325 2,600,804 
104,093 54. American Chicle Co. ............ R 685,063 396,921 1,313,115 895,087 3,290,186 760,455 
1,744,917! 55. Heinz, H. J. Co............. M 1,298,497 1,484,888 454,276 3,237,661 3,210,263 
307,668 56 Hunt Foods Inc. ............ M 1,423,,849 1,562,771 212,720 3,199,340 2,154,614 
66,892! 57 y. $. Rubber Co... M 960,988 1,679,757 8,380 541.425 3,190,550 2,772,005 | 
|e home hws. M 562,521 1,763,636 129,767 711,910 3,167,834 3,651,492 
i tnnunea....... " 1,858,104 216,833 8,949 1,041,350 3,125,236 ~—S> 2,225,551 
wan| & Maton Oe. .... T 181,157 629,459 648,983 1,604,060 —-3.063,659 —-3,002,802 

Gl. Gault Ores M 87,541 1,306,126 1,324,430 273,440 2,991,537 1,624,777 
pid my ee 886,683 1,949,204 153,916 2,989,803 2,449,701 
13,965 | 94 “Gagan 983,864 791,263 496,819 670,605 2,942,551 3,024,452 
122,958 | 63. Carnation Co. .................. N 2.054.197 807.189 2.994 2.864.380 3,180,498 

64. Doubleday & Co. .............. N Pry : ‘ "act. f 
243,828 5. Wile -Oartend 1,562,201 991,352 228,278 79,194 2,861,025 1,786,054 
ey oe ge ~~ y RE 1,197,707 157,410 1,353,729 147,660 2,856,506 2,584,486 
mead to ey 1,104,850 596,348 99,316 1,025,565 2,826,079 —.2,735,104 
28.108 | 68. California Packing Corp in 603,936 1,915,847 15,645 260,477 2,795,905 2,134,676 

, 69. Manhatt axcahlee 628,637 405,975 1,442,346 254,790 2,731,748 2,654,866 
95,118 - Manhattan Soap Co. ............ R 2713668 3.103.780 
42,710 | 70. Hudson Motor Car Co. .......... N 2,104,610 609,058 yrs RA. 

7 71. Socony-Vacuum Oil Co. .......... M 1,064,017 1,595,579 838 2,660,434 2,654,650 
92,029 | 72. Brown-Forman Distillers Corp 4 M 995,657 1,616,007 2,611,664 2,709,638 
72.437 | 73. Gulf Oil Corp . 467,754 1,170,801 947,520 2,586,075 2,232,090 

' 74. Santerd O84 Cs. (ists) . 1,074,286 90,930 1,208,178 201,615 2,575,009 2,535,775 

: nee tre tee 474,819 2,079,558 2,554,377 1,981,291 
354,986 | 75. Eastman Kodak Co. ............ M 

76. Union Carbide & Carbon Co... “ 1,197,434 1,317,680 2,515,114 2,559,296 
28,248 | 77. U. S. Steel Corp. .............. ” 188,186 = 1,354,550 931,308 2,474,044 = 2,699,445 

, % teh ia...” T 375,021 2,343 771,768 1,296,526 2,445,658 1,666,333 

Saeeart!| 9 Avudeens Gort Go. t 943,637 426.498 1,071,330 «2,441,465 —= 2,482,823 
LOSS! os Shetle Atetie Gc. Ld 57,654 728,332 687,132 918,645 2,391,763 —.2,373,710 
Bn So. G@ubentte eS R 358,376 553,775 833,934 604,000 2,350,085 —-2,382,751 

" 82. Kaiser-Fraser Corp. .............. N 1,499,204 457,271 378,265 2,334,,740 3,044,701 
wey | GS, Ganda Ory Glineer iis tes. M 760,059 1,219,190 346,718 2,325,967 _—_ 2,725,538 

la See of u 111,559 1,547,673 127,393 527,325  2,313.950 _—-2,567,742 

ee oe. ih adalat . 576,006 861,535 854,745 2,292,286 2,147,885 
yr tua. T 223,289 600,653 457,991 979,390 2,261,323 1,022,453 
15.026 | 87. Glenmore Distilleries Co. ........ N rir aa yon ee 

et ES ivgktigs ooh be éne ida M ’ ’ ’ : ’ : ‘ 
18.7 | Sani oF inten u 1,249,713 943,760 2,193,473 1,387,528 

Stan Gas Gates Gide pe 705,748 1,338,158 135,665 2,179,571 —2,449,747 
1720 | OL. Stoney. Van aa. a 177,693 728,065 739,913 476,385 2,122,056 + —«:1,405,578 
nl ?. fo i me M 1,515,527 367,602 227,824 2,110,953 —- 1,833,978 
a ay Sy Rpendeebbbabieite R 174,925 1,117,306 784,310 2,076,541 1,824,418 
7006 | 94. Park & Tilford Distillers Corp. N — oo oan <tiaen <iaeel 

600 | 95. Cluett, Peabody & Co. .......... M 801,463 ' 1052, pond 
9.600 | 36 Mall fectiees ton T 181,798 124,737 642,675 1,095,140 2,044,350 954,377 
5,415 . oan... N 1,281,192 760,891 2,042,083 1,941,903 
i. aintmerea M 370,052 726,670 538,352 406,000 2,041,074 ~—s 2,551,649 
20,524 | oo pend’ gab canon 528,072 1,429,650 82,020 2,039,742 2.130.186 
2,360 | 99. Pond’s Extract Co. ............ M 1.359.109 

"F208 | 100. American Cyanamid Co. .......... M 286,988 1,704,137 1,991,125 1399, 
ead "Total $215,592,426 $196,006,258 $128,475,636 $140,873,153 $680,975,023 $639,563,845 
149,451 | —Sources: Newspaper and suppiement figures, Bureau of Advertising; magazine, radio and television figures, Publishers Information Bureau. 

| 
| See nee 34,465) Black Inc., Walter J. ........, 59,389! Borden's Biscuits .............. 1,309 
36,296 | ig Mr. Boston Whisky ........ 8.174| Classics Club ................ 62,365| Borden's Buttermilk .......... 4,015 
23,675 | peaMUDA TRADE DEVELOPMENT Detective Book Club .........., 263,248| Borden's Chocolate Milk ........ 6,206 
5 Re ieee nepyenoeel 31,420 BLAIR MILLING CO. | Borden's Cottage Chose ........ - 
285.505 BERNSTEIN SHIPPING CO., ARNOLD Ezy Cake Mix ... 48,242 ae so weg Bees eee ees ame 
200.031 TE We cas ca naaee <a 72,458 | BLANTON CO. — orcen's Dog —aamecebgeas 15.887 

‘474 BERRY TOURS .................. 37,200| Creamo Margarine .............. 54,459 Borden's Egg Nog ............ 
85,474 | Borden's Evaporated Milk ...... 8,040 

BERWIND FUEL CO. BUTE | WEINHARD co. 

27,613 | Pocahontas Coal | ER OE 48,540 Borden’s Frozen Foods ......... 13,941 
|BEST FOODS INC. ............. 524,177 pLock. ‘DRUG co. ss scceeesss 1,858,104, Borden's Frozen Vegetables ...... sean 
125,874 | ‘Best Foods Mayonnaise ........ 79,437| Amm-I-Dent Toothpaste 1,007,008 | Serden’s tee Croom ............ 231.411 
Best Foods Salad Oi) .......... 39,836 | Amm-I-Dent Tooth Powder 100,039 Borden's Instant Coffee ........ oc 
re oay Best Foods Sandwich Spread...  2,887| Green Mint Mouth Wash 79,196 | Borden's Mayonnaise ............ ’ 
53,430 | Best Foods Products .......... 12,211 Green Mint omega pis 1,903 Borden’s Mayonnaise & Salad 
37,903) Hellmann's Mayonnaise ........ 304,039 Innerclean .... ae 7£872| Dressing .......eseeeeeeeees 64,483 

2,391 | Hellmann's Mayonnaise & ee ee 385,345 Borden’s Milk ................ 190,394 
27,441 | Presto Cake Flour ......... 1,635 Poll-Grip wcccseesss 171,519, Borden's Salad Dressing ........ 1,661 

$071 0 Quick Oats .............. 15, 330 Poslam ..... Pee, 5,051 Borden's Sherbet .............-. 1,018 

| Nucoa Oleomargarine .......... SU TD cece ccccsvcccs. 9,528 Carpenter's Ice DE gtieced doe aan 
393,504 Shinola Shoe Polish ............ 16. nis BOBBS-MERRILL CO. 56.771| Challenge Milk ................ 6.51 

BETHLEHEM STEEL CO. ........ 65,688 | BOEING AIRPLANE CO. 40,922 Charlotte Freeze .............. 28,073 

BETTER LIVING INC. .......... 33,278 BOHEMIAN BREWING Co 25,642 Gail Borden Milk ............. 3,903 
38,033 BIRD & SON INC. Soho avs ss cckcasde 177,961 Horton's Ice Cream ............ 99,017 
68,61 Floor Coverings & Rugs ........ 220,083; Bon Ami ......--- 162,170; Lady Borden Ice Cream ........ 27,996 
47,917 BisHoP INC., HAZEL — OU” Pe 15,791 19 Brand Frozen Foods 2,057 
3, Toilet Preparations ............ 362,928 BONNIE HUBBARD KUBBARD 37,585 Pioneer Ice Cream Co. ......... 1,929 
1,530 BLACK INC., WALTER J. ........ $36,286 BOOK-OF-THE-MONTH C\UB 295,665 Reid's Ice Cream ..... 26,608 
Black's Readers Service Co. 451,284; BORDEN CO. .....-.. ......., | Se a 559,600 
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BORG-WARNER CORP. .......... 137,862 
Borg-Warner Overdrive ........ 36,545 
2 eae 11,725 
0 en 5,738 
Norge Refrigerator ............ 14,270 
REE a ae 42,548 

| Merge Premetts 2... wc ccccccn 27,036 

BOSTON & MAINE RAILROAD .... 32,951 

BOSTON CONSOLIDATED GAS CO. 30,822 

BOSTON EDISON CO. ........... 61,267 

BOTANY MILLS INC. ............ 109,908 
a ee 4,374 
a are 105,534 

ee 77,398 

BOWMAN DAIRY CO. ............ 162,128 
Gs Ps andy x a 010° Sed54 0’ 9's: 2,933 
NE Ss os oc k clade ads cer 5,460 
Cottage Cheese ............... 15,066 
NE ies cc éhs00seeves 24,205 
Ms a8 ok aise bash 4 Ko UA 6,637 
ee eee eee 9,969 
eS eee 21,342 
rere re 56,255 
SN Eich ic aya 665 bene ss¢ 5a 8.620 
Strawberry Drink .............. 11,641 

BRACH & SONS, E. S........... 145,191 

BRADFIELD CO. 

Mother’s Friend .............. 26,358 

BRANIFF INTERNATIONAL 
ee 387,443 

BRAUN BAKING CO. ............ 60,122 

BRECK INC., JOHN H. .......... 26,542 
ae 1,461 
CPS vice ais 6 ie yo. 9o dae aXe 14,595 
ESS ee ern 10,A86 

BREITENBACH CO.. M. J. 

Pepto-Mangan ................ 29,661 
| BREWING CORP. OF AMERICA $1,428 
Carling’s Beer & Ale ........... 5.437 
Carling’s Black Label Beer ...... 15,307 
Carling’s Red Cap Ale .......... 60,684 

BRIDGEPORT BRASS CO. ....... 81,299 
EE, Hit ied 0 44-944 44-042 26,339 
1 Seer ree 139 
APES re ere e ree 54,821 

ee Ws eh kcecetcuserece 36,740 
Macaroni Dinner .............. 5,694 
Spaghetti Sauce .............. 3,380 
MY IE ic odacsccceceeusén 16,181 
I ibe Osa 4d a eRKe ee 3% o2 11,485 

A Se eee 243,339 

BRIMM’'S PLASTI-LINER CO. INC. 

SD i 6356 G50 6 8% 0-4 40 45,747 

BRISTOL-MYERS CO. ...... 2,283,824 
Ammen Medicated Powder ...... 32,065 
NES Mis eld ahs 4.4 )4'o-x.0 6:63 38,192 
Ipana Ammoniated Toothpaste 241,534 
Ipana & Sal Hepatica ........ 314,024 
Ipana Toothpaste .............. 429,615 
fk ear 251,069 
SS 207,734 
i ree ee 99,271 
Sal Hepatica & Vitalis ...... 52,138 
Trushay Hand Lotion ........ 277,570 
ME Gs hertah ay ahead pW As ees od Xa 332,749 

DS a ere 7,863 

BRITISH BOARD OF TRADE 
British Industries Fair ......... 34,656 

BRITISH OVERSEAS AIRWAYS 
IR er eee 354,904 

| BRITISH TRAVEL ASSN. ........ 40,601 

| BROOKLYN UNION GAS CO. .... 236,321 

BROWN-FORMAN DISTILLERS 
eer ee 995,657 
Brown Forman Whiskies ........ 14,983 
Early Times Whisky ........... 553,279 
kee 45,889 
Old Forester Whisky .......... 381,506 

BROWN-GRAVES CO. 

Bee Gee Windows ............. 59.087 

BROWN & WILLIAMSON TOBACCO 
EEN? OR A pre ae 605,064 
PE rer crore ae 448,136 
Ee nee re ae 19,042 
CL. -ccwuneauaatanaebanieke 1,425 
Sir Walter Raleigh Tobacco ...... 24,113 
EE A Ae 112,348 

BROWNELL & FIELD CO. ....... 27,116 
Awtecrat Coffee ........ccces 21,583 
er errr err 5,533 

BRUCE CO., E. L. 

Cleaning Wax & Floor Cleaner .. 216,159 

BRUCE PHARMACEUTICAL CO. INC. 

McLaroas Scalp Formula ...... 39,089 

| BRUNSWICK-BALKE-COLLENDER 
i eee eetGe secs vi bbetiawees 106,596 
. S. . S  ee 2,924 
Eee 94,093 
Bowling Equipment ............ 9,579 

BULL & CO., A. H. 

| Steamship Transport .......... 56,911 

BURGER BREWING CO. 

2 Y Aer eee 175,649 

BURGESS VIBROCRAFTERS INC. 

EE cots céewwieed¢6% 70,652 

BURKE LTD., EDWARD & JOHN .. 176.262 °: 
CP AbtSeekceeekck sd cavens +0 21,293 

PE sae hdus retaws aes 154,969 

BURLINGTON MILLS CORP. OF N.Y. 

SE, SG R00 TERMS Kedaak Gd 4 sss 84,766 

BURNHAM & MORRILL CO. 
ye eee 38,617 

BURPEE CO., W. ATLEE 
ST aedeebens vacveucdiarsece 111,510 

BUXTON INC. 

EE rere oer 36,627 
BUY-LINES BY NANCY SASSER 839,789 
¢ 
eee Ge OU Be diners vesees 50,273 
EY WA e046 0050 43.65 25,560 
French Dressing 5,884 
Mayonnaise ......... 9,174 
Potato Chips ........ 1,740 
Sandwich Spread ...... 2,165 
rrr 5,750 
CAIN’S COFFEE Co. 37,547 
Pt  beReesesibuetses sine des 5,493 
Ff eer ere 32,054 

CALIFORNIA ALMOND GROWERS 
EXCHANGE 
Blue Diamond Almonds .......... 28,305 

CALIFORNIA DAIRY INDUSTRY 
ADVISORY BOARD ............ 57,252 

CALIFORNIA FRUIT GROWERS 
ae , 630,434 
Sunkist Frozen Orange Juice 137,963 
Sunkist Lemon Juice ........... 1,936 
SEE ME i cccccebessvcee 76,751 
Sunkist Orange Ade & 

I sa se 11,046 
Se MD, aa vcsccaveccces 402,738 
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volume in two years! 


NEW ERA, now a leading brand of potato chips in the Chicago 
market, was seriously restricted in sales a few years ago by spotty 
distribution. 

In the two years following New Era’s decision to adopt a 
Chicago Tribune consumer-franchise advertising program, 
Nicolay-Dancey, Inc. got greatly increased distribution, doubled 
its dollar sales volume and built a new Chicago processing plant 
to keep pace with the demand. 

Recognizing that selling the consumer is the key to distribution, 
New Era and its agency, Ewell & Thurber Associates, chose to 
concentrate on the huge audience of grocery store customers 
delivered by the Chicago Tribune. And for the dramatic impact 
needed to touch off a market-wide buying trend, New Era elected 
to use Chicago’s No. 1 selling force—full pages in Chicago Tribune 


newsprint color. 

The effect of the advertising was immediate. One after another, 
the ads produced record sales volume. To hold its gains, New Era 
followed up with consistent black and white advertising inter- 
spersed with color pages. 

Now entering its fifth year, the New Era Chicago newspaper 
campaign still is placed exclusively in the Chicago Tribune. 

The Tribune consumer-franchise plan is based on first-hand 
selling experience and is geared to today’s problems of retailing. 
It is a proved procedure that can earn for your product a greater 
share of Chicago’s important volume of sales. 

For complete details, get in touch with your Chicago Tribune 
advertising representative. Let him show you how you can use 
the plan with profit. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


For another case history of the consumer-franc jise plan in action... 
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CALIFORNIA & HAWAIIAN SUGAR Franco American Spaghetti Sauce . 76,228 Carnation Cottage Cheese ........ 9,137 CHESEBROUGH MFG. CO. CONS'D 
REFINING CO. V & Vegetable Juices .......... 442,786 Carnation Dairy Products........ 22,476 Vaseline Hair Tonic ............ 358,376 
8 oF BPP YO Or rre 133,786 CANADA DRY GINGER ALE INC. . 760,059 Carnation Evaporated Milk...... 59,993 CHICAGO & NORTH WESTERN RY. 70,493 

CALIFORNIA LIMA. BEAN GROWERS | Camada Dry Beverages .......... 104,178 Carnation Ice Cream .........- 57,731 GHICAGO & SOUTHERN AIRLINES 186,697 
ASSN. | Canada Dry Ginger Ale ........ 238,771 Carnation Instant Wheat ...... 45,675 CHICAGO, BURLINGTON & 

EE BED cece vedcisestaios 39,562 Canada Dry Ginger Ale & Water .. 70,117 UE s.ascesevescie 71,309 QUINCY RAILROAD ........... 138,864 

CALIFORNIA OIL CO. | Canada Dry Hi-Spot ..........- 2,167| Carnation Orange Juice.......... 5 i errr rrr 1,329 
ce ee 84,029| Canada Dry @range Drink ....... see ccs nienniess 450,439 Rail Transport ..............-. 137,535 

CALIFORNIA PACKING CORP. ... 603,936 Canada Dry Quinine Water ...... 20,063 Gold Cross Evaporated Milk...... 5.097 CHICAGO, MILWAUKEE, ST. PAUL 
Del Monte Catsup ........... $s 43,109 Canada Dry Tom Collins Mixer ... 4,115 CAROLINA POWER & LIGHT CO. 38,414 & PACIFIC RAILROAD ........ 318,095 
Del Monte Fruits .............. 253,744 Canada Dry Water ...........--- . 133,883 | CARR-CONSOLIDATED BISCUIT CO. 177,578 CHICAGO & NORTH WESTERN AND 
Del Monte Juices ........-...- 23,104 Cinzano Vermouth ............. 12.185 | CARRIER CORP. UNION PACIFIC RAILWAY .... 950 
Del Monte Prune Juice ......... 11,933 Johnnie Walker Scotch ......... 166,595 Air Conditioners .............. 35,116 CHICAGO, ROCK ISLAND & 

Del Monte Vegetables .......... 28,205 CANADA STEAMSHIP LINES LTD. . 56,363 CARTER PRODUCTS INC. ........ 375,021 PACIFIC RAILWAY CO. ....... 135,820 
Del Monte Products ............ 243,841 CANADIAN NATIONAL RAILWAYS . 338,646 DE Sib hake edeesceaeseuscses 272,717 CHICAGO TRIBUNE _.......... 210,353 

CALIFORNIA PHYSICIANS ne WE . wn cvcccdesveeeee 227,360 Carter's Little Liver Pills ....... 25.754 CHICAGO. WILMINGTON & FRANKLIN 
SERVICE nn cccsccsccccccseces 63,582. Trans Canada Airlines ......... 111,286 Rise Shave Lather ............ 76,550 COAL CO. 

CALIFORNIA PRUNE & APRICOT | CANADIAN PACIFIC RAILWAY CO. 395,434 | CELANESE CORP. OF AMERICA .. 104,220 0 RPS eee eee 26,505 
GROWERS’ ASSN. ee eee rer er 1,168 | CELIA VINEYARDS CHICOPEE MFG. CORP. 
a, Ee es Sere RUAI46) Rall Tramapert. co.cc ccccccecess 268,529 Betsy Ross Grape Juice ........ 47,841' tCumite Sereeming .............. 46.037 

CALIFORNIA WALNUT GROWERS’ ASSN. Steamship Transport ........... RT SEE, WS 6.0605 65 cccesceesu 49,090 CHRYSLER CORP. iid eee a keke 11,702,787 
Diamond Walnuts ............. 191,214 | CANDLE-LITE CHEMICAL CO. it 0 60654-00406 00 040000 27,969 Chrysler Airtemp .........0000% 85,198 

ro! Pe eee BEG) GeeDAME once sccc ccc cccse NE I aca rss cecasecedse ne i) SE DR ed ies cees 2,872,654 

CAMFIELD MFG. CO. CANEPA CO., JOHN B. CENTLIVRE BREWING CORP. .... 29,394 Chrysier & Plymouth Cars ...... 41,976 
Coffee Maker & Toaster ........ 25,809 | Red Cross Macaroni ............ 68,814 | SO ae rere 1,410,924 

CAMPANA SALES CO. ........... 398,067 |CANUTE WATER CO............. 80,084 Old Crown Beer & Ale .......... 1,047 De Soto & Plymouth Cars ...... 71,349 
EPR A eer yy es 237,326 CAPITAL AIRLINES INC. ........ 597,455 CERIBELLI & CO., G. NE Sa dec ieedegerss ye 4,346,168 
Campana Preparations .......... 67,086 |CAPUDINE CHEMICAL CO. ...... i Pere rere 40,196 Dodge & Plymouth Cars ........ 46,191 
DDO PE hdc cdacscces BOP, «PIG ha ccescaccccccce 70,591 CHATTANOOGA MEDICINE CO. .... SURE) SE WEEE Sie sv esicceaddeseess 1,283,154 
Solitair Preparations ........... 65,928 SS EN ss Aaa doe 00 ens heb 000s Set «IO hope cccvcccscses 92,554 Plymouth | ere 1,348,917 

CAMPBELL SONS CORP., HARRY T. 83,404; Nutrena Dog Food ............ 1,481 DT Setghbhededsssseceeaes 78,861 A eee 196,256 
0 AR Re Re er ree Beer 1 CARMATION GO. cncccvecccsoce 983,864 CHEERFUL CARD CO. CHUN KING SALES INC. 

DETEE bcverticsos see eteraves 72,195 Se IE cad odic 0.s'0% 0 00 . 18,986 Eee re tee $9,558 OD ere ere 64,626 

CAMPBELL SOUP CO. .......... 1,199,311 ery 1,880 CHEMICALS INC. CHURCH & DWIGHT co. 

Campbell's Beans ........+.+-. 255,256 Albers Pancake & Waffle Mix .... 105,904 5 oak ie os ob ie ain'ee 48.928 Arm & Hammer Washing Soda ... . 61,539 
Campbell's Soups ............- 165,820 CO rrr ere 32,377 CHESAPEAKE & OHIO RAILWAY .. 78,524 CIGAR INSTITUTE OF AMERICA .. 129,962 | 
Campbell's Tomato Ketchup ..... 19,597 MUR 6.53683 6 6b ode 19,961 CHESAPEAKE & POTOMAC CINCH PRODUCTS INC. .......... 345,124 | 
Franco American Spaghetti ..... 239,624 Carnation Corn Flakes.......... $1,514 ere er 350,831 ECS Gad see cbaaw vee 302,003 


INDIANAPOLIS... First In 


A record-breaking $6,942 average income per household,* plus a fast- 


Bias growing population of over 550,000, qualify Indianapolis as America’s 
‘a richest BIG market. 

For winning sales performance, Indiana’s two largest dailies, The 
Star in the morning and The News in the evening, give you saturation 


coverage of this No. 1 market, supercharged with an effective bonus cover- 


age of the 44 surrounding counties. Stay ahead in the sales race. Get full 
market information. Write Paul Grimes, National Advertising Manager, 


Indianapolis Newspapers, Inc., Indianapolis, Indiana, or . . . 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


YOUR FIRST TEAM FOR SALES IN 


“ 2 < > Soon 
Res * , $a ihy an 
“gs ~ od - is 
ts Ra Bai alin ne PS CN sla ns 


America’s No. 1 Market* 
in Average Income 

Per Household Among 

Cities of Over 400,000 


*Consumer Income Supplement, 
1953 Standard Rate & Data 
Service. 


INDIANA 


THE INDIANAPOLIS NEWS / Sp 


RT I i ata ag a pi ack Aso 26,423 

EE ee Se ree 16,698 
CINCINNATI & SUBURBAN BELL 

DE 61,411 
CINCINNATI GAS & ELECTRIC 

RS 50.763 
CITIES SERVICE CO. 

A are 317,391 
CITIZENS GAS & COKE CO. ...... 49,186 
a Saree 134,440 
CLARK-CLEVELAND INC. ........ 409,390 

Ns head. aes wd kw esok 347.836 

SS 61,554 
CLAYTON CO., S. C. 

eee 27,495 
CLEVELAND ELECTRIC 

ILLUMINATING CO. ........... 100,579 
CLICQUOT CLUB CO. ............ 50,624 

ME Wha. g 4:9. 60 bax wan 0 Wa 4-88 25.951 

ee ee ee 3,427 

RE ry er ae 8,316 

ED vnccevine sas dees 3,318 

ere: 3,036 

|. eee ree 6,576 
ee 143,123 

EE rs 29,354 

ERR en eres 90,558 

Ph i tecnn Gel pin Sse b vkee ae 8 23,211 
CLING PEACH ADVISORY BOARD 331,768 
CLINTON FOODS INC. ‘ 198,062 

Hi-C Orange Ade .............. 1,055 

Snow Crop Frozen Foods ........ 100,146 

Snow Crop Frozen Juice 

0 a re 28,540 
| Snow Crop Frozen Orange Juice .. 12,001 
S| BR BE iv vicccccaccccs 54,210 
Sun-Filled Concentrated 
errr 2,110 
CLOROX CHEMICAL CO. ........ $52,201 
CLUB ALUMINUM PRODUCTS CO. 

Club Hammercraft .............. 43,064 
J Seer ree 1,682,395 
I re 192.136 

a kiss a eases as a 22.110 

Pleer Furneees 2.2... kee eee 22,563 

Mere eee ere 38,948 

Heating Equipment ............ 93,930 

_ |. SA See 14 585 
COLGATE-PALMOLIVE-PEET CO. .. 12,088,261 

EE: htc pdedwasexies'es 948 842 

Cashmere Bouquet Preparations .. 7 122 

Cashmere Bouquet Soap ........ 660,441 

Cashmere Bouquet & Vel ........ 24 140 

A ee 3,972 

WN oa By k ik 558 6d CAS G68 ci cass 15,483 

Crlgate Dentifrices ............. 3.548.491 

Co'gate Shave Cream ............ 70,450 

Colgate Toilet Articles .......... 10,235 

. SERRE i ee 2,542,823 

. SR a eae eee 497,322 

Kirkman Cleanser .............. 11,113 

Kirkman Detergent ............ 61.675 

a ere 51,837 

Kirkman Granulated Soap ...... 15,488 

eee 3,952 

AS eee 18,482 

Lustre-Creme Shampoo .......... 433,972 

Octagon Granulated Soup _....... 2,562 

NNO UD cv ecdecsataacas 89,806 

Pe Oe i seat eeadave 961,745 

St EE) hoe Sen eawia sateen 487,507 

ROAR ere Cee re rere 582,711 

ESE e err ere ree 763,502 

PR eee 211,588 
COLLEGE INN FOOD PRODUCTS CO. 75.649 

Breer rr 48,723 

SAR ree er 12,626 

Tomato Juice Cocktail .......... 13,900 
COLONIAL AIRLINES INC. ...... 78,992 
|COLONIAL BISCUIT CO. ........ 26 807 

Cofenial Crackers ...........5.. 20,847 

Town House Crackers ............ 5,960 
| COLONIAL STUDIOS INC. ........ 36,142 
|COLUMBIA BAKING CO. .......... 225,398 

POPP rer ree 214,598 

Southern Fruit Cake ............ 1,692 

I AE a ess Eo aya Fa 9,108 
COLUMBIA BREWING CO. ........ 136,764 

Alt Heidelberg Beer ............ 66,365 

Columbia Beer & Ale .......... 70,399 
, COLUMBIA BROADCASTING SYSTEM 142,305 

CBS Columbia Television ........ 77,826 
| CBS Hytron Service ............ 7,812 
| Columbia Broadcasting 

| a ee 43,512 

Columbia Phonographs & 

DEY Geis Uh gasceas Dated se 2,338 
| Columbia Record Player ........ 6,132 
| Columbia Records .............. 4,685 
| COLUMBIAN RIVER PACKERS ASSN. 
| Bumble Bee Tuna .............. 38,455 
| COLUMBIA TOBACCO CO. 
eee 52 934 
| CoLumeus RRR ere 47,633 
COLUMBUS & SOUTHERN OHIO 

SE ML, wddx dcwasse des 49,059 
COMFORT MFG. CO. 

Craig-Martin Amnoniated 

. 97S rrrrrer 29.990 
COMMERCIAL SOLVENTS CORP. 137,310 

EES i err 8 426 

Norway Anti-Freeze ............ 21.693 

. oo ae rey 93,656 

Per ere crt 13,535 
COMMERCIAL TRAVELERS MUTUAL 

ACCIDENT ASSN. OF AMERICA .. 88,884 
COMMONWEALTH EDISON CO. .... 239,185 
COMMUNITY TRACTION CO. 

RSE ee eee 28,235 
COMSTOCK CANNING CORP. 

ek ere 29,835 
| CONGOLEUM-NAIRN INC. ........ 95,913 
ee . .. Pererrerereree rere 1,067 

Gold Seal Congoleum ............ 92,693 
ie... Si eeerer ee eee eeereer 2,153 
| CONMAR PRODUCTS CORP. 

DE Sei tehons bend ndees6ice 27.670 
CONNECTICUT LIGHT & POWER CO. 47,227 
CONSOLIDATED CIGAR CORP. 1,022,774 

ED sas cadesesnds ses 16,294 

Dutch Masters Cigars .......... 284,457 

Bo Pere re 417,183 

EE ED. oivees ccd seaces 140,104 

CE 5.00 ¢i60600.080 133,972 

EE 66045 4600500400006 30,764 
CONSOLIDATED COSMETICS CO. 179,143 

Lanolin Plus Preparations 146,563 

Lanolin Plus Shampoo .......... 1,844 

Lanolin Plus Products .......... 30.736 


CONSOLIDATED DAIRY PRODUCTS CO. - 163 
NOD vn cue desewsanses 706 
Darigold Evaporated Milk ........ 
Darigo!d Milk 
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EASY increases sales 


3% in two years! 


WITH unit sales up 23% in Chicago following concentrated use 
of the Chicago Tribune in 1950 and 1951, Easy Washing Machine 
Corp. continued thru 1952 to make outstanding gains in sales and 
in its share of the market. 

For more than four years, Easy has placed in the Tribune its 
entire Chicago appropriation for general newspaper advertising. 
Thru its agency, Batten, Barton, Durstine and Osborn of Buffalo, 
N. Y., Easy. adopted an advertising program designed to build a 
consumer franchise in Chicago and to build strong dealer support. 

To create consumer demand, Easy aimed its campaign at the 
huge, responsive audience of the Chicago Tribune. To get dealer 
support, the campaign made use of the Tribune’s zoned circulation 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


For another case history of the consumer-fran-hise plan in action... 


which directly benefits dealers right in their own neighborhoods. 

Presenting strong brand copy over the dealers’ names, the 
campaign has averaged one 1,000-line insertion per month for well 
over three years. 

Reports H. J. Gerrity, Easy divisional sales mgr., ‘““The Tribune 
campaign has been a double-barreled success from the start. It has 
produced the consistent sales volume we want during an unstable 
period and...it has been an important factor in the building of 
our present strong dealer organization in the Chicago market.” 

A Tribune consumer-franchise plan can help your advertising 
produce customers as your plant produces merchandise. Ask a 


Chicago Tribune representative for the complete story. 
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LIKE CALIFORNIA WITHOUT THE 
BILLION DOLLAR VALLEY OF THE BEES 


To really ring up sales in California, don’t forget to cover the inland 
market — the Billion Dollar Valley of the Bees. This area has more buying power 
than San Francisco and Oakland combined. And the favorite newspapers 
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climbs to Ist place 
in eleven months! 


HILLS BROS., Chicago’s best-selling brand of coffee for more 
than twenty years, once ranked 64th in Chicago sales. 

In eleven months, Hills Bros. jumped from 64th to first place 
with an advertising program placed entirely in Chicago news- 
papers. Since then, no other brand of coffee has overcome its lead 
in this market. 

From 1931 thru 1934, Hills Bros. thru its agency, N. W. Ayer 
& Son, used an intensive newspaper advertising program designed 
to make Chicago consumers change their buying habits. Then, 
with sales leadership established, the company was able to hold 
the top spot in Chicago with lesser advertising expenditures. 

Here is a clear-cut demonstration of how the Chicago Tribune 
consumer-franchise plan works. Hills Bros. saw the need to build 
a consumer-franchise in Chicago—a large share of the day-to-day 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


For another case history of the consumer-frarchise plan in action... 


buying, relatively undisturbed by competitive pressure. To do so, 
the company relied on the atmosphere of action, the extra impact 
and greater market penetration of newspapers. 

From the beginning, the Hills Bros. sales drive has been built 
around the Chicago Tribune. In each of the critical first years, as 
now, more of the company’s advertising expenditure was placed 
in the Tribune than in all other Chicago newspapers combined. 

The Chicago Tribune consumer-franchise plan meets squarely 
today’s competitive selling conditions. It offers you a complete 
marketing program based on the retail selling trend toward fewer 
brands per store and less personal selling. 

Whatever your Chicago sales objectives are, a Tribune con- 
sumer-franchise plan can help you. Ask a Tribune representative 
for the details. 
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60 Advertising Age, June 29, 1953 
DUQUESNE BREWING CO. OF | Radio & Television .........-.-. 20,899 | FAIRMONT FOODS CO. .......... 121,108 = Mrs. Filbert's Mayonnaise ....... 41,289 Grapefruit & Grapefruit Juice .... 2,845 
oe kes ocawkeae 40,563 CP Riise wks sb pee ee dhe 190,333 Piet tt ecandsseackese sede 7,554 Mrs. Filbert’s Salad Dressing .... 10,272 Grapefruit & Oranges ........... 8,727 
DUQUESNE LIGHT CO. .......... 138,634 EMPLOYERS CASUALTY CO. ..... 28,529 Cottage Cheese ...............- 17,343 Mrs. Filbert’s Products ......... 7,963! Orange Juice ..............00. 62,810 
OUTTON & CO. EP. 6......0000% 52,748 ENGLANDER CO. — | —Beeerppeppeeppes 38,392 FINANCIAL WORLD ............. NE I iso ickaciétaccases 91,164 
| MIE eve deccsesctsoseces RO) POU TIMED ccc sccscccvcccces 14,263 FINE PRODUCTS CORP. .......... 60,495 Oranges & Orange Juice ......... 232,989 
E ENO-SCOTT & BOWNE ........... 207,271 Frozen Poultry Products ........ 15.173| Hollingsworth Candy ............ 90,402| Tangeriess ..........-2..0000, 36,731 
‘ PE @yedseontseedosaesss 185,587 ES Serer 28,383 Nunnally’s Chocolates .......... 30,003 ER SOP Arr rererr 45,123 r 
EAST OHIO GAS CO. ............ SE MES dceic ¢ssd obaad pave 5,362 FALLS CITY BREWING CO. ...... 164,578 FIRESTONE TIRE & RUBBER CO. 849,959 FLORIDA CITRUS EXCHANGE 
EASTCO INC. ......-.- 0. se evunes 171,911 Scott's Emulsion ............--. 16,322| Falls City Beer ............... i” “Serre 5,309 Florigold Grapefruit & Oranges .. 26,386 

Clearasil 2... 002 .ee cece eeeees 132,331 ENURTONE CO. ................ 41,871| Great Falls Beer ............... EE 2,264 FLORIDA FASHIONS INC. 

Espotabs ....-. ++... eeeseeeees 39,580 EQUITABLE GAS CO. ........... 42,634 FALSTAFF BREWING CORP. Ree MR ye ca es a. 679,247 Wearing Apparel ............... 106,854 
EASTERN AIRLINES INC. ........ 1,248,145 EQUITABLE LIFE ASSURANCE ¥en 151,231, Institutional .................- 146,099 FLORIDA POWER & LIGHT CO. 63,885 
EASTMAN KODAK CO. ........... 474,819  SociETY OF THE U.S. ........ 60,254 FAMILY CIRCLE INC. LL eR 17,040 FLORISTS’ TELEGRAPH DELIVERY 

Cameras 2.2.26 cece ccecceecees 371,690 ERIE BREWING CO. Family Circle Magazine ........ 29,475 FISCHER BAKING CO. ........... EE se iideveshiésindadese 379,591 

Tennessee Eastman Corp. ........ 94,898  Koehler’s Beer ...............5. 32,130 FARM BUREAU MUTUAL INSURANCE | Aunt Hattie Bread ............. 7,829| FOLGER & CO., J. A. ............ 655,316 

Products ...--++++0-s++s esses 8.231 ERIE RAILROAD CO. ............ 78,325| Companies .................0.- ne 43,901 FORBES & SONS PUBLISHING 
EASY WASHING MACHINE CORP. 324,796 enmoTaF CO. .................. 27,358| FARMERS INSURANCE GROUP .... 37,355. Products ..................... 7,780, CO. B. C. 

Spindrier ... 22... .sseeeeeeeee 12,505 | ESQUIRE INC. ................+. 188,251 FARRAR STRAUS & CO. FISHER BREWING CO. .......... 30,813 Forbes Magazine ............... 65,006 

Washers ...-- 0. -eeeeeeceeceees ee te xebas sig SR RRS Sam 66,884 FLAGSTAFF FOODS ............. 66,560 FORD MOTOR CO. ............... 10,859,548 
EDRIS CO., WILLIAM ........... . .  — epee Ronen 3,217 FARRELL LINES INC. | Canned Fruits & Juices ......... 1953| Gontel-Gave .........0.0cceece. 19,467 

Dennison’s Catsup ............+ 77,415 EYREKA WILLIAMS CORP. ....... 55,524, Steamship Transport ........... ae sa das cs aon ced cies dine dakaes’ 5,056,864 

Dennison’s Chile Con Carne ..... 82,985 Eureka Vacuum Cleaners ........ 24,696 | FATHER JOHN'S MEDICINE CO. ... ee Sear 5,861; Ford Cars & Trucks ............ 6,608 

Dennison’s Food Products ....... eS, TN ne 30,828 | FAWCETT PUBLICATIONS INC. ... ET ee dn aeedes SRT I ES, hoc ccccéicscvceses 18,532 

Dennison’s Spaghetti & Meat Balls 33,445 EVERDRY SALES CORP. ......... 78,894| Today's Woman ................ SS DEERE OS 6,449 Ford Instrument Co. ............ 13,644 
EKCO PRODUCTS CO. ............ 107,966 EVERSHARP INC. ............-- gene cv ecewsssdeee's Se) NN ED vv os cc scaaacccaes BABS | ~ Card TAMAS onc cc ccsccccsces 18,062 

Ekco Products ........-.++ss00s 20,724) Eversharp Pens & Pencils ....... 408,498 | True Confessions ............... pe eee ere GRA) FORD TIO co cecscccsccscosen 1,125,822 

Flint Cutlery ........csceeeees 22,746 Shick Injector Blades & Razors .. 277,093 FAYE EMERSON’S COLUMN ...... BE I oe tenccvcesccsccess 29,995) Uinnsin Gare ........cccccccecs 538 

Flint Food Mixer .......+.-.+.. 15,502 EWALD BROS. CO. FEDDERS-QUIGAN CORP. ssh seereenegnee 14,603 Lincoln-Mercury Cars ........... 1,031,310 

Flint Kitchen Tools ............ MB,994) ith Products .......cscccccece 25,296| Air Conditioner ................ 45,975 FLAKO PRODUCTS CORP. ........ 191.900; Moereury Care ....ccciccccccces 2,652,893 
ELECTRIC AUTO-LITE CO. GE OU og okies fae dkon eons 178,715 | FEHR BREWING CO., FRANK ..... 142,089  Cuplets Cake Mix .............. oe ere 11,808 

Auto-Lite Products ............ 57,654 FELTON, SIBLEY & CO. Flakies Cookie Mix ............. 5,529 FOREMOST DAIRIES INC. ....... 97,596 7 
ELGIN NATIONAL WATCH CO. F ES rrrrrre 32,682, Flako Pie Crust Mix ........... 98,602 Chocolate Drink ............... 1,596 | 

Watches ....--.-.eeeeeeereeeee 296,268 dinate cbaacesicssse 37,895 Flakorn Muffin Mix ............ 68,613 Cottage Cheese ................ 5,263 i 
EMERSON DRUG CO. |F & F LABORATORIES INC. I iss 5 os -ccvks anaes ve pe a aan MEG SAU OMN cg.6cccasiss siocesase 62,358 

Bromo-Seltzer .........ceeseees 437,904 Cough Drops & Mints ........... 53,571/ Caltron Tablets ................ 1,363 FLOTILL PRODUCTS INC. «or SePRGeRhpeheneey 3,768 
EMERSON RADIO & PHONOGRAPH FAIRBANKS MORSE & CO. ....... ES Rm 1,208| Tasti Diet Products ............ 41,756| Products ............ccceeeees 24,611 

BR fete Pee a kek zed ack 250,521| Diesel Engines ................ 32,796 | FILBERT INC., J. H. ........... 335,899 FLORIDA CITRUS COMMISSION ... 626,645 FORMFIT CO. 

ee ee iad wee inves kebu ws Pe eee 44,062} Mrs. Filbert’s Margarine ........ BPR GI ove ccncscvassracees ROR. PO 6556565 s2260sss0800 190,149 | 

FORT PITT BREWING CO. ....... 118,504 
.) 2 Serre. 95,705 | 
ol cond eenebeeeese 21,347 
B.S ree 1,452 
FORTNIGHTLY PUBLISHING CO. .. 64,761 
| NE hoses ccrcccecesvscocsse 2,594 
errr re rrr rr 62,167 
42 PRODUCTS LTD. .......... an 48,587 
2. » 3 pee 9,099 
42 Hair Oil Tonic & Shampoo .... 13,062 
Oe I 0a 06n0a-40004 is00-< 22,462 
Kings Men Preparations ......... 3,964 
FOSTER-MILBURN CO. ........... 555,585 
 -k. ff ere 9,594 
UME sco viascbeadesecss 495,692 
ey i 650 000400000505 40469 49,660 
Wi l | BEE” 64.64 cw Kceeddaese ade 639 
° FOX BREWING CO., PETER ...... 120,064 
c congratu ale the newspapers honored by the Ayer Award committee con Ge iaee Tebee dee. 
Chicken & Poultry ............. 69,000 
+ , onthe: FOX HEAD BREWING CO. ........ 27,387 
for excellence in typography, make-up and printing FRANKENMUTH BREWING CO. ... 54,133 
FRANZ BAKING CO. ............ 80,980 
FREE SEWING MACHINE CO. ..... 95,370 ; 
| Free-Westinghouse Sewing Machines 14,471 . 
Free-Westinghouse & New Home ; 
Sewing Machines ............. 80,899 : 
| FREEWAX CORP. ‘ 
4. ROP 30,405 
FRENCH GOVERNMENT TOURIST 
ye >> OSERee 58,584 
FRENCH LINE 
Steamship Transport ............ 68,401 
(FRENCH SARDINE CO. 
| RP BRIE Tee FID on ccc cccccce 307,600 
FROMM & SICHEL INC. ......... 80,809 
Christian Bros. Brandy .......... 27,617 
Christian Bros. Products ........ 19,758 
| Christian Bros. Wines ........... 23,197 
=. ... 3... Seeerrrrrerrs 10,237 
/FRUEHAUF TRAILER CO. ........ 80,044 
ME fhe sc edkesantansessone 29,019 
Te EE gst d vat dadeceeeeee 51,025 
/FUNK & WAGNALLS CO,. ......... 51,158 
FUNK INC., WILFRED 
Ser rarer rrr rrr 56,448 
FURNESS BERMUDA STEAMSHIP 
ME $0 sinks Vaksnetbusvediss 129,647 
| G 
/GALLO WINERY, E. & J. ........ 58,987 


GALVESTON-HOUSTON BREWERIES 66,691 


ALL ADVERTISING 
IS LOCAL 


ye WINNER OF THE AYER CUP: 
The Washington (D. C.) Evening Star 


HONORABLE MENTION: This is a good guide-rule every space 

More than 50,000 circulation buyer and advertising sales executive 

: eg should follow. Backing up that state- 

* First: The New York Times ment with FACTS ... here are a few 

% Second: The Charlotte Observer interesting comparisons based on 

Third: The Washington (D.C.) Post 16,840 families in — 

‘an igs" oe rae Fond du Lac County Wisconsin 
irst: 1¢ Providence Journa . ° . . 

%& Second: Rutland (Vt.) Herald Paid ABC Circulations Daily 


Third: Kingsport (Tenn.) Times ° 
Less than 10,000 circulation Fond du Lac (Wis.) 
First: Greenwich (Conn.) Time * 
Second: Norman (Okla.) Transcript Commonwealth Reporter 
% Third: West Lebanon (N.H.) Valley News 14,757 or 81% coverage 


abloid: New York Daily New ° ° 
i ur aap a aan Milwaukee Sentinel 
LONG-TIME USER OF HUBER NEWS INKS 3,614 or 21% coverage 


Milwaukee Journal 
3,382 or 20% coverage 


79% of the Fond du lac County 
Market would never see your ad if 
you depended on a Milwaukee daily 


J. M. HUBER CORPORATION — INK DIVISION 
620—62nd Street, Brooklyn 20, N. Y. 
INK PLANTS: Bayonne, N. J. + Borger, Texas + Boston, Mass. 


Brooklyn, N. Y. « East St. Louis, Ill. « McCook, Ill. newspaper to cover. 
INK SALES OFFICES: Boston + Brooklyn + Chicago * New York *Total Net Paid Circulation 17,257 
St. Louis, Mo. 
since E. A. FAULKNER & ASSOCIATES 
4 a HUBER PRODUCTS IN USE SINCE 1780 | NEW YORK - CHICAGO 


National Representatives 
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SUNSWEET rolls up 


new gains in sales! 


HOW SUNSWEET PRUNES, owner of an impressive consumer 
franchise built up over the years in the Chicago market, protects 
its market position, rolls up important sales increases, and does so 
on a modest advertising budget is a story worthy of study by 
every advertiser of branded merchandise. 

Much of the credit for Sunsweet’s current success goes to an 
advertising program designed to protect and expand their strong 
sales position in Chicago—a program based on the consumer- 
franchise plan of the Chicago Tribune and for more than four 
years placed exclusively in the Tribune. 

“With Chicago distribution well established, Sunsweet’s aim 
has been to strengthen its consumer franchise on a relatively small 
advertising budget,’’ reports Harry Schierholz, president of Harry 
G. Schierholz & Co., Chicago broker for California Prune & Apricot 
Growers Assn. ‘“‘Past results indicated that the Chicago Tribune 
was Sunsweet’s best buy. Present results prove it.” 


Since the beginning of 1949, Chicago newspaper advertising of 
Sunsweet Prunes has been placed thru Long Advertising Service 
exclusively in the Chicago Sunday Tribune Grafic magazine. Copy 
in monotone ads of one-fifth page size features the health and 
taste appeals of “‘tenderized’’ Sunsweet Prunes. 

Last year, for example, with an expenditure of approximately 
$14,400, the product registered a 6.8% gain in Chicago dollar 
volume over the high level of 1951. Sales in the first four months 
of 1953 point to an even greater annual gain this year. 

A Chicago Tribune consumer-franchise plan can help you get 
better returns from your Chicago advertising budget. The plan 
provides a detailed, individual analysis of your Chicago problem. 
It helps you arrive at the best advertising procedure in order to 
take advantage of today’s consumer buying habits and today’s 
methods of retailing. Ask a Chicago Tribune representative for 
full details. Call him today. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


For another case history of the consumer-frar <hise plan in action... 
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AX 15 ....... 


GARRETT & CO. 

Virginia Dare Wine ...........- 
GAS & ELECTRIC CO. OF 
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GAS SERVICE CO. OF 
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GE Engine Heater ............ 7,935; Birds Eye Frozen Vegetables .... 
SE ce ckcae eb bets con oo 48,302; Bireley Beverages ............. 
GE Freezer & Refrigerator ...... 2,907 Calumet Baking Powder ........ 
GE Heating Equipment ........ COTS | COO oreccccccccccccccsccceee 
EE cnsdedvcnedascavese 7,701; Certo Fruit Pectin ............ 
Be EE. ccpedavesscesanece 3,100; Certo & Sure Jell ............. 
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GE Oil Home Heating .......... 3,132 SED “Si gececbeececees 
GE i <clgewssasvetses eC OE ocr ecccseseoeene 
EE Sabbesdseacrect ices 236,447 Jack & Jill Cat Food .......... 
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GE Vacuum Cleaner ............ 59, sell ° it & Fillings & 
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SEE AMEN decccccdcsees 2.724| Maxwell House Instant Coffee 
Hotpoint Products ............ 118,415, Maxwell House Tea ............ 
Hotpoint Ranges .............. 37,157; Minute Potatoes .............. 
Hotpoint Refrigerator .......... 29,369 EEE Beadecgesaensenave 
Hotpoint Washer .............. 18,330 PE EL “s ecedoaseaceuee 
Hotpoint Water Heater ........ 1,975 Ere 
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Birds Eye Frozen Chicken Products 108,145 ae ee 
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Birds Eye Frozen Meat Products tt MC Chehebbncea 6s seek vee 
Birds Eye Frozen Orange Juice .. 259,559 Snider's Catsep ..cccccccccces 


Job i the Pacific Northwest” 


G. Theo. Larson 


President 


JONES-PRATT CO. 
Prominent Food Brokerage 
Company in Seattle 


" ur Merchandising | 


“We represent a select variety of nationally adver- 
tised lines of merchandise, and we have learned by 
experience that Tacoma must be figured in any 
sales and merchandising efforts we make in the 


Puget Sound country,” 


said Mr. Larson. “To do 


otherwise would mean a great loss in our sales total. 
Seattle and Tacoma is an important market for us, 
but both must receive individual attention .. . 
Seattle coverage alone is not enough.” 


THINK TWICE ABOUT TACOMAI It's 
a separate, distinct, important market. 
It's covered ONLY by the dominant 
News Tribune. That's why—on Puget 
Sound—you need BOTH Seattle and 
Tacoma coverage every time. Ask 
Sawyer, Ferguson, Walker Company. 


K TNT 
TY AM FM 
Transit Radio 


Call Weed & Company 
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Gibson Refrigerators ............. 
Gibson Products 
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Erector Sets 
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Advertising Age, June 29, 1953 


1,789 GLENMORE DISTILLERIES CO. .... 1,428,829 
3,947| Glenmore Whisky ............... 638,945 
49,064; Glenmore Whiskies .............. 5,214 
168,567; Kentucky Tavern Whisky .......... 251,895 
157,228; Old Thompson Whisky ........... 296,299 
417,135; Yellowstone Whisky ........... 236,476 
py Sk. eee 139,356 
407,753| Ourkee’s Dressing & Mayonnaise . 6,716 
54,114| Ourkee’s Margarine .............. 13,979 
150,299| Ourkee’s Mayonnaise ............ 19,978 
817,327, Glidden Paints ................. 37,191 
FASE) GON PO nec ccccccccccegs. 61,492 
6,235| GLUEK BREWING CO. ............ 29,811 
1,212] Glueck Beer .........seseeeeeee 28,638 
ao 55.16.5:6 6. ¢0.0.0-0'0 1,173 
39,007| GODCHAUX SUGARS INC. ........ 78,679 
708,865| GOEBEL BREWING CO. ........... 444,094 
869,062| GOETZ BREWING CO., M. K. ...... 229,896 
1,114 SN ME OED sn cccccccescees 51,129 
100,758 ST i0 saad oak d 6 40.600% 178,767 
5,265| GOING TO TOWN WITH PAT GUINAN 504,745 
29,265 Naat ds bd bee wie 438 
4,318 I ae ae ak 6 kak eh de ae.4:6 #6 0 158,361 
98,144 Glass Wax & Snowy Bleach ....... 99,279 
8,477 CE NEE wade debi wae ckwess s \ 
79,386 | GOLDMAN & BROTHERS INC., WM. P. 
84,247| Wearing Apparel ............... 25,901 
23,793| GOODALL-SANFORD INC. ......... 248,953 
41,849| Palm Beach Clothing ............ 76,953 
ON ere 172,000 
199,022; GOODRICH CO., B. F. ............ 774,317 
31,430| Goodrich B. F. & Hood Rubber Co.,. 37,300 
20,251,551| Goodrich Tires .......ccccceees 518,914 
2,486| Hood Rubber Co. ....... e0asaens 21,170 
5,923,120! Koroseal Play Pond ............. 7,299 
2,811,884; Koroseal Tile ................. 112,224 
BN) PE FUE pe cecccccccesccceces 4,728 
GR, SEY 5S 8 head oe ssreccace 47,331 
J Saree cee 25,351 
54,437, GOODYEAR TIRE & RUBBER CO... 1,675,175 
ce Serer rere 112,211 
2,557, Goodyear Aircraft Corp. ......... 5, 
BO GRE FOUN dc evsiscccccceces 1,431,888 
4,391, Kelly Springfield Tires ........ 2,541 
1,747 | Life Guard eee ,022 
88,825 | Vinyfilm Accessories .......... 18,071 
74,749 EE Eh 64.6 4946440 04.000 6 49,729 
5571 a Ere errr 17,150 
24.401 GORDON BAKING CO. 
71 Siiveremp BrORd on. ccccccccccces 58,321 
72.103 GORTON-PEW FISHERIES CO. ..... 34,167 
468.272 GOSSARD CO., H. W. FOUNDATIONS 
85.15 i re 176,162 
212 40 GRABOSKY BROTHERS INC. ...... 50,660 
15.674 I EE, acc acecacecrsece 7,644 
995.10 I th 60405060 060046 43,016 
4 |" GRACE LINE INC. 
2,033,574, Steamship Transport ............. 30,875 
1,820, GRADIAZ ANNIS & CO. 
526, 038) Ignacio Haya Cigars ............. 26,443 
| GRAND DUCHESS STEAKS INC. 
152, 452, PN 5 56.95444 0046066000 114,303 
200,286 GRAPETTE CO. .................. 26,701 
| GREAT AMERICAN PRODUCTS ..... 32,458 
26,326 GREAT NORTHERN RAILWAY CO. . 134,265 
| GREAT WESTERN SUGAR CO. ..... 75,120 
273,567 | GREEN GIANT GO. occ ccccccsccess 314,606 
! ee. 8 8 rere 28,502 
5,620, Green Giant Vegetables .......... 41,495 
1,042| County Kist Vegetables .......... 85,382 
BE , I, 564.6.06.645445.4.44.4.600 0006 159,227 
5,686 | GRETZ BREWING CO., WILLIAM ... 73,443 
Ie 2 ere eee 4,669 
87,743 NEE Ree PUG as A640 65-0440-0048 68,774 
27,198 GREYHOUND CORP. ............. 1,281,192 
58,910 | GREYSTONE CORP. .............. 138,781 
1,635 Children’s Record Guild ......... 64,037 
2,681,656 Collectors’ Editions ............. 30,563 
436,108 | Executive Books ................ 27,712 
. Te. 8 eee 16,469 
664,335 GRIESEDIECK BROS. BREWERY CO. 102,201 
526,906 GRIESEDIECK WESTERN BREWERY 
ef EPP arr rrr re rr rrr e 324,686 
ee eer 44,629 
I a iine.cn 4054400080 00% 280,057 
393,836 GROLIER SOCIETY INC. 
9,684 Book of Knowledge ............. 54,850 
GROVE LABORATORIES INC. ..... 445,643 
PRE | OID Vv b.5.00 cisscscceces 244,914 
CIEE heats cbeewsesvses 166,361 
86,518 Pfunder’s Tablets .............. 34,368 
33,866 GUERLAIN INC. 
14,450 Toilet Preparations ............. 43,634 
19,416 GUEST AIRWAYS ............... 69,192 
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In one year 


doubles distribution! 


IN 1948, S & W Fine Foods, Inc., set out to build distribution and 
sales in the highly competitive Chicago market for a high quality 
line of more than 400 food products. 

Thru its agency, Foote, Cone & Belding, S & W adopted a 
five-year Chicago Tribune consumer-franchise plan which made 
use of the Tribune’s exclusive zoned circulation feature. By adver- 
tising in only one of the Tribune’s five metropolitan neighborhood 
sections during the first year, the company on a limited budget 
was able to do a powerful job with full pages in Tribune newsprint 
color. : 

At the end of the first year, S & W distribution was doubled. 
According to plan, the company used two neighborhood sections 
the second year. So great was the response that, at the end of 


two years, S & W was able to expand its color campaign to include 
the Tribune’s full metropolitan circulation—three years ahead of 
schedule! 

Now in its fifth year, the S & W Chicago newspaper campaign 
still is built around the Chicago Tribune. 

Here is another example of how a Chicago Tribune consumer- 
franchise plan is fitted to an advertiser’s individual needs in order 
to utilize advertising funds with greatest efficiency. 

If you are not able to measure the results of your advertising, 
why not take advantage of the experiences of those who do. Find 
out for yourself how a Tribune plan can be designed to help you 
achieve your sales goals here. Ask your Chicago Tribune repre- 


sentative for the details. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


For another case history of the consumer-franchise plan in action... 
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GULDEN INC. CHARLES | HAMPDEN BREWING CO. ......... — RS OR are ET 5 EE hia bs ves chonsseveses 
Ee sinks Dh eanhonieech cae NG) ME gee vaca se cakisndenesn ees 11,860 HAXTON FOODS INC.............. 33,998 Bell's Special Reserve Scotch 
GULF BREWING CO. ............. ES ME ie tee casuo ass hd cakes sere’ 31,186 ee oad Applesauce ..........-- a ra trend Badte<istsbeeenss000+ 
GULF GIL COMP. 2... ccccccccee 324,940 HANCOCK MUTUAL LIFE INSURANCE ue Canned Vegetables .....- J eublein Reserve ............... 
Gasoting & OW cece cccccescces 295,630, ¢9,, pg Cpt OAD Og 39,545| Blue Boy Catsup ............... {ee ak. rere 
Ce GOR OE ons detaraiecs sees 2.200 HAND BREWERY CO., PETER ..... 224,499, Blue Boy Tomato Juice ........-.- Et EE Oy. p.4035 esp teseveseones 
Cole TWEE coks cesacccvscneoses . | HANES KNITTING CO., P. H. I SS a6a0's8s de hava 19,050 oc settee teen eee es 
NN ia iwss weds verceweese 4,808 | Uaderwear 26.158 SS 119,736 Hexol & Magic Scent Insect Trap 
Institutional... ---eeseseeeee 15,788 | waWSEN’S LAB. INC, CHRISTIAN. 36,501, American Weekly ............... 29,432 | WILEX CO. ...........0. 00000 
GUNTHER BREWING CO........... 152,330 | Junket Dessert ” . 16 235 Baltimore News-Post & American . 1,706 HILLS BROS. COFFEE INC. ....... 
H | = ot Sgt a de > Boston Record American & Sunday HILLS BROTHERS CO. ........... 
Junket Quick Fudge or Frosting Mix = 9,068 Advertiser 1,696 Dromedary Cake Mix 
dJunket Rennet Powder ........... 11,198 a os iy AE Boltg |S alla edi { a pleat gl adiatiales 
HAAS BROS. HAPPINESS TOURS 56.407 Chicago Herald-American ........ 2,182, Dromedary Fruits .............. 
Cyrus Noble Whisky ............. y ee oer re : ES ae 8,602 Dromedary Mixes .............. 
HAFFENREFFER & CO. .......... 136,900 HARCOURT BRACE & CO. INC. Milwaukee Sentinel ............- 2,001 HOBERG PAPER MILLS INC. 
Boylston Beer & Pickwick Ale .... 98,755, BOOKS ....-- eee eeeeeeecercees 68,150 New York Journal-American ...... 24,756 Charmin Tissue ................ 
CN SR Sisco ves cnessdncic 11,855 HARPER & BROS. I | arr rer 34,186 | HOFFMAN RADIO CORP. ......... 
Pickwiek Ale & Beer ............ RL SE dade cn de bp dp ds dasinee eo 251,485 Pittsburgh Sun-Telegraph ....... i eine ies Sa aewiges decid 
Pe. TOE igs 0.6 con eek ose 6,934 HARVEY CO. LTD., H. San Francisco Examiner ........- NE Sg kno sansa cidade sevens 
—, CORP. é | Harwood’s Canadian Whisky ...... 93,938 | Seattle Post-Intelligencer ........ 830 | I is 5 sng 55026 5:40:06 
BE Sas oe basee ve te hada ces * 190,087 | HARTFORD ELECTRIC LIGHT CO. 30,172 HEARST MAGAZINES INC. ....... 387.386 HOLIDAY BRANDS INC. 
HALDEMAN. JULIUS CO. | HARVEST HEADLINERS .......... 240,393 Cosmopolitan .................. 103,378 Holiday Instant Coffee ......... 
DE ‘teanededatdbed bes amhaes 37,440 HASTINGS INDUSTRIES Good Housekeeping ...........-. 162,510 | HOLLAND-AMERICA LINE ........ 
HALL BROS. INC. Holland Winter Garden Bulbs ..... 143,271 PIII oo noc cicsssceses 19,421 | HOLLINS & CO. INC., WILLIAM 
Hallmark Greeting Cards ......... 181,798 | HASTINGS MFG. CO. Motor Book Department ......... 102,077 Wearing Apparel .............. 
re Sl Serre ey EE ee toe ev h bande dececad 105,147 | HEAVEN HILL DISTILLERIES INC. 33,867 HOLT & CO. INC., HENRY 
See Se oo ns eae cas ak Bas 22.482 HATHAWAY BAKERIES INC. ...... 26,457 | HEILEMAN BREWING CO. G. .... . a  PerePrrrrerrrre eee 
Victor Coffee & Instant Coffee .... 5,952 | HAWAIIAN PINEAPPLE CO. ....... ee | POU Os i E. c ccc ccc cccees 1,296,497 | WOME LINES INC. .............. 
Victor Coffee-Instant Coffee & Tea 4,190 | Dole Frozen Pineapple Juice ...... 28,613 SEE Ss Wes cbc ssosseces 45,312 | HOOD CHEMICAL CO. .........,.. 
HALLICRAFTERS CO. ..........-. 275,042 Se PE dp hc dececedesane 3,952 DM he ditdcvets s6evnus 114,706 eri etd dd eae ee aes 
Eee ty ere ee Pre er 55, 106 | Dole Pineapple & Pineapple Juice . 58,988 EE cs athGphesarsaereea 42.724 Ne tale cldae oes one 
Radio & Television .............. 76,471; Dole Pineapple Juice ........... 138,531 oe SE errr ee 184,132 HOOD & SONS INC., H. P. ...... 
PE Save readisdvetevds 143,465 |HAWTHORN-MELLODY DAIRY CO. . 115,207, Products ..................4.. 911,623 i . <c6y ened ences 
HALS BREWING CO. ............. 53,706 | Cottage Cheese 2... ccc cscccccses 13,920 | HEKMAN BISCUIT CO. ........... eS, es eee 
HAMILTON MFG. CO. | Dairy Products ..........6.0000 41.869 | HELLER & SON INC.,L.......... 3 eee eee 
Sy EE -a55.0 as seb otskivecs Se PPP rrr ree sr tere 8,998 eee 3.698 Mayonnaise & Salad Dressing ..... 
HAMILTON WATCH CO. .......... 98,566 i ASS nS freee 5,005 i 55 od buwecscaas’ 37.350 A eee oe eee oe Peer 
HAMM BREWING CO., THEO. ..... NS ee Se coco ahh eee eon cd sos 19,525 HEUBLEIN & BRO. INC., G. F. .. 400.291 a RS ree tr errr 
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Georgia readers : 
attend the Coronation 
with Wright Bryan 


Georgia readers had a front-row seat 
at the recent Coronation of Queen Eliza- 
beth. Wright Bryan, Editor of The Atlanta 
Journal, was one of only 34 American 
newsmen seated in historic Westminster 
Abbey. He witnessed the crowning of Eng- 
land’s 38th Sovereign ruler and filed eyve- 
witness reports daily from London. 


Even this modern Jet Age played an 
important part in bringing Georgia readers 
up-to-the-minute coverage of this epic 
event. Color photographs were flown by jet 
plane from London to Newfoundland, re- 
layed to Chicago and then flown to Atlanta 
in less than three days after the Corona- 
tion. The Journal and Constitution Sunday 
Magazine carried the color pictures and an 
exclusive story by Wright Bryan in the 
June 28 issue. 

It is superb news coverage by superb 
reporters like Wright Bryan that makes 
The Atlanta Journal and The Atlanta Con- 
stitution the most widely read new spapers 
in the Southland. Daily circulation is 421,- 
706; Sunday 474,555—largest i in the South. 


The Atlanta DZournal 


Covers Dixie Like the Dew 
AND 


THE ATLANTA CONSTITUTION 


The South's Standard Newspaper 


Represented by Kelly-Smith Co. 


ee eee alee 


Advertising Age, June 29, 1953 


I os ok ddegaavacwees 29,851 
da aa aed, owen ae 3,985 
Rae aoss paedews ahead s 18,492 
SE 5. dan ates teen an.ense 1,748 
Tere 4,517 
Sie cha Wad +ekedeneens 1,109 

SE hw oekacesanesnw sate 84,369 
OS rer ee 73,360 
Os ing a Jib sana 005 ks 11,009 

| HORLICK’S CORP. 
EE ere te 40,793 
| HORMEL & CO., GEORGE A. ...... 60,614 
— PENG cdcsecwsese 6,752 
Ce SEPT ee rere r ree 53,862 


necseeaiit SALES CORP. 
Toilet Preparations ............. 29,677 
HOUGHTON MIFFLIN CO. 


ee hd ee bigs 66444 0-0 134,927 
HOUSE OF WORSTED-TEX 

Wearing Apparel ............... 44,574 
HOUSTON LIGHT & POWER CO. ... 69,576 
HUBINGER CO. 

Guile’ Elastic Starch ............ 178,586 
HUDEPOHL BREWING CO. ........ 96,019 
HUDSON MOTOR CAR CO. ........ 2,104,610 
HUDSON PULP & PAPER CORP. 

Pr errere 27,372 
HUDSON RIVER DAY LINE INC., . 47,707 
HUGHES AIRCRAFT CO. .......... 42,766 
OE UIE, 6c sce dvcccsese 1,423,849 

Se errr 316,704 

I i nec tikd «den 60,00 106,126 

Hunt's Tomato Sauce ............ 998,611 

Pride Of The Farm Catsup ....... 2,408 
HUNTER PACKING CO. 

I 6 )a6 bt nc09 6.00 6 6.04 51,432 
HYGIENIC PRODUCTS CO. ........ 140,893 

SS re ee 20,570 

0 EES Ser ree 120,323 

1 
IDAHO ADVERTISING COMMISSION . 60,982 

GN Ge PEIN oo: cc snes veces 7,574 

Tes ehh ain a ee 406 8: 53,408 
ILLINOIS BAKING CORP. 

DEE i ssckitvecisoadasse 32,779 
ILLINOIS BELL TELEPHONE CO. .. 217,486 
ILLINOIS CENTRAL RAILROAD .... 141,089 
TELSNGES GREAT GO. nn ccciccccses 85,614 

Broadcast Corned Beef Hash ..... $2,241 

Broadcast Meat Products ........ 3,373 
ILLINOIS WATCH CASE CO. ...... 25,768 

Cortinn Watehes ....ccccccccsscs 11,703 

Elgin American Products ......... 14,065 
IMPERIAL SUGAR CO. ........... 61,290 
INDIANA BELL TELEPHONE CO. . 109,090 


INDIANA & MICHIGAN ELECTRIC CO. 37,248 
INDIANAPOLIS POWER & LIGHT CO. 39,071 


INDUSTRIAL PLANTS CORP. ...... 25,892 
INSTITUTE OF LIFE INSURANCE .. 976,808 
INSTITUTE OF MENTALPHYSICS .. 37,547 
INSURANCE CO. OF NORTH 
CD cts cnet bekwe eds 60-2 86 55,587 
INTERCHEMICAL CORP. 
rarer 75,825 
INTERNATIONAL BUSINESS 
MACHINES CORP. ............. 93,285 
INTERNATIONAL CELLUCOTTON 
Sere 1,854,324 
. §... errr 1,042 
rere ree te 1,172,483 
Rr Terre cere 673,200 
Kotex Sanitary Belt ............ 7,599 
INTERNATIONAL HARVESTER CO. . 912,605 
... a | Sry 8,297 
saree rr ete 30.410 
Freezers & Refrigerators ......... 40,704 
I oc 3.0 666.5:5453.8.05.6-6.0 284,875 
CE CONG 6.0.44:4.04 6 6.6.5.00%5.0%.0% 385,586 
Es Acs cs canend sean sas 162,733 


Homes in the “Robustling “ 


HAMMOND 
East Chicago 


‘““SUPER’’ MARKET 
Read the 
HAMMOND TIMES 


Calumet Region 


Home Newspaper 


© 187,969 ABC City Zone Popu- 
lation, Indiana’s second 
largest 


© $7,948 income per household, 
Ist in Indiana—11th in 
nation! 
(SRDS, CM 1953) 
Thoroughly Covered and 
Locally Served Only by 


THE HAMMOND TIMES 


Hammond, Indiana 


Represented Nationally by 
BURKE, KUIPERS & MAHONEY, INC. 
New York Chicago Dalles Atlanta 

Sen Francisco Los Anceles 
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in dollar volume! 


DOLLAR SALES of BPS paint last year were up 172% over 1942 
in four midwest states of the Patterson-Sargent Company’s 
Chicago division. 

Behind this record of progress is a 9-year advertising program 
in Chicago newspapers, based on the Chicago Tribune’s consumer- 
franchise plan and placed largely in the Tribune since the end 
of 1949, 

Prior to 1944, BPS promotion in the Chicago territory was 
concentrated in the smaller markets outside metropolitan Chicago. 
Then Patterson-Sargent decided to go after a share of the big 
volume paint business in Chicago, thru newspapers. 

After placing the bulk of its appropriation in the Chicago 
Tribune during the first six years, the company in 1949 began to 
use the Tribune’s Selective Area zoned circulation feature, thru 
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scores 172% gain 


which each dealer enjoys virtually the full benefit of the adver- 
tising in his own neighborhood. 

On the basis of results, Patterson-Sargent, thru its agency, 
D’Arcy Advertising Co., has continued to place more of its adver- 
tising in the Tribune than in all other Chicago newspapers 
combined. 

The sales gain scored by BPS is fresh proof that you can sell 
more in Chicago when you direct your advertising to the great 
basic market provided by readers of the Chicago Tribune. Thru 
the Tribune’s consumer-franchise plan, you can take advantage 
of today’s changes in retail selling conditions, get greater imme- 
diate sales and a stronger market position. 

Ask a Tribune representative to help you work out a plan to 
get better results from your Chicago advertising. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


For another case history of the consumer-freichise plan in action... 


TURN THE PAGE | 
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INTERNATIONAL LATEX CORP. ... 302,275 IROQUOIS GAS CORP. ............ 43,368 JUNEX PRODUCTS San Giorgio Spaghetti 
ON ER Oren 187,436 ISLAND CREEK COAL SALES CO. .. 54,627, Jumex Reducing Tablets ......... 249,997 | ep araer rr 1,578 
Playtex Home Hair Cutter ....... 28,898 J | K KEYSTONE MFG. CO. 

Playtex Pillows ............... 85,941 | ee oo 5a es oo awe 27,543 

INTERNATIONAL MILLING CO. .... 40,983 JACKSON & PERKINS CO. _KLM-ROYAL DUTCH AIRLINES ... 238,645 KINGAN & CO. 

INTERNATIONAL MINERALS & OO Ee 26,727 KAISER-FRAZER CORP | 7) hand scans oeee eee 40,709 
CHEMICAL CORP. ..cccsccecess 42,468 JACKSON BREWING CO. ......... EL SE IE bbe odsadascocncoss 1,499,204 KIRSCH’S BEVERAGES INC. ...... 32,000 
AOI canvass cedsdvonrcesceses 40,134 JAGUAR CARS LTD. ............ 32,367 | KAISER STEEL CORP. ........... 55,178 KITCHEN ART FOODS INC. ...... 48,315 
Thompson Phosphate ........... 2,334 JEFFERSON STANDARD LIFE | KANSAS CITY POWER & LIGHT | Py-O-My Cake Mix ............ 24,362 

INTERNATIONAL NICKEL CO. .... 251,994 ek WEED UME mv abéaicusctdcssaiawess oa 43,672 | ME os wee 6a. +66 a'0-0'd 23,953 

INTERNATIONAL SALT CO. ...... 100,607 JENNEY MFG. CO. | KANSAS CITY PUBLIC SERVICE Eee 101,469 

INTERNATIONAL SHOE CO. ...... 169,929 rr re SEE VE 66a kek hoe sded eaedeeedsi ee 27,901 KLEIN CO. INC., EMIL D. 

BORE BOE dtcccesccceses 1,620 JERGENS CO., ANDREW.......... 562,521 KANSAS CITY SOUTHERN RAILWAY Haddon Wall Cigars ............ 37,298 
Cl Ghee BOOB ccc cece vccscsese 1,038 Dryad, Deodorant .............. SESE rrrr errr 43,355 KNIGHTS OF COLUMBUS ........ 163,630 
GOUT SED ici ve sere ses cee 7,630 Jergens Preparations ............ 183,821 KANSAS GAS & ELECTRIC CO. ... 62,522 | KNOPF INC., ALFRED A. 

Weather Bird Shoes ............ 22,664 Woodbury Preparations ......... 222,717 | KARAGHEUSIAN, A. M. DE Lain ced nek GasWadnedke< 159,571 
a... PS OEP Pree ee 136,977 Woodbury Soap ................ 98,715, Gulistan Rugs & Carpets ........ TES esc nescduehintenvceess 329,935 

INTERNATIONAL TELEPHONE & JESSIE’S NOTEBOOK ............ 481,003 | KARSEAL CORP. SE 250s ereeKeebsantcwe 12,073 
TELEGRAPH CORP. ............ 42,781 | JEWELL INC., J. D. SN A civigtaechaedaits cas Pt ME icc ckepadatasdaaesees 219,238 
Capehart Radio & Television ..... 7,901 Frozen Food Products .......... Ah” eee ED I oc cc Sdbgdesce ene venewe 81,401 
Capehart Television ............ 14,121 | JOHNSON & JOHNSON .......... IO eee ED EE Saw isietdaeheor ede aes 17,223 
Coolerator Freezer .........4-55+ 4,106 DE Us pew eebelevecoevcces NE a dg o 6 duis bis. dae <o:8 50k 0'e 44,886 | KNUDSEN CREAMERY CO. ....... 63,477 
Coslerater RANGES 6c ccccccccceres 1,796 ee 187,122, SD nkodc0660408 00% >00 125,010 A ee 2,247 
Coolerator Products ............. 14,857; Meds ........ Ws OA wcew eas adie 11,263' Corn Flakes & Rice Krispies ..... SBUAG | Cottage Graces 2... cc ccccescccce 24,894 

INTERSTATE BAKERIES CORP. .... 321,522 SE le ree ET SO oo dccgascs ie de ee Be |= ED Svc vwicecicccescess 2,440 
ES ee 189,483 Texcel Cellophane Tape ......... i Ps, Me OE ccs vgcdhatanseds sss 2,503 
Log Cabin Bread ............... EN IE Uv oddavcneuesacene S4,379| Mice Krispies ...............;. ee ee ee SR rrr eres 31,393 
Weber's Bread .........00000+:. 105,267 | Products .........6...0-. 0000s 2,379! Sugar Frosted Flakes ........... 255,770 | KOOL VENT METAL AWNING 
POGUE nec ecccecsceveseseres 5,780 | JOHNSON & SON INC. S.C. ..... SOBAID | KENDALL CO. .........0ccc0ee. od ces avese ds sade 37,630 

IODENT CHEMICAL CO. .......... 27,702} Furniture Polish ............... 5,895 Bauer & Black Elastic KOPPERS CO. 
lodent Toothpaste .............. 25,085 | Glo-Coat ..........2eeeeeeeees 887,798 | 0 ER eer inci cennseuncas 77,466 
Liqwid Center Cough Drops ...... 2,617| Johnson's Wax Products ........ 54,726 Blue Jay Callus & Corn KOPS BROS. INC. 

pt 8 Serer rererr rr ree 27,361 | JOHNSTON CORP., GASTON eS I igs 665065064660 36,036 
Magic Washer ...........---.-. og ae Arr eee bY fer 51,144| KRETSCHMER CORP. 

Magic Washing Solution ......... 7,698 | JONES & LAUGHLIN STEEL Of Serer ET I vo bbncs sever eenexe's 79,427 
Nola Soap Flakes .............. 11,146 DMG ci cede igbGav awe os 000s 42,587 KEYSTONE MACARONI MFG. CO. .. 31,717| KROEHLER MFG. CO. 
IRISH LINEN GUILD ............ 75,342 | JOURNAL OF COMMERCE OF | San Giorgio Macaroni | er 70,846 
IRON FIREMAN MFG. CO. ........ 35,911 EN 2 C0005 dies %503 ore 42,794 EE adetKiesintsisdoves 30,139| KRUEGER BREWING CO.,G. ..... 201,297 


UY 
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Des Moines (lowa) 
Davenport - Rock Island 

Moline (lll.) $3,453,000 
Denver (Colorado) $11,821,000 
Erie (Pennsylvania) $7,298,000 
Kansas City (Mo.) $14,357,000 
Buffalo (New York) $17,051,000 
Lexington (Kentucky) $6,003,000 


SAN DIEGO, California $18,351,000 


National Advertisers get the greatest merchandising 
impetus with the “saturation” coverage of the San 
Diego Union and Evening Tribune. 


$5,127,000 


Source—1953 Sales Management THE MOST 


Survey of Buying Power —Liquor IMPORTANT CORNER San Ti eg 0 Union | 
Store Sales Classification. IN THE U.S.A. pula andl dial 
EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


SAN DIEGO 
CALIFORNIA 


Ste 


eet bie chard alan «gates 56,405 
Oe AE eee tee rere 117,822 
Ff SR 27,070 
KUNER EMPSON CO. 
De MEE “vaeeadevasaecins 33,307 
L 
TO ES ere 49,567 
‘3s oS , Ser 582,364 
L’'AIGLON APPAREL INC. ........ 63,642 
LAMBERT PHARMACAL CO. 

Listerine Antispetic ............ 111,559 
LANDERS, FRARY & CLARK ...... 89,362 

Universal Electric Blanket ....... 66,949 

Universal Vacuum Cleaner ........ 22,413 
LAND O°CAKES CREAMERIES 

Ro PEE oe 388,012 

ee EN Bs 5 yal ob 00d 160,622 

Butter & Dry Milk ............. 99,043 

| Se ree 123,493 

a RE re re 4,854 
LANGENDORF UNITED BAKERIES . 299,377 

Barbara Ann Bread ............. 19,674 

Covered Wagon Bread .......... 31,452 

ek re rere 196.,320 

Langendorf Baking Products ..... 14,236 

SN NEE veces caasgenaes 37,695 
LAN-O-SHEEN INC. 

EE 6 ann ds06 640 0.000 51,763 
LA ROSA & SONS INC., V. 

Macaroni Products ............. 161,815 
LARSEN CO. 

Freshlike Vegetables ............ 25,988 
LA SALLE CASUALTY CO. ........ 25,136 
LATROBE BREWING CO. 

Rolling Rock Beer ............. 39,395 
EES ere ree 35,229 
EE ere es 95,785 
EEA & PRRMING BNC. occ. ccccces 34,821 
LE BLANC CORP. 

DT chdpteancedeGbae 44040 43,411 
LEE TIRE & RUBBER CORP. ..... 117,174 

Ee re ree 7,829 

RE EE Sarre rere 109,345 
LEEMING & CO. INC., THOMAS 

RPE Yo eT eee 1,093,854 
LEES & SONS CO., JAMES 

Fe Sere 284,579 
LEHN & FINK PRODUCTS CORP .. 298,455 

Dorothy Gray Preparations ...... 196,879 

Etiquet Deodorant .............. 2,360 

EOE SST ere errerre 26,650 

; -..,.... SRS 72,566 
LEISY BREWING CO. ............ 26,103 
SP EM 946540050%600%6 39,829 
SE tes GO cesccccccecces 12,878,250 

AP Pe Tere 750,035 

Chiorodent Toothpaste .......... 1,589,657 

Frostee Dessert Mix ........... 515,508 

Frostee Dessert Mix & 

EET EET e re 393,623 
Good Luck Margarine .......... 485,382 
Harriet Hubbard Ayer 

DEE Gicandesseesccses 5,199 

RE TD vncceeesecesssts 769,368 

EINES BOND ic cdcscccccccscces 1,262,787 

Lipton’s Soups & Tea .......... 485,121 

SE BE £30 06A6s0s 00200008 239,559 

ME MEE 646.0054686sk80K00008 75,915 

ee PTE eT Tere ere Teor 464,641 

Papeadent PreGusts 2... csccecee 33,522 

Pepsodent Toothpaste ........... 754,261 

Rayve Creme Shampoo .......... 50,657 

DN. daecsekebseseans cb54480 1,261,257 

Shadow Wave Home Permanent ... 552,423 

ST HOE 6k 6 ve csecesessocces 300,024 

PP rrerr erry TT TT rereen 1,252,109 

PE ng ie 55 6054400545-0644 00.0% 1,637,202 
LEVERING COFFEE CO. 

Lord Calvert Coffee ....00.0000. 33,152 
LEWAL INDUSTRIES INC. 

Rr errs 53,148 
LEWIS CIGAR MFG. CO., I. ...... 136,858 

Flor De Melba Cigars .......... 3,352 

John Ruskin Cigars ............ 98,240 

2 eee 35,266 
LEWIS HOWE CO. 

MD Peete see ekih sees wa rices 704,770 
LEWY & SONS INC. 

OE EE Sbstececsesscsse 105,545 
LEWYT CORP. 

EE cdzccteeasecsce 85,519 
LIBBY, MCNEILL & LIBBY ...... 697,890 

Frozen Foods ...... ee eT eee ee 129,424 

PUG. THUD. seccccdceesssces 27,955 

PrOROR GES ccccccccccccsccce 17,064 

PH EOD cccvcseccscussee 6,718 

Frozen Lemonade & Orange 

GN 63.8 6.4.6500646405066000 2,929 

Frozen Orange Juice ............ 32,097 

Frozen Vegetables ............. 32,398 

a BEET TUTOPTOUL CULES EE ETE 147,926 

PINAERITS GUID cccccccescccves 49,459 

. f. Serr 145,538 

VORTIRES cccccccccccesceccece 39,976 

DUNE 6-63. 6.000n506900000% 60% 66,406 
LIBERTY MUTUAL INSURANCE 

DU 6560640004000564006004 000 58,160 
LIEBMANN BREWERIES INC. 

Rheingold Beer & Ale .......... 2,054,746 
CF SPD DONS. bctsecocces 392,322 

SER Trt tree ree 9,945 

SE: 5 cedandeaddends aces 66,145 

Pine Bros. Glycerine Tablets .... 320,232 
LIGGETT & MYERS TOBACCO CO. 

PIED 0 6.6046056466006060 911,161 
LILY OF FRANCE INC. .......... 97,176 
LILYETTE BRASSIERE CO. INC. .. 28,711 
LINCO PRODUCTS DISTRIBUTING 

Sy aesidevteveberskucseucres 45,576 

EE ro bap bab ccesesessces 7,071 

DE: dhteebebsdkesstsaricass 38,505 
LINDER BROS. INC. 

Wearing Apparel ............... 51,860 
LINDSAY RIPE OLIVE CO. ....... 27,272 
LION INC. (GIBBONS BREWERY) . 37,817 

DE snk ustuededsietedenésenrs 4,500 

DP chosesesenvcucseebasevee 26,751 

Beer ORE AMO ccccccccosesecces 6,566 
LION OIL CO. 

> 5 rere 48,181 
LIONEL CORP. 

chek ec cacentdbanvdess 182,995 
LIPPINCOTT CO., J. B. 

DS Mabie iy cihses vp ée bess ede 77,328 
LITTLE, BROWN & CO. 

EE) 4.60064 00545060400 000005 70,542 
LOCKHEED AIRCRAFT CORP. ..... 43,117 
LOEW'S INC. 

SE EE. Seddenwoascexce 348,435 
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7,822 
7,070 


}3,307 
9,567 


2,364 
3,642 


S CLWUEY doubles 


its share of the market 


Re OY 
mS OX 


in two months! 


SAWYER TOWN HOUSE more than doubled its share of 
sprayed cracker sales in the Chicago market between April 1 and 
May 31, 1951—the first two months of a continuing program of 
advertising by the Sawyer Biscuit Co. division of the United Bis- 
cuit Co. based on the Chicago Tribune consumer-franchise plan. 

First objective of the program was to get greater distribution in 
Chicagoland chain and independent grocery stores. The ultimate 
aim was a consumer franchise in the Chicago market—a large, 
consistent share of Chicago’s day-to-day buying. 

To do the job, Sawyer and its agency, George H. Hartman Co., 
scheduled eleven newsprint color pages to run exclusively in the 
Tribune from April thru December, 1951. 

Sixty days after the first color page appeared, Sawyer’s share 
of the business had more than doubled. | 


Distribution in independent stores expanded rapidly. By the 
end of October, Town House crackers were on the shelves of two 
major chains. Sawyer reported 1951 as a record sales year. 

Soon after Sawyer’s 1952 color schedule got under way in the 
Tribune, four chains were carrying the line. And latest reports 
show Town House Chicagoland volume at a new all-time high in 
the first months of 1953. 

This record shows what can be done in the Chicago market 
when you make use of the consumer-franchise plan and concen- 
trate your advertising on the audience of the Chicago Tribune. 

~ To learn how a Tribune consumer-franchise plan can help you 
reach your sales goals faster in this multi-billion dollar market, 
get in touch with your Tribune advertising representative. Call 
him today while the matter is fresh in your mind. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


For another case history of the consumer-fronchise plan in action... 


TURN THE PAGE | 
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LONE STAR BREWING CO. LOUISIANA DEPT. OF LUFKIN RULE Co. MACMILLAN CO. 
ea 122,197 AGRICULTURE & IMMIGRATION | Instruments & Tools ........... CU 46,865 MARGO WINE CO............... ‘ 
LONE STAR GAS CO............. ioe ee rang 40,782 LUFT CO. INC., GEO. W. MAIDEN FORM BRASSIERE CO... 248,127 ates wae 17h SaaS laser 
LORILLARD CO., P.............. 702,989 LOUISIANA STATE RICE MILLING | Tangee Preparations ............ 120,400 MAINE SARDINE INDUSTRY ..... 212,505 Greystone & Margo Wines ....... 7,891 
Kent Cigarettes ............... SC oes 79,758 LURR PRODUCTS Corp. MANHATTAN SHIRT CO. ......... 50,174 Margo Wines ................. 19.188 
a ee 26,370 F.A.G. & Water Maid Rice ...... 4,285 SEY “Bags iRedivieeexcedc 58,743 MANHATTAN SOAP CO. INC. ..... 628,637 wmarIE DESIGNER INC 
a EE eT CEE 2,437 = Lowisiana State Rice ............ 9,031 @ ° 3 peerrre. 9,646 Marie Conteur Chair __ 
LOS ANGELES BREWING CO. Mahatma & Water Maid Rice... 28,679 M = > .Oo3—eE © GL - 0 cena gl lanai Ae 
SS SS ree 42,534 Water Maid Rice .............. 37,763 | Blu-White & Sweetheart Soap .... 214,474 MARTINSON & CO. INC., JOSEPH 
LOS ANGELES DEPT. OF LOWE CORP., JOE .............. 297,864 M. J. B. CO. | Sweetheart Toilet Soap ......... 296,726 | _ Coffee .................. 2... 27,245 
WATER & POWER ............ 57,683 Cottage Instant Waffles ........ ee _ = Seep daRREERER g,esg MATHIESON CHEMICAL CORP. ... 144,395 
LOS ANGELES SOAP CO. ......... _ Sa See 293,639 M & R DIETETIC LABS INC. ..... 144,143 MANISCHEWITZ CO., B. ......... 34,228| Lentheric Preps. ............... 54,551 
Scotch Cleanser ............... 7,479 LUCAS & CO. INC., JOHN | Pream Coffee Cream .......... 82,214, Baking Products ............... 14,513| Mathieson Chemical Corp. ....... 7,001 
ME 509 ches 3 cas o> 0’ <BR ee 37,768 Ten-B-Low & Zero ............. 21,976 Frozen Blintzes ............... 9,077| Savibo & Sons, E.R. .......... 82,843 
White King Soap & Water “LUCKY LAGER BREWING CO. | Ten-B-Low Ice Cream Mix ....... $.946| Gofilte Fish .................. 3.377 MATSON NAVIGATION CO. 
BR Sry ree TE Ee a hc dea Saoirse dadedeee's oe pe rarer UG Leen 7,261 Steamship Transport ............ 31,941 
LOUISVILLE & NASHVILLE |“ LUDEN’S INC. "MACGREGOR SPORT PRODUCTS INC [MARATHON CORP. .............. 247,888 MAY CO.. GEORGE S. 
DRDEMD WO. Savcdacvcocece Se I odd ceccasavuedose 44,951' Golf Equipment ................ 33,430 Tite Frozen Food Wrap .......... 1,034 | Industrial Engineers. ee Re 37,803 
MAYBELLINE CO. .............. 258,869 
(MAYER & CO., OSCAR .......... 330,640 
ae 293,532 
ree 21,921 
Sandwich Spread & Weiners ..... 15,187 
PE Sc cnveaticesitecess 371,353 
eis 5 haw 68K 444d 4K 4,027 
9 eck s tw ease 64 a6 w Aika 344,062 
£5 eae 23,264 
| MORAL CORP. ..... 0. ceececeees 71,052 
McCall's Publications .......... 63,804 
wR EES EST rr 7,248 
MCCORMICK & CO. INC. ......... 191,094 
NE eras sag naseg seeks 14,781 ! 
| WROUWMRIES TOR. 2... cee eee sees 19,151 
Goliting Gattee ...... ccc cccess 33,208 
| Schilling Condiments ............ 24,794 
ve rtising . aes ie 
2... errr 21,573 
oS  § Perec ye 48,389 
aps i " MeCULLOUGH SEED CO., CHARLES 
sietetts t @>PPreree 35,082 
ey ees, _McGRAW ELECTRIC CO. 
; ne ye £srer rere rrT 37,424 
nT News - ers ; pbs | McGRAW-HILL PUBLISHING CO. INC. 186,807 
| Magazines & Books ............ 181,202 
Cee es teens te cet ete . ® ® * - i.” Serer ie 5,605 
atitertescocsses caah McGUIRE TRAVEL CO., T. J. 
ty os: RS 83 eae 26,222 
° : | McILHENNY CO. \ 
ee 110,925 
|MeKESSON & ROBBINS INC. .... 1,523,246 
Chapin & Gore Old Reserve 
; geese reas: i woe 121,157 
: | Martins V. V. 0. Scotch 
requires an exactndig in. nthe Siaterial supplied to publishers i se 122,476 
f d ti ‘And’ th t k k fi - h McKesson & Robbins Summer 
or reproduction urposes:: gur 7 Vacation Needs ............. 871,671 
P P © mat mane is a ey e t oug | McKesson & Robbins Whiskies .... 3,390 
| McKesson & Robbins Xmas 
out in the production Of: ‘all such’ ™material. He must know page sizes i \ °° whee an 
OE aati oss vesesieccese 9,247 
and the individual requirements. of: 550 or more newspapers using color | fn inion... 2616 
McKesson & Robbins Products ... 26,523 
so that he may advise ably: wilt the: — on details. _McKETTRICK-WILLIAMS INC. 
+ ° S <r 68,615 
MCLAUGHLIN & CO., W. F. 
| Manor House Coffee ............ 145,882 
MEDLEY DISTILLING CO. INC. .. 31,359 
He must supply mats that wi atta fidelity in half tone screens; he yoy opie shane 
Medley Bros. Whisky ........... 11,395 
that will preserve the depth and: sharpness: of type. And to insure “MEGS MACARONI CO_ 
| Bott Bois Macaroni 
close color register he must produge mats. ‘of: uniform shrinkage. BI i sescs esse sess>- 25,918 : 
MEMPHIS STREET RAILWAY CO.. 28,258 
High mat quality also is necessary to ‘provide: for the required number —— 701s | 
“ -: ""¢  aieebepnelaneenneemneseaees 855,388 wn 
of press casts. In addition to this know how?” “he must have ng EA A badaeetahe 285 477 
= > _ eee 79,276 
good equipment and able workmen educated i in: Solor needs ae... 78.925 
; SS 5 RS eer err 128,833 
to pr oduce exactly what is required. | Toilet Preparations ............. 322,877 
“MENTHOLATUM CO. ............. 526,346 
| MERCK & CO. INC. ............ 382,148 
Di-Chloricide Moth Crystals ...... 48,081 
= § ereeteerpenepepeget 334,067 
Therefore, when you consider the use of colée. new ueenen GTEAROOAT 6. 100 || pEens 
: METROPOLITAN LIFE INSURANCE 
why not consider a supplier with the “know how’? ops 67,001 
“. METROPOLITAN SUNDAY 
experienced to produce mats for such a highly sipecialined form of MEYER & BROS. JOSEPH H. na 
Richelieu Pearls ere te ae 29,321 
advertising; one with adequate equipment and capable workmen. PP --9-  O —— 
MICHIGAN BULB CO. .......... 190,347 
ee rere te 164,541 
| Holland Bulb Co. .............. 25,806 
MICHIGAN CONSOLIDATED GAS ‘ 
31 86,188 
“MICHIGAN MUTUAL LIABILITY sak 
De ie gle Hh edu cages 75,635 
MID-CONTINENT AIRLINES INC. 106,551 
MID-CONTINENT PETROLEUM CORP. 
li here 263,896 
in color newspaper aemidin. aniits you call P & A? lenane paeen uk tees | aes 
+ Di Cisco Garlic Dressing ........ 6,435 
6: 1890 French Dressing .......... 34,691 
“ee, SE EE. Sov ascodaseuces 1,520 
oe Patio French Dressing .......... ar 
ay Thousand Island Dressing ........ 1, 
PARTRIDGE & AN DERSON COMPANY. . | MILES LABORATORIES INC. ...... 292,378 
THE > Sari Sarr 139,677 
‘3¢ eer eee 34,813 
712 Federal Street, Chicago 5, Illinois * Telephone HArrison 7-3732 : ey eae 
PRES Te ererrerLeee eee 69,901 
MILK FOUNDATION ............. 32,344 i 
TENAPLATE AND VINYLITE MOULDED ELECTROTYPES, NICKELTYPES, | Bruen paewine Ca. foal | 
SE pase davkekeesss 122, 
MATRICES, STEREOTYPES AND PLASTIC PLATES “MILNER PRODUCTS CO. iia 
Pt Mn thektreekeseakeerees® 49, 
| MILNOT CO. 
Milk & Butter ................ 141,283 
“MILWAUKEE GAS & LIGHT CO... — 42,947 
MINNEAPOLIS BREWING CO. 
A 37,624 
MINNEAPOLIS HONEYWELL 
REGULATOR CO. 
Honeywell Thermostat ........... 37,580 
MINNEAPOLIS STAR & TRIBUNE . 30,095 
MINNESOTA MINING & MFG. CO... 202,862 
CS akixserbaiteesescene 24,229 
Scotch Cellulose Tape .......... 175,211 
Conde ieee esos and o8 3,422 
MINUTE MAID CORP. 
Frozen Orange Juice ............ 66,805 
| MISSOURI-KANSAS-TEXAS LINES 
| PED chsdesssesgesssss 52,528 
MISSOURI PACIFIC LINES ...... 58.435 
, TEE. wicenvidbectsees 11,004 
SS (| errr rrrrr 47,431 
MODEL BRASSIERE CORP. 
5 Qe 8 b405540060060040 802 30,234 


ey, ss me | ut. *. ee ee Ve oS % = Oe a ile re 9 SMB He” Maye si RA ee 2 Sale es? 1 See pe ee ee ee ee oe LY eee eee i oe ipa ees Ree 4 5 rae f Tk eh WIth an Danae Fs Wes Se ths er ieee ta Ye hea og UN sae ch ee ed a 
Cs: cies pa ae SWeae ‘ Gare Ro dineg aos MER ia OS 2, oss Sic Say Se ay he i See a 2 ate: Sale ae oe ara: Sea i eres #4 ! "7 Gerke ey eee eo weet hie os xe D SS eR eR ; ge A Oa oa ea ee ae: anes Set SO aaa ea 
ae Pehl. gn eee 3 cae ay . ae rf ia eyes fi eee Oke me he 2 ER irc hee eS ee 4 pane z ‘i r on ‘ ales ues piles eens Sim : phe seers | ae es eae: TASES ee eee ee os ge Se 
Se See eo LO als « 5 Te ala cia pails oes di or Mtn, Be whee eRe MAEMO, 2 ie a SRG Sb kh” Sein SN Wave pean ip gee i) 0 oe eae Te Ee eee wre Ss tg tae oiled RE ats Fg TN UE | Tee ek eae) ag! Oth wean See ea) es i aes 
Ge aga ae Cag ie gems. aw. COLA Utah ane ccemaneemn "yates fu cute alin et aries hg mee cs We os WAT ory te ae en cee 27.) aehee. Yanna. ea ee cea oe 1 te eases, ote iy , x3 Brn pi ct ee ie a na ea oe ice a 
ne Luna : eee. pee ait Rea eine a, eae ee : eee Fee anata ee ene Pe, ave : “eee as, ae : EO seal ios eR eS eae pre es Sha GAN a Sia take sagt ahs : Lee 

vy MEET eas be eae ae ae =a : ; SG Fea see Ee Ee te RS eet, el ee Eye re Ss Pater oe er eee sg seen 
es si Cae eee ute + i Ce rags a ce aes De cea Pee ae 5a eam, or Vien et nog Oe ere rane : Pings GON OTR eS a a cee at Cie I ne ea a | ae ree Pio Mec < e Beet vay Fei ae RS Sa Seat 
alan c - ; ws a OSS : x S * - : tem Bes ea geet) Sy mes: | noe a 
eae gy nd ‘ . : . 3 Be 
one nn Seats. «ace = Bi m 

a ee a 4 Ft = CRIN “ 
= isi 
Advertising Age, June 29, 1953 | 
| 

ae 

edie 

ney 

mete 

eh 

ere 

ane 

AS 

tae 

Bs 

ne 

ees 

May = 

enc 

a 

ae 

— 

Ae 

te 

gee 

aCe 

tere 

nets 

ai 

ea 

ee” 

De fo 
cc eae 
Vira 
Mr Yi 
aS reais 

oat 
Bie ey: 
Ser 
me Sa 
a Bet 
a 
eee se 
ore bs 
ae cet 
wes 

4 

a 
en 
es 
‘agi 
Aas 
ae 
5 ee 
aE ae 
Ta ess 
P= 
p BS ade 
as 
oe, ab 
8 
ek 
ae 
ee a 
ate 
are! 
Fay 0) 
OR peat 
a th oa 
eee: 
ne 
oes 
oper 
nee 
: es : *. . 
| ; te ; ' * * ress a waste eae SS Sims 

‘Sa ee * oe oy ee ee * E etinh bes (ra ¢ : : ro poe Pg 4 ¥ Z aS Ades fake oy ees . ae oe | ene ; oy i : : : ¥ 
PENS Ie EUS TAN Beg Nagle, A he os i aie aD ogg a ge ae ain ane ee Fi a tate aor ‘ Ey ; OTA, ay ‘es we : - Sanaa aie aes Ls ‘ ney yeaa aa WN taht uel tt Ah teat VR De SY al pee —" bet Bn 
BA inne ue Be rn ts Garekes Gin ATi ods Foch Se PIO TY ace ture 6 eee eC ee Re Qe | ol dno ed mM at Fa : Le FS A eae n ee ee fae ee te Me ne gh me hp Eien ee ose ah gt Se 5 leah BE Fede oe s 

i Pak Se ae cm j = H me FS 7 #0 t 4 dy wat . “ an i Ke os Liters : gt a 5 . - se ee Rest Sire 5 <a se ee Sinek 23 y 


wo 


DER BREA 


stays on top in 
the Chicago market! 


AS CHICAGO'S best-selling brand of white bread, Wonder Bread 
in 1949 began a program of advertising designed to maintain and 
expand its consumer franchise. 

For years, the largest share of Wonder Bread’s Chicago news- 
paper budget had been placed in the Chicago Tribune with 
outstanding results. So Continental Baking Company chose to 
concentrate on the great basic market provided by Tribune readers. 

Thru its agency, Ted Bates & Co., Continental in 1950 began 
placing Wonder Bread’s Chicago newspaper advertising exclu- 
sively in the Tribune. Featuring the Wonder Bread slogan, ‘‘Helps 
Build Strong Bodies Eight Ways,” the campaign was designed to 
keep this brand on the daily shopping lists of Chicago’s largest, 
most responsive audience of grocery store customers. 


The program included Tribune newsprint color pages, two-page 
black-and-white spreads and dominant, 1000-line units on a con- 
sistent schedule. It proved so successful that for more than three 
years, Wonder Bread has continued to place practically its entire 
Chicago newspaper appropriation in the Tribune. 

When the leader in a competitive market such as this depends 
on the selling power of one newspaper to stay out in front with 
consumers, you can be sure that the newspaper exerts tremendous 
influence on the kind of audience you want to sell. 

Decide now to learn how a Chicago Tribune consumer-franchise 
plan can help you increase distribution and sales and build a 
stronger competitive position in the great Chicago market. Ask 
a Tribune advertising representative for details. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


TURN THE PAGE | 
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MOLY MOTOR PRODUCTS CORP. Ct tnd: tu kindetscereerdéses 308,600 RR hs ar ee op us 14,928; Kraft Cottage Cheese... ........ 80,328 | Blue Grass Whisky ............. 1,447 
SE EE. deck eae eaneedesoe 44.676 | Radio & Television ............. 12,290 NASHVILLE COAL CO. INC. ....... oS je” YUE rere 57,807 Bond & Lillard Whisky ......... 246,147 
MONONGAHELA POWER CO. ...... RS es re I bleep digedan as 0 738,867 NASHVILLE GAS AND HEATING CO. 27,940; Kraft Products .............--:: 100,016 Bourbon De Luxe Whisky ........ 430,305 
MONSANTO CHEMICAL CO. ...... 164,927 MOUNTAIN STATES TELEPHONE & NATIONAL AIRLINES INC. ........ 783,970 rere ere ES - SE a cineccvscscas 1,786 
Chemstrand Corp. ....c000.200- 21,054 TRE GER vi ccnicoascrces 46,329 NATIONAL BISCUIT CO. ......... 949,271 Nashville Pure Milk Co. .......... 5,410; Cedar Brook Whisky ............ 18,268 
Se Ce CHUEED. co ceeec cess’ 2,371 MOUNTAIN VALLEY WATER CO. | Donald Duck Bread ............. 31,240 EE eee 40,431 Century Club Whisky ............ 154,749 
SE Ke sabedvesesicensvesses 136,352! Mineral Water ........c00000 141,905 Milk Bone Dog Biscuit .......... 78,350 | Parkay Oleomargarine ........... 379,643 Crab Orchard Whisky ............ 70,627 
PORE Et ategadvenvscsccdese 5,150 MRS. BAIRD’S BAKERIES INC. ... 133,669 | TE dae ange ne hae «0.0 51,751 Philadelphia Cream Cheese ....... ee ~ a IEP PT Ter Tee = 
EE Perr rer rr yr rire 102,434 Nabisco Shredded Wheat ......... 232,441 Rieck McJunkin Dairy Proaucts ... . EE Se Aa balsa bd aweses , 
eS a npsercateerta vid GUS19| Products ...ccccccscccccccsess 31,235 National Biscuit Crackers ........ 555,489 Roszell Cottage Cheese .......... 1,056 rr 9,350 
MONTENIER INC., JULES ........ 94,026 | MRS. TUCKER’S FOODS INC. ..... 133,124 NATIONAL BOARD OF FIRE Roszell Dairy Products .......... 20,198 G&D Vermouth 5 ocd a Mw'e-wauee a 38,322 
Finesse Shampoo .............. 41,097, Meadolake Margarine ........... 31,136| UNDERWRITERS .............. 116,132 Sea Island Dressing ............ 43,479 G& D Wine th PPO err rere 36,991 
Stopette Spray Deodorant ........ 52,929 Shortening ......-..ceeeeceeeee 51,977 NATIONAL BREWERIES LTD. ..... 70,733 Sealtest Buttermilk ............. 12,982 Ee ee eee 267,697 
MONTICELLO DRUG co EDs aa bbb bo 48d nee 50,011 NATIONAL BREWING er 113,506 Sealtest Chocolate ares 23,653 Gilbey’s Spey Royal Scotch 
666 ‘ 102,032 MUELLER CO., C. F. SEE 6 6.ccdq 000600000 83,057 Sealtest Cottage Cheese ......... 283,734 ee 11,516 
MOORE-McCORMACK LINES INC. 2. Macmren! Products .....cccccces 48,619 SSPE PT OPEC EET 30,449 i ect eeceees 9,647 Hill & Hill Label Whiskies ...... 278,381 
Steamship T F 133,519 . 4 SABA 62,830 NATIONAL CHEMICAL & MFG. CO. Sealtest Dairy Products ......... 45,569 Hill & Hill Whisky ............. 313,472 
» Vrampert ........... me" MUSSELMAN CO., C. H. YW rere y ee errr 46,856 Italian Swiss Colony Wine ....... 11,262 
MORNING MILK CO. he) OU Se 54,836 NATIONAL CRANBERRY ASSN. Sealtest Ice Cream ............. 292,131! Lejon Vermouth ............... 60.287 
Evaporated Milk ..... eoeeeeceee 36,514 MUSTEROLE CO. ............... 396,730 Ocean Spray Cranberry Sauce ..... 129,563| Sealtest Ice Cream & Milk ....... 5,507} Mount Vernon Whisky .......... 115,038 
MORRELL & CO., JOHN ..... seees = A. ere ree 227,885 NATIONAL DAIRY PRODUCTS CORP. 2,648,329| Sealtest Milk .................. 143,346 | National Distillers Whiskies ...... 6,696 
Meat Products ........-....5+5 ARS i aa . 168,845 Arctic Cottage Cheese ........... 1,320| Sealtest Milk Drink & Orange Old Crow Whisky ............... 17.949 
Red Heart Dog Food ............ 79,168 MUTUAL BENEFIT HEALTH AND | Arctic Sealtest Ice Cream ........ 1,823 =e 3,161] Old Dover Whisky .............. 46.932 
MORRIS CO. ACCIDENT ASSN. .......00..-- 658,515 Arctic Sealtest Milk & Cream ... 1,326 | Sealtest Orange Juice ........... 3,626 | Old Hermitage Whisky .......... 169,406 
se i SerrrrrTi errr Tree 31,029 |  Breakstone’s Dairy Products ...... 51,124 rrr re 13,649 Old Log Cabin Whisky .......... 90,001 
MORRIS & CO. LTD. INC. PHILIP . 3,806,571 N Breyer's Ice Cream ............. 111,458 | Semi-Solid Pig Emulsion ......... 3,794) Old McBrayer Whisky ........... 5,203 
SE util weh se cavacedeass 818,055 | Casino French Dressing ......... 24,604 Sheffield Cottage Cheese ........ 2,764} Old Overholt Whisky ............ 18,050 
PEE ME Nedeerédscewssiae ROCESS | WARAM CB. ....ccccccveccesonsse 33,072 Clover Farm Dairy Products ...... Meee | SN GEE nicccesccccscess 1,382 Old Sunnybrook Whisky .......... 1,002,274 
MORROW & CO., WILLIAM | NARRAGANSETT BREWING CO. ... 183,155 Cloverleaf Dairy Products ........ 35,767 | Sheffield Dairy Products ......... 1,560] PM De Luxe Whisky ............ 699,947 
OF Sere 44,042 NARRAGANSETT ELECTRIC CO. ... 35,694 Detroit Creamery ............... 4,636| Southern Dairies Products ........ BUD WE ci cicccccceessases 11,909 J 
MORTON MFG. CORP. .......... 85,524 | NASH-FINCH CO. ............... 35,012 Dixie Dairy Products ............ 4,723 EE teu hdd desde bee oot 293,012 White Rock Beverages ........... 2,450 
PE rere rrr rrer ER ESS rer errr er 22,964| Fro-Joy Ice Cream ............. 2,794 WE le GD i064 8 i640 s'e05 6,500 i Eig RT SRP ee 34,035 
SOFA cc crcscccessssecccvens 83,393; Our Family Foods .............. 12,048 | General Ice Cream ............. 7,594| NATIONAL DISTILLERS PRODUCTS ee 10,128 
Te Se Os cc ascicecvcors 247,998 | NASH-KELVINATOR CORP. ....... 1,919,984 Hiland Dairy Products ........... 13,800 ASS ee rer er ere 4,610,218 | NATIONAL HOMES CORP. ........ 128,542 
Morton Salt COOC CCC eee EOE Eee 242,266 ABC cian ds wekeas ees s+> 47,301 | I fac hn wind re eee’ 159,181 Bellows Club CE os cdewseed 30,622 NATIONAL LEAD co. 
Morton Tooth Paste ............ 5,732 Kelvinator Freezers ............. 2,273 ee rer 27,046 Bellows Club Bourbon & Partner's ee ee og 194,331 
MOTOR PRODUCTS CORP. Kelvinator Ranges .............. 53,842 Kraft Cheese Spreads ........... 20,369 ere pe teeeeeeeee 41,456 | y ATIONAL NURSERIES .......... 72.546 
Deepfreeze Freezer ............. 131,291; Kelvinator Refrigerators ......... 292,630 Kraft Cheese Spreads & Handi- Bellows Partner's Choice ......... 154,917 | waTIONAL OATS CO. ............ 54.442 
PEE “Sev cshenssedcids 1,059,757 PE ch atcdbe vane tivdat xs 1,509,010 | ME: 65400660 cc0pceeeso> 18,663 NE MEE Sb te cseccscesus 141,943 3-Minute Cereals ............... 2.744 
3-Minute Oats ............-.... 5,537 
3-Minute Popcorn .............. 3,692 
3-Minute Quick Oats ........... 15,772 
3-Minute Raisin Oats ........... 3,558 
RS rr Terre 23,139 
NATIONAL PAPER CORP. OF 
PENNSYLVANIA .............. 54,952 \ 
8 Ge ee 1,218 
Swanee Paper Products .......... 21,673 
er 32,061 
NATIONAL PRESSURE COOKER CO. 54.704 
Martin Outboard Motors ......... 7,440 
PEE 604405440 0mddeeenee 22,294 
Presto Ironing Table & Steam 
Mi taveeceelasadeeeeas + 4 24,970 
NATIONAL SELECTED PRODUCTS INC. 
er errr 66,815 
WATIONAL STEEL CORP. ......... 77,866 
Great Lakes Steel Corp. ......... 5,525 
National Steel Corp. ............ 62,021 
Quonset Building .............. 4,657 
Stran Steel Products Co. ......... 5,663 
NATIONAL SUGAR REFINING CO. . 54,471 
NATIONAL TEXTILE & CHEMICAL 
LABORATORY 
, 2 Ae Cree 80,793 
NATIONAL TRAILWAYS BUS SYSTEM 70,252 
UU I. oo cccvccccoce 59,812 
NATURAL RUBBER BUREAU ..... 106,482 
NAUMKEAG STEAM COTTON CO. 
Pequot Pillowcases & Sheets ...... 27,810 
NEBRASKA CONSOLIDATED MILLS 
REET reer errr 194,465 
Duncan Hines Baking Prods. .... 186,606 
Mother's Best Flour .......... 7,859 
Rr ee ee 27,154 
ED cc 5406044600000 % 2,845 
Par-T-Pak Beverages ............ 15,489 
Royal Crown Cola .............. 8,820 
NELSON & SONS, THOMAS 
eS See 65,866 
NEPERA CHEMICAL CO. ......... 114,715 
OP es eee ree 62,401 
SE es er ree 52,314 
NESCO INC. 
ere 64,050 
EN céc pened aces ekeaves 1,484,158 
’ DE 603i ccusncuesadsus he 103,786 
Cookie Mix & Semi-Sweet Chocolate 68,319 
EE UND 65 'b.56.b0608000000 256,279 
ME, Sed sbendcbe¥esedencess 910,934 
Nestle Instant Coffee ........... 131,978 
EC adk bcd Peweb2eetenciciss 11,551 
Swiss Knight Cheese ............ 1,311 
NEUHOFF PACKING CO. ......... 27,737 
Old Hickory Barbecue .......... 3,408 
SEE Su akagaesuekse<soes0s poy 
‘ss P P NEW ENGLAND FISH CO. ........ 7,4 
Every advertising man should know that spring starts with sales. erally 1173 
: : ; ; ; eee i Pitter Beck Galmen .......-2205- 8,469 
And in the Cincinnati market sales start with — which newspaper? Pow hy «naa rine 
P P ” P P NEW ENGLAND TELEPHONE & 
The answer comes from three of Cincinnati's biggest retailers. In a two-week TELEGRAPH CO. .............. 104,528 
riod, Pogue’s, Sears, and Shillito’s announced their important spring sales peng Bang gy EE an ae 
with a smash total of 113,263 lines of copy. Of this the Times-Star carried 61%, NEW JERSEY TURNPIKE 
the other evening paper 27%, and the morning paper 12%. In no case Pp MERE SE 50,508 
did the Times-Star receive less than 57% of a store's send-off linage, werainistion Garments scavige’ 101,711 
and in one (Pogue’s) our share went to a whopping 65%! This was ee 54.388 
money wisely invested. According to Women’s Wear, May 4, Pogue's a Boy — SYSTEM .... eit 
scored the “largest volume day in its history” on the first day of the sale, Sew York Gente ............-. 358.040 
P b ki “th : s be ] ds Pittsburgh & Lake Erie .......... 2.014 
with 69% of all departments breaking “their previous best volume records. ate Yaak Gea Teene | GaaS 
‘ P NEW YORK, NEW HAVEN & HARTFORD | 
Retailers demand immediate results when they announce spring sales. RAILROAD CO. ........... co 60.863 
, : id Transportation Co. .. ‘ 
They also expect sales the other three seasons. That s why retailers — | a aamaeageiaalal Ry =~ 
and general advertisers — place more linage in the Times-Star NeW veax news sanaabiendses«i a 
than in any other Cincinnati daily, It sells. NEW YORK TELEPHONE CO... 407.855 
Ge VUE VOU Svcdcccssescee 82,785 
NEW YORK WORLD TELEGRAM 
Se da seber bien da ubeevdanis 37,235 
NIAGARA MOHAWK POWER CORP. . 123,417 
NICOLAY-DANCEY INC. 
New Era Potato Chips .......... 34,472 
NIL-O-NAL CO. 
SE cst cdvicccacsns 48,467 
° ° bd ° a EE, 46:06 0040660360 00008 155,717 
in cincinnati.:..it's the TIMES-STAR ra EE 
cenpcesane EE tb ad eye de 6045446 40% 0» 112,743 
SE. ED ccacicensasecsss 18.760 
Whirlpool Washers .............. 24,214 
NEW YORK 17: 60 E. 42nd St.; CHICAGO 1; 228 N. LoSolle St.; WEST COAST: John E. Lutz Co., 435 N. Michigan Ave., Chicago nN “WIRESK INDUSTRIES ............ 41.523 
| NOBLITT-SPARKS INDUSTRIES INC. 268,579 
nes ccnaebadeant.coee 14,879 
Arvin Radio & Television ........ 50,678 
8 ees 195,203 
RE PR whe bcc ccesvases 7,819 
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Why not put this 


-point 


rogram to work for you? 


To start getting extra sales from every dollar 
of your Chicago advertising investment, find out 
how a Chicago Tribune consumer-franchise plan 
can put this 4-point progam to work for you— 


@ An analysis of current and local conditions that 


Keeps you abreast of day-to-day thinking in the major channels of distribution thruout Chicagoland 
Determines sales potentials and profit possibilities by type of outlet 
Reveals consumer attitudes helpful in determining successful sales appeals 


@ A survey of your particular market that 


Determines an attainable sales goal 


Prevents costly errors by providing a background of experience 
Gives you facts on the eftectiveness of coupons, sampling, premiums and other merchandising 


tools in this market 


© A complete marketing program that 


Sets up a calendar of merchandising activity 
Helps you allocate sales effort by district and type of outlet 


Suggests an advertising schedule 


Offers counsel on your sales theme 


@ Sales assistance’ that 


Plans meetings with your sales force to integrate sales effort with the advertising program 
Alerts retailers and wholesalers to advertising thru bulletins 

Arranges personal contacts with key distributors, wholesalers and chains 

Provides mailings, reprints, broadsides, counter cards and window posters 

Develops portfolio, slide film or movie presentations for dealer and wholesaler meetings 


* No charge for some services, others at cost. 


Outlined above is the kind of help that a Chicago Tribune consumer- 
franchise plan offers you. This proved selling aid is the reason why the 
Tribune plan is the method behind so many of Chicago’s outstanding 
brand advertising successes. 

Whether or not your sales situation calls for all of the help that the 
plan makes available, it is one on which you can rely to get greater re- 


turns from every advertising dollar you spend in the Chicago market. 

If you are not satisfied with your share of Chicago’s high level of 
spending, find out what a Tribune consumer-franchise plan—indi- 
vidually fitted to your product and your sales problem—can do for you 
in this important market. A Tribune representative will be glad to 
bring you complete details. Call him today. 


CHICAGO TRIBUNE 


The World’s Greatest Newspaper 


ADVERTISING SALES REPRESENTATIVES 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker 
1333 Tribune Tower 220 E. 42nd St. 
SUperior 7-0100 


W. E. Bates 
Penobscot Bidg. 
MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 


San Francisco Los Angeles 

Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Blvd. 
Michigan 0259 


MEMBER: FIRST 3 MARKETS GROUP AND METRO! LITAN SUNDAY NEWSPAPERS, INC, 
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-». TO SUPPLEMENT THE PRINTED WORD 


This is a sales success story about the power of word-of-mouth advertising. \ 


... for that is what has made “U.S. News & World Report” grow so 
big, so fast, in such a busy, highly-selective market. It’s one person 
telling another about a good product. 


HERE ARE THE FACTS: 


VY We employ no circulation salesmen, offer no premiums, use no 
inducements or gimmicks. 


VY With no change in our basic selling methods, we're mailing 20% 
fewer letters at our 600,000 circulation level than we did when our circu- 
lation was 350,000 three years ago. And our circulation keeps growing! 
VY Our present readers like our product... we’re getting our renewals 


with less effort than ever before in our history. 


YW The new subscriptions that just come in “over the transom” are 
at an all-time high. 


VY Newsstand sales, another measure of voluntary demand, have moved 
from 22,000 weekly in 1946 to more than 90,000. 


VY A small house ad captioned “Handy Way to Subscribe” produced 
some 16,000 orders last year. We can’t afford to leave it out of any issue. 
VY 86% of our subscriptions are in that choice classification “By mail 
direct to publisher.” That’s the highest percentage of any news or 
management magazine. 


mm NOW MORE THAN 600,000 NET PAID CIRCULATION .§ .. 
- by any other news or § m 
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A CASE HISTORY 


4OF-MOUTH ADVERTISING 


Yes, by every measurement in the books, the growth of “U.S. News 
& World Report” is a demonstration of the power of word-of-mouth 


advertising to create a voluntary demand for a good product. 


\ HOW THIS VOLUNTARY DEMAND IS 
IMPORTANT TO YOU AS AN ADVERTISER 


It is a well-established principle of advertising that the more 
voluntary the circulation, the better the readership, hence the more 


chance advertising has to be seen and read. 


On this score, “U.S. News & World Report’s” coverage strength 
of more than 600,000 grades higher than any magazine in the news 


and management field. 


Here are more than 600,000 important people who have 
demonstrated that they want “U.S. News ¢7 World Report.” 
They are the active, intelligent, pace-setting market of people 
in the know. They’re the important people with positions of re- 
sponsibility in business, industry, government and the professions. 
They have the incomes, homes, tastes and interests that go hand 
in hand with those positions. 


Important people always make time for the important things. One 
of the things they make time for every week is “U.S. News & World 
Report.” Your advertising message has the opportunity to be part of 
that time when it appears in “U.S. News & World Report.” If you 
have something important to say or sell to important high-income 


people, your advertising belongs in “U.S. News & World Report.” 


For more information on 
circulation acquirement methods 
as a key to advertising 
effectiveness, or for any other 
information, call or write 
any advertising office. 

30 Rockefeller Plaza, 

New York 20, N. Y., Boston, 
Philadelphia, Detroit, 
Cleveland, Chicago, 

St. Louis, San Francisco, 

and Washington. 
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NOMA ELECTRIC CO. ............ 67,188 | NORTHERN INDIANA PUBLIC | Pepto-Bismol & Unguentine ...... 
ks bbc dedae's 6 65,844 rrr re 56,349 | Teek Cough Syrup ...........-.- 
Ward Floor Furnace ............ 1,344 NORTHERN PACIFIC RAILWAY CO.. 125,511| Products...................... 

NORFOLK & WESTERN RAILWAY .. 117,069 NORTHERN PAPER MILLS ....... 205,074 | NOXON INC. 

NORRIS INC. NORTHERN STATES POWER CO. .. i 
I 43,276 NORTHRUP, KING & CO. ......... 44,583 | NOXZEMA CHEMICAL C0. ........ 

NORTH AMERICAN ACCIDENT INSUR- Golf Brand Crabgrass Killer ...... 3,307 re) 

ANCE CO. OF CHICAGO ....... 620 Golf Brand Lawn Mixtures ....... 18,171 

NORTH AMERICAN AIRLINES RS ee ba 23,105 OAK FARMS DAIRY ............. 
(FP 229,732 NORTHWEST AIRLINES INC. ..... 338,508| Egg Nog Mix ................. 

NORTH AMERICAN AVIATION INC. 65,103 NORTHWESTERN BELL TELEPHONE ES ae a 

NORTH AMERICAN PHILLIPS CO. “ sen | ARI ee a ere aoe a a a re 
I SG ts aadepeteres A CE cece cae baw b¥ 900 40-46 

NORTHAM WARREN CORP. ....... 164.695 —— © co. W. W. 36.066 | OAKITE PRODUCTS INC. 3 Phe ie 
Cutex Preparations ............. Pav Slap Seb th dh lial Sent diate ‘ OCEAN HIGH ed ge 
esc ksadhke ds nea 82,705 NORWEGIAN CANNING INDUSTRY OERTEL BREWING CO............ 
Peggy Sage Preparations......... 7,249 Norway Sardines ............+-- 119,401 | 9410 BELL TELEPHONE CO. ..... 

NORTHEAST AIRLINES INC. ...... 94,260 NORWICH PHARMACAL CO. ...... 978,210 | QHIO EDISON CO. ............... 

NORTHERN CALIFORNIA PHARMA- ni “7a 7,588 | OHIO FUEL GAS CO. ............ 
GEMTIONE BOUL Fcccadscssses 40,252 Pepto-Bismol .................. 905,231 | OHIO OIL CO. 


10,943 | 


Gasoline & Oil 


50,530 0-JIB-WA CO. 


3,918 | 


Bitters 


eee eee eee ee 


| OLD READING BREWERY INC. .... 


The Houston Chronicl 


The ONE paper 

that has proved it can do 
the selling job in the 
great Houston market... 


More Effectively, 
i More Economically 


This is the Chronicle’s 
40th consecutive year of dominant 


leadership in both advertising 


and circulation. 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE BRANHAM COMPANY -— National Representatives 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


SRM IE I osc cc ceccvecceess 


OLIVE ADVISORY BOARD OF 
ee a Gia's 6 4.4 
OLIVE TABLET CO. 
Dr. Edwards Olive Tablets 


| OLYMPIA BREWING CO. ......... 


OLYMPIC RADIO & TELEVISION INC. 
Television 
OMAR INC. 
EAL eae Gres bau as 
Fruit Cake 
itd ch ikke nian cues bx 
ORTLIEB BREWING CO., HENRY F., 
EE hb ba 55 osow-sabioes sos 
OUTDOOR TIPS BY JOE DENNY ... 
OVEIMO CO. 


ee 


ee es 


ee ee 
COR eee meee eee 


ee ey 


P 


So ee 
Hoffman Beverages ............ 
Hoffman Club Soda & Ginger Ale 
Pabst Blue Ribbon Beer ......... 

PACIFIC COAST PAPER MILLS 
OF WASHINGTON INC. 
| eer 

PACIFIC GAS & ELECTRIC CO. ... 

PACIFIC TELEPHONE & 
WUTNETD Geo 6ckccsccccces 

PACKARD BELL CO. 
sea eer 

PACKARD MOTOR CAR CO. ....... 

PACQUIN INC. 
Toilet Preparations 

PAGE DAIRY CO. 

PAL BLADE CO. 
oho 96065 K8 404-00 408 
... . errr 
Personna Injector Blades . ...... 

PAN AMERICAN COFFEE BUREAU 

PAN AMERICAN WORLD AIRWAYS 
Pan American-Grace Airways ..... 
Pan American World Airways . 

PAPER MATE CO. INC. 

Sy dddteteed ddnudaduddbeteds ss 

PARAFFINED CARTON RESEARCH 
CEES. 65534004404 m6400440 66 

PARAMOUNT PICTURES CORP. .... 

PARK EAST—THE MAGAZINE OF 
RE errr 

PARK & TILFORD 
5 9 URS rrr rr reer 
on a ae ree ere 
Weemee GF GOGS GIN... cc ecccces 
Kentucky Bred Whisky 
Martell Cognac Brandy ......... 
Park & Tilford Bottled in Bond ... 
Park & Tilford Preparations ..... 
Park & Tilford Private Stock .... 
Park & Tilford Reserve 
Park & Tilford Whiskies 
ree OR A ee rere 
Vat 69 Scotch Whisky 
Winx Preparations ............. 

PARKE DAVIS & CO. 

0 EPR eee 

PARKER PEN CO. 

2 SSA 

PATON CO. INC., JOHN G. 

Golden Blossom Honey ......... 

PATTERSON ENTERPRISES 
Harold Patterson Nursery 
Patterson Floral Stock 


ee ee ey 
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275,357 I ME oon seb adneannwes 

Almond Joy & Mounds .......... 
27,155 Ee eee 
60,317 Peter Paul Candy Prods. ........ 


25,271 PAXTON & GALLAGHER CO. 
Butter Nut Coffee 


65,570 PENICK & FORD LTD. ........... 
fk gk rrr 
194,954 My-T-Fine Desserts ............ 


115,450 PENINSULAR & OCCIDENTAL 
ee ct ith Ee EEE 
36,067 PENNSYLVANIA POWER & LIGHT 


A. PPA Cree eer 
99,947 PENNSYLVANIA RAILROAD ...... 
1,159 PENNY BAKER’S KITCHEN ...... 


2,939 PEOPLES GAS, LIGHT & COKE CO. . 


56,539} Gas, Light & Coke ............. 
G2,G55| Watervel Gas Ce. .....ccccsccees 
fo gk, 2 | Seer 
25,355 | PERFEX MFG. CO. .........0.00- 
EE, resi vedass seine €8 
732,762 0 Rr rrr 
144,891 PERKINS PRODUCTS CO. 
. i 2 err 
Ge | PG MUETE Gs 6 cc ccrcccscececces 
| Golden Key Dairy Products ...... 
| Pee Daley Predaets wn ccssccce 
181,157 8 A are 
62,978 Pet Evaporated Milk ........... 
a ee ere errr ere 
54,393 Sego Evaporated Milk ........... 
lL... 3 Sa errs er ree 
rere rey Tr Tre 
97,669 CE . iccnivakenana axes 


183,028 PETER PAN FOUNDATIONS INC. 
PETERSON BAKING CO. ......... 

626.217 PETERSON OINTMENT CO. ....... 
tf = ere 

337,068 PFIZER & CO. INC., CHARLES 


2,800,214 EE 80549 40606490646405006 
to PPP rer errr rire 

975,852 Admiracion Shampoo ........... 
26.748 PTE LTE Te eee ee eee 
266,366 DUEL. a vawdeu ces aeae seo 


59,095 PHILADELPHIA ELECTRIC CO. ... 
192.173 PHILADELPHIA GAS WORKS CO. .. 
15,098 | PHILADELPHIA INQUIRER ....... 
354,200 PHILADELPHIA TRANSPORTATION 


892,298 EAS ere Terr ce er err 
BUA GED | PUERO. COs. ccc ccccceccccecce 
670,778 | Air Conditioners ............... 
= err re 
37,318 EE 5.5.644%04400090090480% 
| RaMbOS 2.2... cecrcccvccceccece 
43,318| Radio & Television ............. 
ET) MN as, <cvasnveunseeeues 
CE iden dpacdesenkeune 
BL «PEED obi ccccceecesevensvnn 
1,408,053 Ee re ere 
» ® 0 REE ee err reer. 
24,064 PHILLIPS PACKING CO. ......... 
Pe ME icscises ads kinene acess 
311,655 ARES ITC ee ere Ti eiee 
5.610 PHILLIPS PETROLEUM CO. 
GE) I © Ge cccscicccscccvcs 
41,847 | PIEDMONT AIRLINES ........... 
51,924 PIEL BROS. 
ES. UE discon c4d0ssueg adn edesess 


72,481 PIERCE’S PROPRIETARIES INC. .. 


189,252 Dr. Pierce's Favorite Prescription 
115,656 Dr. Pierce’s Golden Medical 
4,348 BEE cds 4 0440400 00006004 
 B.. Brrr ree ree 
108,145 PILLSBURY MILLS INC. ......... 
| Ballard & Ballard Bakery Products 
303,817 Ballard & Ballard Biscuits ...... 
Ballard & Ballard Corn Bread Mix 
35,713 Globe A 1 Biscuit Mix .......... 
56,414 Globe A 1 Macaroni Foods ...... 
36,408 Globe Mills Products ............ 
20,006 OE PS ee eee 
Pilisbury's Best Feeds .......... 
175,528 Pillsbury’s Best Flour .......... 
324,081  Pillsbury’s Cake Mix ........... 


58,683 
110,038 
151,806 

3,554 


84,886 
218,638 
34,832 
176,737 


31,726 


1,218 
119,703 


559,377 


The New BECKLEY (W. Va.) 


The center of a great coal mining industry, and which has suddenly 
been transformed into a city of such diversified interests that all of the 
old records have to be thrown out of the window. 


Here in the new Beckley is a buying center with an A.B.C. City and 
Retail Trading Zone of 251,928 people—a population that is 50% 


greater than in 1940. 


A brand new United Mine Workers’ Hospital is under construction to 
give Beckley more than a thousand beds in five modern hospitals, and 
to make it an up-and-coming medical center for the entire state. 


A new electronics plant costing $150,000 and to employ 300 people in 
its first unit is already off the drawing boards — and still further expansion 


is expected. 


A three year old poultry industry centering in Beckley is expected to do 
a two-and-a-half million dollar business this year — and so the story goes! 


With this outburst of prosperity, Beckley is not only waiting for your 
next campaign with an open pocketbook — but also with more retail 
outlets per thousand buyers than any other city in West Virginia. 


The city’s morning-and-evening combination newspapers — BECKLEY 
PGST-HERALD and THE RALEIGH REGISTER, with a circulation of 
31,973, Sundays 31,533, offers you a 95.2% City Zone coverage and 
93.8% effective circulation. The next time you reach “West Virginia” on 
a national schedule, be sure it reaches Beckley — the up-and-coming city 
that's easy and profitable to sell. 


Represented by 


STORY, BROOKS & FINLEY, INC. 


230 Park Avenue 


New York 17, N. Y. 


PIT 


wv 
a 
ad 


wv a] 


wv 
ee ee ee es ee Pe ee 


Tce. cen ai lien >a iel- ae — 4 Cibgit ah es Se es Wi ela ee a ee aH f oe % sf Be Po eam ene ar aa ene ne ah io , a $a a ieee oy eh ie Stout ay A ees Magers > age e x ieee A aeee oe aOR. a eae On et es Ry ort ka sm : 
siiige es a ENS ane ee, eR A 24 eae eee ae pen Ot Semana gi as Mie SON ASA Oe ARR a oat Re Pree Se eR Sei ty ee ree 
Mi Ge eee a te ” 5 eis : ae : pee aaa zee: ‘ Afeiies y ie : Cl he eee eae os © phe ite 3 2 es ee inti ee ih : r ee re. Sine Fi ut a € ate ‘ea _ - oe . ee Eo. Soe ae ee * “5 pcntnss 
sis . . e Daten Ce a Sa —_ 
= ; ee Ac 
| 
PS P 
Td Ss 
31,185 : 
1,040,412 see PIN 
PIN 
34,434 PIN 
. ) eo P10 
7,053 mz PIO 
La 18,938 Y 
re. e 6,574 110,996 PIO 
oe 53,307 | 385,006 é 
a 27,300 | 37,400 PIO 
119,906 ir 65,952 p 
187,487 55,740 PIP 
52,431 10,212 p 
27,051 621,962 F 
70,262 P 
: Ok, 41,022 T 
nee | Marie Kruse 29,240 I 
Owen Nursery Sin T 
. ... = as 84,610 = 
i ane OXFORD UNIVERSITY PRESS ..... 174,925 
hen A 
tie sc ry 6,864 , 
ie - Pn ea 3,356 
as Sg z Boe " 45,220 
ae : << 85,434 
ef it <4 - po 17,537 
ae 4 > alg 16,514 
~ gai meee 76,438 
= ‘ t y | ro 15,589 
mee <4 i ie 60,849 
potas ee ee ee 42,085 
“ — a y Ay a Spree! sae 60,992 
s ——- ne A on ie bss, 75,755 
fe ~D) aa se or 
i i aay HSI » . 4 —_—— 26.762 
= Se yee ie ee Pag ne 126,762 
Pa i rar deste, ae 
i 2 ci iad ae ‘ Sind ee 8,112 
ie ae eee = | 107,910 
— as ; 154,195 
— ec hee 37,021 
ik 7 fe ee | 61,379 
ava : : Me ite a a" r 49,161 
a dale: aie F | 1,136,055 
: = Eeeiieks ee es oe 2 } 27,764 
| ore 7 L 5,285 PO 
D 32,428 . 
Bia e s | 127,242 PO 
wie : | | 34,417 | 
i a =))} 676 PO 
: ps F 256,035 PO 
(ol bias —_ \ 4 4] | | ar | 
oes - 4 
bey < i . 4,352 ia 
rou 1 ae Ae 39,289 | 
‘ = toga WN = " 
eae ba a Nb ~, \ 
ee 1,181,982 | 
s 43,755 PF 
, | 
age 269,014 
ie ee 50,251 
‘a Me 24,237 
cag 24,156 
ii 1,858 
sie 54,514 
13,980 
F oad 1,828 
wes . 2,847 
ae ; ath, 12,264 
pels 1,756 
vor ‘ A | 7,813 
cae PATTERSON-SARGENT CO. 2.233 
Bika YZ _ eee 166,485 
ae ZA PAUL INC., PETER ............. P| 
Ne ae eg se ’ 
pe Oe ees es 1) 5a neta) ain i eemaaneee P 
cone] > Joe wa! = 
a ; \= se = () F PI 
De. | SAEs 
Y yo" w, Ar 
" si P 
ee : 
» 
ee | 
| —E ae 
Rae Cx | 
a tj ase 
ahd ad | 
| 
. \ . | 
ee | / 
» 
_ me i 
| : a 
: “SS 
e Wy i ee 
. P 
| 
| ee 7 
| P 
A0 =. | 
| muvee Ww | 
2 ont aet® \orro® F 
ot \ee yor A) 
} ‘pol Cavan | 
on? a ' 
oy : ae ‘ aE ah a eae & ee _ | 
a The Houston Chronicle | a , 
f 
| ee Ss . 
| ee CR ee 
aoe ARGO ar ees x : x ae aa te oa ms ; 24. eae ce Hs ee . eM Bae tae so iy a ae ve aes v ‘Suet Bd ca fa! ab eee x ins eh HSA Siy Bae a soge 7 ; ae is ate : ft oe : ‘ iat iat, He: at vee i, 


Advertising Age, June 29, 1953 


| a ee 10,913! Aunt Jemima Corn Meal ........ 22,688 | 
Pillsbury’s Pancake Mixes ....... 45,782, Aunt Jemima Flour ............ 27,122 | 
Pillsbury’s Pie Crust Mix ........ 45,197, Aunt Jemima Pancake Mix ...... 234,841 
MD nc dscinccadesececess 2,313 Aunt Jemima Corn Meal & 
AS ee 53,604 Quaker Corn Meal ............ 21,475 
PINEAPPLE GROWERS ASSN. Aunt Jemima Products .......... 14,513 
re 189,598 Ful-O-Pep-Feeds ............... 103,849 
EE, iad ce aeons conaenes 31,732, Ful-0-Pep Range Cubes ......... 1,804 
PINKHAM MEDICINE CO., LYDIA E. 433,482| Ken-L-Biskit ................. 36,346 
PIONEER AIRLINES INC. ........ $3,888; Ken-L-Dog Foods .............. 398.840 
PIO INC., BARTOLOMEO ygseipnenrnennstes: 82,830 
MU 4:6560904.004606002060%4. 32,793 CE eS a 15813 
PIONEER GEN-E MOTOR CORP. rs 6544 45550500, 146,745 
Pincor Power Mower ........... 31,346} Pettijohn’s ................... 30.965. 
PIONEER SCIENTIFIC CORP. Puss’n Boots Cat Food .......... 65,078 
Polaroid Sun Glasses ............ 70,179| Quaker Corn Meal ............. 21,475 
PIPER BAKING CO. ......... a is 77,002} Quaker Macaroni Products ....... 17.336 | 
Betsy Ross Bread .............. 72,295| Quaker Oats .................. 87,336 
Betsy Ross Bread & Cake ........ 2,775| Quaker Oats & Mother’s Oats ..... 13119 
PES WOE cscs tssesasccess 1,932! Quaker Pack-O-Ten ............. 27.290 
PITTSBURGH BREWING CO. ..... 36,288| Quaker Puffed Rice ............ 14,642. 
Iron City Beer ...........eee0e 25,090 Quaker Pufied Rice & Wheat ..... 263.029 
FOR BOO cc cccccssecccncccces 11,198; Quaker Puffed Wheat .......... 13.506 
PITTSBURGH PLATE GLASS CO. .. 232,245) Quaker Quick Grits ........ 53,190 
Duralite House Paint ........... 8,474| Quick Mother's Oats ............ 20.154 
Pittsburgh Brushes ............. 1,307} Quick Mother's Oats & Quick .... ee 
Pittsburgh Paints .............. 88,340 Quaker Oats ........ 368.893 
Walthide Rubberized Paint ...... 127,729 Quick Quaker Oats ............. 110.420 
PHOGUEES 5c sen ccccsscccccccess 6,395| Red Top Flour ................ 1312 
PLANTERS NUT & CHOCOLATE CO, © 88,906/ QUALITY DAIRY CO. ............ 40,959 
Peanut Oil ........ceeeeeeeees = oe eee ene 1183 
Peanuts ..ccccccccsececcseeces I 4344 
PRES bab avedssavaceses — NR ein A AE Sti 35.432 
Plastone Auto Polish ........... SP Akio die ee ‘ 
Tustie Wen Acts Pllc ......... 40,681 bare od IMPORTERS INC. ...... 97,928 | 
GUE TE, kessassessccasne 806,617| Ambasador Scotch ............. 27,577 | 
Cambells White Heather Scotch .. 26,301 
SED sinenedeusareoeonesne 1,277 Welch's Wi ' 
Black & White Ointment ........ 3,035 as wae 44,050 
Black & White Products ......... 15,456 | QUINN CO. INC., K. J. | 
NG GO cccisccicccteses re 60,015 | 
PP Adswabakedbees iedend ce 164,773 
(£6 KOG04 040 05.00 440020 17,186 
Mufti Lighter Fluid ............ 2,205 
Mufti Spot Remover ........... 15,916 
Penetro Products ............... 19,528 
Prescription C 2223 ........... 2,996 
Revelation Tooth Powder ........ 12,287 
ee errr eee 541,768 
St. Joseph Eye Drops ........... 1,125 
St. Joseph Mineral Oil .......... 2,238 
rere rr rT Tree 1,793 
PONDS EXTRACT CO. EXPORT LTD. 
Toilet Preparations ............. 528,072 
POPULAR PUBLICATIONS 
RO TERI dccccsscecconss 28,765 
PORTLAND CEMENT ASSN. ...... 94,861 
POTTER DRUG & CHEMICAL CORP. 
Cuticura Products .......... raw 153,077 
PRENTICE-HALL INC. 
SSS er rrr ee 89,752 
ge eee 55,669 
DE ED 5 cébnseeccassceve 42,641 
MD 6.05 444000400 0008 13,028 
PRESTO FOOD PRODUCTS INC. 
Pr rer errr creer 40,274 my 4. 
PROCTER & GAMBLE CO. ........ 7,973,507 = 
American Family Flakes & Soap .. 67,683 . DAILY OKT. 
SE ME on bb 0606000600088 ray bi . 
BE GE NED acc cctcowssassies ,227 
BE ae ekesstesnenniiaiess 2,542,375 maw: Two U 
DE £45544606 60000 ba eaw ease 410,166 See Cc 
err ee rere 653 = yale 
EER Oe ree et 188 = : 
DD eG livekerd ns ssakenesss 57,495 - 
ES err ere 52,552 
i 2 xarerrn rere 21,701 
i ED eer eaiesseheu saad 57,685 
error rer rere 743,190 
Lilt Home Permanent ........... 951,333 
DE avntdseudeesessccecsuse 274,197 
Pert Home Permanent .......... 126,362 
Shasta Cream Shampoo .......... 1,021 
SN ME gaseeesica08 eaecs 393,713 
Perr Tree rrr rs 2,128,229 
REE Sheabodseheeneneneewe 3,557 
Se eee eee ee 405 | 
PROGRESSIVE FARMER ......... 37,548 
PRUDENTIAL INSURANCE CO. 
ey CE cGescdveceecccses 1,197,707 
PUBLIC SERVICE CO. OF 
I, 5-45 55659.9 646.0608 61,378 
PUBLIC SERVICE CO. OF 
fF Aer 184,686 | 
PUBLIC SERVICE INTERSTATE | 
TRANSPORTATION CO. ........ 30,440 
PUBLICKER INDUSTRIES INC. ... 1,403,435 
Charter Oak Whisky ............ 169,252 
Goumty Pale WHY .ccccccccess 8,257 
EE, EE 5666666000688 3,299 | 
Embassy Club Whisky ........ 7,539 | 
Haller's De Luxe Whisky ..... 3,529 | 
Haller’s 89 Whisky ............. 11,133 
Haller’s Reserve Whisky ......... 5,087 
pf eee 6,075 
gh ee 10,162 
Kinsey Silver Label Whisky ...... 92,132 
RE GEE wecdccesevscnes 7,441 
Old Classic Whisky ............. 163,796 
Old Hickory Whisky .......... , 572,810 
DN, adeeetdaesstbessvicsecas 1,777 
Philadelphia Whisky ............ 312,396 
Planters Club Whisky .......... 28,750 
PUERTO RICO INDUSTRIAL 
3.) Es) all. 41,823 | 
Puerto Rican Industrial | 
DEE -cbGneab 64 604d 040% 7,248 
Puerto Rican Rum ............. 34,575 
PURE OIL CO. 
ES PPT eee 335,982 
PUREPAC CORP. 
DE Gaeedeveetcraevsys 55,907 
i AS) 228,636 
News Detergent .......... Jaue 27,173 | 
SEL wh cédvineinedes ss 2,342 | 
 vaantedeeeasaeee 162,191 | 
eh es ccakeschetsaks os 36,930 
PURITY BAKERIES CORP. ...... 137,528 | 
REE Suhess0 4006060080 47,185 
Purity Maid Bread & Cake ...... 13,954 
We EEE 6b 60 0eeiscdescces 75,325 
PRED Sbbaedebecvocevceeces 1,064 
PUTNAM’S SONS, G. P. 
D. Cush cenerwens chase oss 35,371 
PYRAMID LIFE INSURANCE CO. .. 25,032 
5 Sa ee ee 46,524 
QUAKER CITY BUS CO. .......... 26,742 
QUAKER CITY CHOCOLATE AND 
CONFECTIONERY CO. ......... 68,202 
Gee ee GE. Kchepesiceces 2,614,988 


Aunt Jemima Baking Products ... 


75 


8. .. ALL AMBRICAN MARKET 


in OLD HAWAIll... 


OHIA (wild mountain apple) was one 
of the few fruits other than the banana 
that the Hawaiians could enjoy. 


in HAWAII TODAY... 


. an average family spends more for 
American foods than in 47 States.* For 
example... 82.7%t buy CANNED FRUIT 
COCKTAIL—« higher percenta ge than in Cincinnati, 
Omaha, Long Beach and other large, profitable markets. 


Many other American products, universally used 
in Hawaii homes, reflect its all-American taste, 


 Founlulu Star-Bulletin 


Goes into 4 out of 5 Honolulu homes 


represented nationally by O'MARA & ORMSBEE 
New York * Detroit * Chicago * San Francisco * Los Angeles 


* 1952 Survey of Buying Power t 1953 Consumer Analysis of Honolulu 


- More Homes Covered 


Af heen 


©2 Capta 
ePtured by Chinese 


—_ SUNDAY NEWSPAPER in the Southwest. 


“a 
_——— 


Say, hh ee ele I 


==> by THE DAILY OKLAHOMAN 


than by any other SOWDAY 


newspaper in the Southwest! 


ee 
~~ aes 


in Reenica” | More products are sold through The Sunday Oklahoman because it 


covers more homes than any other Sunday newspaper in the Southwest. 
It's bigger than any Sunday newspaper in Houston, Dallas, Fort Worth 
or San Antonio! 

The Jocally-edited, locally-printed Sunday Magazine section of The 
Sunday Oklahoman spreads across a rich market that ‘national’ 
Sunday supplements completely miss. None covers as much as 2% of 
Oklahoma homes. 

To cover more homes — make more sales — use the BIGGEST 


‘ \] Pa >. 
THE OKLAHOMA PUBLISHING COMPANY + The Farmer-Stockman 
WKY-TV and WKY Radio ° Represented by KATZ AGENCY 
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R DE UG ah cadeenessadives 150,365 Berger Steel Cabinets .......... 843 I ids pai c.ya a ce cas oe 
CP ccaetestedecsécegeves 84,066 Institutional ................... 98,329 Chili Sauce Relish ......  ..... 
RADIO CORP. OF AMERICA ...... 1,748,712 REG a IES: 66,299 RESERVE LIFE INSURANCE CO. .. 32,707 SE Pe ero 
National Broadcasting Co. ...... 51,835 RECIPE FOODS INC. ............ 40,220 RESINOL CHEMICAL Co. ........ 154,347 ae oe co aad: ip d's 10s 
RCA Air Conditioner ........... 41,028 Bennett's Chili Sauce ..........- 36,314 RESORT AIRLINES .............. 92.408 RIVAL PACKING CO. 
ee inc ckcccscecs 11,515 Bennett's Mayonnaise .......... 3,906 REVCO INC. rrr ee 
RCA Victor Products ........... 71,455 RECORD WITS INC. ............. 28,951 Chill Chest Freezer ............ 28,637 ROBERTS DAIRY CO....... ayy 
RCA Victor Radio & Television .. 411,143 RED TOP BREWING CO. ......... 118,010 REVLON PRODUCTS CorP........ 466,944 ROCHESTER GAS & ELECTRIC CO. . 
RCA Victor Radios ............. 95,603 REDDI-WIP INC. Aquarmarine Shampoo .......... 10,227 ROCKWELL MFG. CO. ........... 
RCA Victor Record Changer & | AS eer err rer 328,136 Toilet Preparations ............. 413,271 SI Fo og ata al 
Ces Sieearadse s 16,183 REDMAN TRAILER CO. .......... 80,198 ED oc vce dceescuass 43,446 oe ge ay os ame 
RCA Victor Records ............ 47,321 New Moontrailer .............. 8.644 REXALL DRUG CO. | ROCKWOOD & CO. .............. 
RCA Victor Television .......... 865,593 IE. a si dined Kea ce eee 71,554 GE doaisn des desachewn 87,.541| Chocolate Wafers ............... 
Radio Corp. of America ......... 137,036 REGAL AMBER BREWING CO. .... 41,454 REYNOLDS METALS CO. ......... rs Le ere 
RADIO-KEITH-ORPHEUM CORP. REGENSBURG & SONS, E. ee no ss uly oe sss dataee 5,113 ROGERS UNITED CORP. 
rr errr 227,689 Admiration Cigars ............. 66,469 = Liquid Aluminum ............... 57,491 Family Puzzle Contest ........... 
RAILROAD INTER-REGIONAL ADVER- REGNERY CO., HENRY eee 32,902 ROMAN CLEANSER CO. .... ..... 
TISING COMMITTEE ........... 119,032 Oe Se ree 35,643; Reynolds Wrap ................ 127,783 ROMAN MEAL CO. .............. 
RAILWAY EXPRESS AGENCY INC. W161 RELAXACIZOR INC. ............. 28.795 | REYNOLDS TOBACCO CO., R. J. ... 3,331,311 EY 350s bea cace Teese t ease 
RAINIER BREWING CO. ......... 77,176 REMINGTON RAND INC. ......... TN WI his os escccecvungoegns 2,908,618 OS Rr ae 
RALSTON PURINA CO. ........... 370,052 ME og ca asicaceceese 89,364, Camels & Prince Albert Tobacco .. 66,455 RONSON ART METAL WORKS INC. 
PU PUN 60 bce de fs 90 cnowes 30,870 DT Socvcesewepes veces SE PR 5s ced tneadvias asaaee<s 356,238 EPISCOPAL Serre re 
Pe 66,467 RENFIELD IMPORTERS LTD. ..... 752,946 | RHODES PHARMACAL CO......... 30,257 ROOTES MOTORS INC. ........... 
REE. oiussacdsces) cousens 230,100 Blue Chip Bourbon Whisky ....... he aM Saeco sano sek do. * 23,928 ee oe aw ae 
Rice Chex & Wheat Chex ........ 40,275; Cointreau Cordials ............. 21,578 A Pere cere 6,329 re ere ee 
EEE ae 2,340 | ree eee 448,524 RICE INC., WILLIAM S. Sunbeam Talbot Co. ............ 
RANDOM HOUSE INC. ........... 140,635 Haig & Haig Five Star Scotch | Rupture Treatment .............. 42,974 ROSELUX CHEMICAL CO. 
 Téekanaenseoesesaeecven 135,529 ea Ses ere 221,978 | RICHARDSON & ROBBINS ........ 29,672 ee Se 
Se EOIE ssccccosesovene 5,106 King William IV Scotch Whisky ... 21,564 GE Ts ot Ca kann ahewls kore ee 27,523 ROYAL TYPEWRITER CO. ........ 
RATH PACKING CO. | Remy Martin Cognac Brandy ..... oe EU ere 2,149 RUBINSTEIN INC., HELENA ...... 
ED, gon ncebs6ueoe 00s RS SE Sc cwsacdosseeener 18,255 | RICHFIELD OIL CORP... ....... 428,554 RUBSAM & HORRMANN BREWING 
RAYCO MFG. CO. RENNEL CORP. ONE od pa a 5 <5 549% 0a FU a ee rarer rere 
i Sr Se ons fd bee ees CN EE, occas npaviccrcesaed 155,484 ts be Laas sy ds.0.4 0 00% 3,440 RUDOFKER’S SONS INC., S. 
RAYTHEON MFG. CO. | REO SG éhadceande see 73,724 | RINEHART & CO. RP PrP eee 
Te aindsdcevisocasase 206,858 Reo Royale Mowers ............. G2,250 | Beees .... osc eee gsceecees 72,234 RUPPERT BREWERY, JACOB ..... 
READER'S DIGEST ASSN. ........ ES CTE SG Ad se hedws aids ceces 31,493 | RIPON KNITTING MILLS ......... 47,889 RUSHMORE PAPER MILLS ....... 
REAL GOLD CITRUS PRODUCTS REPUBLIC AVIATION CORP. ..... Thy. Ae a Se 43,936 Blue Ribbon Napkins ........... 
169,499 REPUBLIC STEEL CORP. ......... I Me ccanaved exvaade 2.205 Vanity Fair Tissues ............. 


Orange Base 


Advertising Age, June 29, 1953 


9,454 RUSSELL MILLER MILLING CO. .. 


22,361 American Beauty Cake Mix ....... 
2.910 American Beauty Flour ......... 
7,006 Gesident Cake Mix ............. 
bE EE a vnciccasicascesis 

245,148 Occident Flour & Cake Mixes ..... 
41,818 

35,617 S 
re ee oe i cy 
86,666 | "so. S. Pads 

11527 (8 | SR ere fr 

114.775| Tuffy... -- ee eee eee eee eens 


111,600 S. S. S. CO. 
3,175 | Tonic 
|S & W FINE FOODS INC. ........ 
200,771| Juices 
167,388 Products 
36.796 SABENA BELGIAN AIRLINES .... 
31,534 ST. LOUIS-SAN FRANCISCO 
5,262, RAILWAY CO. 
/ST. PAUL FOUNDRY & 
118,316 MFG. CO. 
174,574 SALADA TEA CO. 
158,566 | 
10,199 | 


5,809 | saLES BUILDERS INC. 


26 134 | Max Factor Preparations 
74.75] SAN ANTONIO BREWING ASSN. .. 
874,924 | SAN FRANCISCO BREWING CORP. . 


| SANTA FE VINTAGE CO. 


I RE ind bps 6c cgde secs sees, 
SAVANNAH SUGAR REFINING 

BED FOI ives nea iiasveaaacsence 

465,587 scANDINAVIAN AIRLINES 

36,284 | 

> 4 eres 
6.961 | scHAEFER BREWING CO., F. & M. 
19,323 | SS 


Irish Cream Ale 


Always a favorite with sports fans in Wisconsin, the Sentinel became 
a “must” when Milwaukee became a Big League City with the 
coming of the Braves and the opening of the new $5,000,000 stadium. 


Today, more people read the Morning Sentinel 
read any morning newspaper in Wisconsin. 


than have ever 
Why? Because the 


Sentinel brings complete sports news first—and hours ahead —to 
all Wisconsin. It's "Today in the Stadium .. . Tomorrow morning in 
the Sentinel". This renewed interest in sports means that we're ... 


p solid wilh aleelisent Too! 


This year, during April and May (the Braves came to town April 9), advertisers 


increased their linage in the Sentinel by 17.5%, over 


the same period last 


year. They recognize the tremendous influence of this Big League Newspaper in a 
Big League State. They know they get results when they advertise in the .. . 


The Newspaper 
Wisconsin Grew Up With 


SREPRESENTED NATIONALLY BY MOLONEY, REG 


* 


AN 


a Ae 3 
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es # Dg 
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SCHEIDT BREWING CO., ADAM ... 
Prior Beer 


Rams Head Ale & Valley 
Forge Beer 
Valley Forge Beer 
| SCHENLEY INDUSTRIES INC. 
|  Amitone 
| Ancient Age Whisky 
| Belmont Whisky 
| Bertolli Chianti 
| Blatz Beer 
| Carioca Rum 
Cascade Whisky 
Cherry Heering Liqueur 
Coronet Brandy 
| Cotton Picker 
Cream of Kentucky Whisky 
Cresta Blanca Wine 
Dewar's Victoria Vat & White 
Label Scotch 
Dewar's White Label 
Scotch Whisky 
DuBouchett Brandy & Cordials ... 
Dubonnet Wine 
Echo Spring Whisky 
| Gibson's Diamond “8” 
| Gibson XXXX Rye Whisky 
Gibson's Whiskies 
Go'den Wedding Whisky 
| Green River Whisky 
| 1. W. Harper Whisky 
James E. Pepper Whisky 
MacNaughton's Whisky 
Melrose Distillers Inc. 
Products 
Melrose Distillers Inc. 
Whiskies 
Melrose Gin 
Melrose Rare Whisky 
Monticello Whisky 
Old Blue Ribbon Whisky 
Old Charter Whisky 
Old Quaker Whisky 
Old Schenley Whisky 
Old Stagg Whisky 
Oxford Club Gin 
Pebbleford Whisky 
Roma Wine 
Sam Thompson Whisky 
Samovar Vodka 
Schenley’s Reserve Whisky 
Schenley’s Whiskies 
Sir John Schenley Whisky 
Three Feathers 
| Wilken Family Whisky 
/SCHER & ASSOCIATES, M. G. 
| Roy Rogers & Dale Evans 
Products 
| SCHICK INC. 
Electric Shaver 
SCHIEFFELIN & CO. 
Don Q Rum 
Hennessy Cognac Brandy 
Teachers Highland Cream 
Scotch Whisky 
SCHLITZ BREWING CO., JOSEPH .. 
SCHMIDT BAKING CO. 
SCHMIDT BREWING CO., JACOB .. 


SCHMIDT & SONS INC., C. 
Ale & Beer 
SCHOLL MFG. CO. 
Air-Pillo Insoles 
Bramidrosis Powder 
Cloro-Vent Foam Insoles 
Foot Powder 
Kurotex 
Solvex 
Zino-Pads 
SCHULZE & BURCH BISCUIT CO. .. 
(|  E 
Cut-Rite Wax Paper re 
Scot Tissues 
Scot Towels 
Scotties .. ate 
Soft-Weve Tissues .... 
Waldorf Tissues 


} 
| 
mh 3: errr 


SCRANTON LACE CO. .......... : 
Curtains .. FiSCEaTiS eae as 
Table Cloths 
Products 


Books 
SCRIPTO INC. 
, 2.2... eer 
SCUDDER FOOD PRODUCTS 
Laura Scudder Mayonnaise ...... 
Laura Scudder Peanut Butter .... 
Laura Scudder Potato Chips 
Laura Scudder Food 
Products 


74,486 


25,477 
439,477 


41,769 


643,306 
81,995 
113,370 


31,807 
42,215 


132,216 
911,757 
864,375 

47,382 


207,173 


26,274 


128,153 
3,727 
105,296 
9,603 
12,359 
122,706 
348,120 
44.248 
564,684 
4,459 
42,393 
215,940 
21,802 


126,287 


143,403 
59,354 
5,212 
23,984 


30.158 
586,811 
41,452 
26,924 


202.389 
263.272 
12,931 
5,699 
18,734 
9,237 
5,177 
3.611 
207,883 
63,110 
836.683 
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and bigger... 


BILLION DOLLAR SPOKANE MARKE 


It’s one of the three 
Pe Must Markets in the 
“ Pacific Northwest 


aut 


YES, SALES DOLLARS DO GROW BIGGER AND BIGGER WHEN YOU 
COVER THE BILLION DOLLAR SPOKANE MARKET. More than a million people! 
Net buying income over a billion! More than 900 million in Retail Sales! Those 
are just a few of the reasons why the Spokane Market—a BIG market in its own 
right—is of particular importance in any Pacific Northwest sales program. Although 
the very heart of the Pacific Northwest, the Billion Dollar Spokane Market is a 
distinctly independent and unified trade area, distant from and unaffected by 
advertising efforts in coastal regions 300 miles or more distant. 


Definitely, covering the Spokane Market should be a prime consideration of 
any Pacific Northwest sales program. You can’t afford to pass by a region with 
more people than Baltimore or Cleveland. The most effective and profitable 
route to sales in this big-buying region is via excellent coverage and readership 
of the two newspapers residents have read and shopped from since pioneer days 
—The Spokesman-Review and Spokane Daily Chronicle. With 89% of their sub- 
scribers receiving their papers by carrier delivery at home, these two great dailies 
have the coverage and acceptance which sells the Spokane Market as does no 
other advertising medium. 
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THE SPOKANE MARKET 
REALLY MAKES 
A DIFFERENCE 


Cover the Billion Dollar Spokane Market and watch your sales dollars grow 
bigger and bigger in ‘53. 


Advertising Representatives: Cresmer & Woodward, Inc, New York, Chicago, Detroit, 
Los Angeles, Son Francisco, Atlanta. Color Representatives, SUNDAY Combined Dail 


SPOKESMAN-REVIEW. Comic Sections) Metropolitan Group. : 
CIRCULATION 


Accepted as 


Now Over 
Home-Town Newspapers 160,000 
the Length and Breadth 81.84% UN-duplicated y 


of the Inland Empire 
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idea suggested by 
DONAID B. BUCKLEY tes 
Van Sant, Dugdale & Co., Inc. 47 
Baltimore Oi 
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_to deliver your message. 


and the payoff is terrific 


Suggested by MRS. MARION REEVES 
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w Gregory and House, inc., Cleveland 
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S Company, Atlanta 
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to hatch your sales plans - 


deo suggested by JOE ROSENBLOUM , 
Mandel Brothers, Chicago 


. 
ae ideo suggested by JACK O'HARA 
Volentine-Radford Advertising, Kansas City, Mo. 


to make your shots count 


. b Idea suggested by CLARENDON MOWER, Jr. . F 4 
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Idea suggested by LLEW JONES 
Foote, Cone & Belding, San Francisco 


: Suggested by RICHARD C. PROCTOR | 
* Southern Comfort Corporation, St. Louis 
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m Idea sugested by JOHN DINEEN, Jr. 


Pillsbury Mills, Inc., Chicago 


to enhance your story 


Idea suggested by FRANK ISAO NISHIOK 
Abbott Kimball Co., San Francis 
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Idea suggested by 
HAROLD DALY 
Olson Rug Company, Chicago 


Idea suggested by GENE VINIK 
Campbell-Ewald Advertising, Chicago 
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to make a clean sweep. 


BAS Oe ONS Neat ear aR ate aged peat S | PMO EET CE ee 6 0S any an Ee rei a ic it eR ee RP Cn: lee: 1 NE emus Rr Soamnene  ~ Memia a acim tae y Wee i Sein Ber se anes on, 6 eer ae LACE eh aN RM sr a as al a eR Se 
poe oe Pe an eh Ae Ainetige Chee eet. ime em eee Dit. bem ENT eats Si ce Ne Sema apie ny Ey fT came i, Vin een Pyke Mame e Mm Rare fae aN te eee htc Tepe mNan te <r mee R Ne ta oimeream ta FS Ae of A ae a alee 
ay Lak ee ae ‘pe ae eae fs ee 2S Seca Se ae ath RA: Bey a Soy te deed Wes ae es cia ey ae - rere Soe i Liat ee ; Bie tl sg eee ae Meg a eh ietat ie " r Be ne, pas = ee Ph 4 
aie BOK i a Ge ag Bee hes Pe ie Ay NU cis OL see ye Meee aa = ie ET Gy, Dee ea meget ; : ‘cf eee ce Dear ate te 
| ae ‘uase ae he ee oe Pe eee ae WE Ce a ce ee ee PN MRO NT “SMa es 5 ute Cae ef eee Es ata ar ee 
Oe yy a en. ee MES Sen. 2s Sea re EONS Spe meme ey MeN, eae a eee aC ye ee eis ON aI ae oh PPT oo oP oe, Ta Eueriiic on eal nies Lag 7 itn al aT Rg alah a Ae eee F Bee ae nL ; ee 
ve FF en. ey Ge Ei cS eT. ee ie ae : : ; ‘ . : . ; : aera 
7] ; , : ‘ * = , } et . s 
i Ro. eg Ree ie ae . $58 ee i 8 a . = r ~ 
: RM Si Ce fees Me eR gs : r ref oe . ; ae 
0 oe =—hle — ae Se es : all | 
4 Rags * ite: te ng. ae . ee ee p Se ae Be cai aM Sse ee ; : 2 ‘ 2 Maca : e * cae / : § ., : se 
: " or Whe ; . : Oe OSs NES SOE See ey : pees : oats mii ft a 
‘is i ag 4 ‘ . : eu, : gS aA ieee 4 . ! sh > “4 bia at 4 ig s . trie “ ' Fn. : 
. * Z > . . F € 7 A mere » 
2.* 7 & = etn ; 4 i Seite rs a 
: a, baat PESTA ee = Pees pts a? Re ee ; 
il tia Ean aie a 
a f cae, rd eee eT oe, ae ae ee on i 
| ia Oe LSS | 
oa ’ eg , : = 
omen { ie Pe | <apenegeageaniaaa : “ er , ‘ 
—— Bi “See | eg i - oe | 
sine ; 4 : an 1{ eae 
=| =a ee Me ellie «tae i 
| Cp ©@e eis ii TEE 
a ' % . : ‘ 4 3 
a . - 9 ; AG 1 7 : , j i i * 
| Be iii i i 
: : — ; ‘§ . j 7 &. x * e 23 ee ' wb + + ‘ i i 
be tess CN . ” wot ; : -- i 
nist | ne yo. ~ am \! oe ia Li 
| 4 ae. ~ ig « « ; eile ™~ Sy att 
é ar ’ a mA : weg _£ ~ P dy nee si 
5 oe 5 9 * _ CS 3 3 ; ee ———— AN ‘ ’ . i. 
Sas oe ‘ " SF sla Ea , — Pe é ui A? Oe gies 
Bae oe hs : RS ; —— op. mi Ce 
i). A © C- g  ———. \ wa WSs a) - ok 
v Ly, / oe ° 4 SS 11. 4a ex: 
er ee co ’ ° ) o f : ig \ r' . a 
ih od “DAY e 2: > ¢ : c. es ¥ wv. 
—. “~~ | ‘ * ; ts ? ; “of " 4 a 
oo Oe / | ‘ e : ie a e 
. te ct, , ™ ° le ; : e . ” / 4 5 Hye, ‘ Pee ‘ Aa, 
CL \ 4 pa e : a ie \ } . Nt ae og” oh 
} ae ¢ . ss TS e 4 *, 4 f = 2" i 
a. WY. ] e uh i v “a = 4 WE 
es ee ‘a Ae - . " ° . 8 ~ oe | i Be : 
iia | yg be s~ a ge Vin . t _ y) aan a 
, oe ae (See £ 4 oo” e =N\\, wee a by a f 
4 aa au Ps i : ce ; % N . e 4) 2” ‘9 ¥ - ~ a & % ~ a i e 
oa et ee Sod A : ‘ ” 1 a ge 
i e : - cue bey 4 > . 4 x 3 ¥ : ) m3 r) 
woe, a ep i —- EX\ gm 
NP so, ae * 3 * 4 f » —_ antes = : ree 
* ee sae ~*~ 3 2 ke oo e sd < aie ee a ] ae ; nie ee 
: ne ats : * Got sd anaes “he. ~~ , cs ee 
ee oe en “, - ‘“ eee: re 
. JAA e 3 Po ae 
° Boos ee 
> ere 
e . ae eg 
' © ea 
’ ‘ ve 
{ a ° ‘Vee 
1 3 a” 4 aa ee 
Jr. . - 5 O a ay geen eg : e oa ¥ 4 a 
nta ; ‘Zz oe o age 
} 3 i Age: ° ‘ Bee. 
t ‘ } KS he, ae . Bei 
i * Shin | . —— 
fg Se \ 4 ; oe e - 
y/ roN Mn be 3 : e 5 
" a a am . \) Be Pa 
| : ; os ° A . ae: CaP 
ye hee - >| _ . ty f Poor 
a 5 E oe > of of , & 3 ra i: is - i ial 
i A [= = Sear agilios Sth, a z gm e »! & *é St gee es ie 
4 i Sie Ee 4 he . + , : » = , . oe 
| awe 6 rG) “i ie So ia 
t Bae AS > ie os hy fat e “- ee The ¥ . SEES 
a 7 * Bes comet oe Bond aa: 
% f Ny \\ pice Ome fy . . zw oA Dd wo! 7 a siete. 
x. & ) 5 94 THe rm) i e wig re ¢\ 4 . F wh F: ; 
¥. ¥. ss & ( gy Buen ° Ct \ (i. i va ae 
: BL | WB ctoue & ° Y By NY Oo = | i ate 
Pag GO er, ; = .. ms \ aii ear, 
in ae aa.” o ° _ az -~ -' \24_t wy mow os SUN aa 
. i ee Mig? a. alte,” 7 “4 pa t+ 4 + ” - fais 
aL > . SU: “e 7 
¢ a ‘ ee 
. n h ; 
—— ae : .to get your message throug a 
ao een 
. ° eatas 
° 2 ine pes 
e Q ° t i aa 41 5 : ar eee 
we hi) ane 
Ms 8 ° Uf wy: oS 
° AB, ’ 2 mie on ] 7 Rete 
7 j ee 5 ( ; “ 
es ‘ . a . e » (Or, > } - , | af t Ma £5 = 4 
A ‘ . y eS 
r co ; \ / 3 . ‘ @ 74 : t a ‘ i pe a 
> “ne Se a - } ‘= Im & i a Aan “! oe 
* > AN C4 > ba > in ie ~ Ge ee : 
. NS Agi = —_— ? . ey ' 
4 eo ae CUTE ry ~ e S ~~ 6 4 ANY , Br : 
° ar 3 y _N ° a ee ee % 
I Paid | | m “s, / Pe ps be —— e “7 Zz,’ “3 , 3 
~ eee | oe 63 e i4 | Bed co fae e k F Oe 7 a MY, z 
” ae ‘ - » - ye ‘ vee \ pr - , ; 
e a Al " x a” v4 : . ‘ b v | 
P be y \ bas eu ae (] ; a " 
° a 4 O O8 yy er” | ° 7 ; ‘ : dilate 
4 , ( ay ee ° | | % Ne \ 7 2 
* . 4 . at ° i . — Scie 
. 2 >» 5 r 2 : . “- he & » dé. as 
"CAG a ‘2 : "7 ane 
ca Ges e, = 7 on “* o o = higgt SS es ee “ : Ba: 
. P as — —- OC “Se @- - ° ry me P3 . BOS - 7 , “ ete 
> e 4 2 Wy? /2 —_ 2? Ba, 
—s o s 4 ee 
> 2 —_ . oe 
+ ad << 
: e jack pot ° 
. * -_ ie oe 
uh ae G3 ae Bes ee ss ley e ; f ey: bi See ahi a eae : : ¢ : Fat, ‘ ie io es BEEN ee ee fi 5 uke Ladi Hops taat oy poe 5 ‘a eet ea ig - en tes a aw is A fe Wy #0 e ay. Shige aes fs : ide. 


HOW MANY. HOME OWNERS 
‘. ra IN “TEST TOWN”? 


4 Know the answer? It’s 70.1%—7 out of 10 families in South 
Bend own their own homes. This is one of the highest - 
centages of home ownership in the nation. A stable market! 

Furthermore, South Bend’s income per household is 4th 

highest among the country’s Standard Metropolitan Areas. 


— A rich market! One newspaper, the South Bend Tribune, 
& saturates this great market. Write for free market data book, 
ese “Test Town, U.S. A.” 
othe 
ov ee a zi 
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oe 
PR ST" 
The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 
Franklin D. Schurz — Secy. and Treas. 
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@ F. A. Miller — Pres. and Editor 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


, SCULL CO., WILLIAM S. 
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SEABOARD AIR LINE RAILROAD .. 
SEABROOK FARMS CO. 

Er 
SEALY INC. 

EE re 
SEAT COVER CENTER ........... 
SEAT COVER CHARLIE .......... 
SEECK & KADE INC. 
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SEEMAN BROS. INC. 
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SHEAFFER PEN CO., W. A. 
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SHEINKER & SONS INC., W...... 
Holland House Cocktail Mix ..... 
Holland House Collins Mix ....... 
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The Biggest 
Night Shop 
in 
Chicago « 


MORE and MORE critical engraving buyers are 
depending upon SUPERIOR NIGHT SERVICE to 
meet exacting closing dates. Whether it’s an intricate 
set of 2 color plates for a rush publication job or a 
simple black and white combination, you can look 
to SUPERIOR SERVICE to be there on time with the 
plates you need! 

The secret of SUPERIOR’S consistent speed and top 
quality lies in (1) the large size of our shop, (2) the 
surpassing skill and experience of our craftsmen, and 


(3) the personal attention given to every account. There 
are 156 people in our organization! Over 90 are skilled 
photo engraving craftsmen. Many of these have been 
with us for 20 years—some for 28 years. Of these 90 
plate makers, 40 make up our night shop. That gives us 
the largest night shop in Chicago! 


At the end of a busy day, with time bearing down hard 
on an important rush plate job—RELAX—send it to 
SUPERIOR. As we have done for so many others, let 
our BIG Night Shop show YOU what we can do! 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois « Telephone SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting © Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 
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SMALL BUSINESS ECONOMICS 
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SMITH INC., ALEXANDER ....... 
EE ME occ coe ba vevesse 
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SMITH BROS. 
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SOUTHERN COMFORT CORP. 
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Alabama Power Co. ............ 

Georgia Power Co. 
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SOUTHERN INDIANA GAS & 
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SOUTHERN NEW ENGLAND 
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SOUTHERN PACIFIC CO. ........ 


| SOUTHERN RAILWAY SYSTEM .... 
| SOUTHERN UNION GAS CO. ..... 
| SOUTHWEST AIRWAYS CO. ...... 
| SOUTHWESTERN BELL TELEPHONE 


| Sports Equipment .............. 
| SPARKS-WITHINGTON CO. 

| parton Television .............. 
| SPEARS CHIROPRACTIC 

| SANITARIUM & HOSPITAL ..... 
| SPEEDWAY PETROLEUM CO. 
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|STANDARD BRANDS INC. ........ 
Black & White Scotch Whisky... 
Blue Bonnet Oleomargarine ...... 
, Chase & Sanborn Coffee ..... 
| Chase & Sanborn Instant Coffee .. 
Chase & Sanborn Products ....... 
| Fleischmann’s Bond Whisky ..... 
| Fleischmann’s Churchill Whisky . 
| Fleischmann’s Distillers Corp. 
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Fleischmann’s Preferred Whisky ... 
Fleischmann’s Yeast ............ 
| Old Medley Whisky ............. 
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BLOOMINGTON 


AND ITS GREAT PLUS MARKET 
Here’s a growing, buying 
market that produces results. | 


| 
| 
| 
| 


Bloomington leads, among 
Illinois cities between 25,000 
and 50,000, in effective 

per capita buying income. 
Sell this great potential with 
the only media offering 
complete coverage. 


a 
SOO MINGTON, ILLING, @ 


°/ 
MN; 
Mois Home Newspepe! Since tq 
o* 


Represented by Gilman. Nicoll & Ruthman 


people, is a leading machine tool center with 422 
diversified manufacturers. Rockford is the agricultural 
center of an area producing over $400 million 
worth of agricultural products. Best of all, the 
Rockford Morning Star and Rockford Register- 
Republic give you complete coverage of this 
entire market. When you pick Rockford, 


you eliminate guess work for effective 


advertising. Write for the latest consumer 4 
survey of your product in this area. 
ag Sea 
+" mn -— 
e ~nf 
“aN + 
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; | First Prize Meat Products ....... 3,361! Bif Insect Spray ............... 67,101 | U. $. BREWING CO. ............. 
ol wey eo , (ey 2 58,346 Tobin Meat Products .......... 20,401 Gasoline & Oil... 2... 190,636 U.S. GOVERNMENT ............. 
Swift's Garden Insecticides ....., 3,200, TELERON TV WAVETRAP CO. .... 187,141 TONSILENE CO. ....000000002... 34,231 Institutional .................. i oe eeeeenggneneennens 

sa? ‘* 4361497 | TERRE HAUTE BREWING CO. ..... 101,629 TOSAN DRUG CO. UNION PACIFIC RAILROAD ...... 549,688 Army & Air Force ............-. 
eee rere oaaseosers sess 484,729 | TETLEY TEA CO. ...........0-5-: MN I ive ath s cde cnccacssess 43,999 UNION PHARMACEUTICAL CO. .... 206,192 Army Medical Service ........... 
— — eae Reel 29.022 | TEXAS & PACIFIC RAILWAY ..... 52,896 TRAILER COACH MFRS. ASSN. .... 111,845, Imra..............00.-0000 eee 20,485 Army Nurse Corps. ............. 
oN eel oo hla 8.275 | TEXAS CO. “TRAILWAYS OF NEW ENGLAND .. 94,445. Saraka .................------ 185,707 Army Recruiting Service ......... 
--achallteatael pease al 79.988 | Gasoline & Ol .........0.2----. 66,642 TRANSOCEAN AIR LINES ........ 41,304 UNION UNDERWEAR CO. ... ..... ! se coh sic cists 
BE, *2¢eseere cesses HN HL ; TEXAS ELECTRIC SERVICE CO. ... 55,421 TRANS-WORLD AIRLINES ........ 616,618 | UNITED AIRCRAFT CORP. ........ 115,753 -U. S. GYPSUM CO. ............. 

SWISHER & SONS INC., JOHN H. 40,712 | TEXAS RICE PROMOTION ASSN. .. 51,770 | TREE SWEET PRODUCTS CO. ..... 27,929 Chance Vought Aircraft .......... 20.012 Duraval Paints ................ 
a ay $0,100 | THAVER IMC. ...........0000000 84,270| Frozen Lemonade ............... 1,462 Hamilton Standard Division ..... EE A ee cas 

SWISS AIR TRANSPORT CO. -..... on'seg| Gaby Cribs... 2... 2. sees eee eees 57,582| Grapefruit Juice ..............-- 5.112 | Pratt & Whitney Aircraft ....... a 

SWITZERLAND CHEESE ASSN. Sal GUE MER sc oseececsecs vacevaesss 26,688| Orange Juice ................-- 17,397 Sikorsky Aireraft ............. - 52,705 | U. S. INDUSTRIAL CHEMICALS INC. 

SYKES HERNIA CONTROL SERVIC 63.314| THIS WEEK MAGAZINE ......... EE  ccdiws 3,958 UNITED AIRLINES INC. ........ 611,599 | Super-Pyro Anti-Freeze ......... 

SYLVA SEAL GELK ING. ....... 3/465 | THOMAS INC., $.B.............. 223,701| TRU-ADE INC. ................-. 41,124 | UNITED ARTISTS CORP. ......... 67,274 | U. $. LINES CO. ................ 
SEED ose¢rsecseussrorsnes  & eos 171,568 | TRU BALANCE CORSETS INC. ..... 26,689 | UNITED BISCUIT CO. OF AMERICA 382,675 U. S. NEWS & WORLD REPORT ... 
Cheese ..... cna Met 12718 | English Muffins .............-5. 52,133 | TWENTIETH CENTURY-FOX FILM | Bowman Biscuit Co. ............. 2,536 | U. S. RUBBER CO. .............. 
ED encnesescascocsesese 31,899| THOR CORP. ..............00055 EE (ING be acauscnthagssccscnnes 238,930| Felber Biscuit Co. ............. | SF heap ereEyeee 
BO Brseaseneseaccvenssoest? 7'767| Clothes Dryer ........-.-20000- 1,008 U Keebler Weil Baking Co. ........ 158,767 Koylon Mattress ............... 
ne og ey CEE CTS. 1,108880| Washer ......ceereceeesereeees 176,654 Manchester Biscuit Co. .......... EE ME TEE cesses ccscenscoenes 

SVAEARIA ELESTRNS PREDUSTS «. Sie ies | WEED oo. ccscceeesccenceses Se raise co kesdasdvy 82,069 | Ontario Biscuit Co. ............. 18,600 | Wearing Apparels... 2.0.0.0... 
A bean 35.253| THORNTON & MINOR CLINIC & Ru-Ex Compound ..........+.... 22,197 | Quality Biscuit Co. ............. —f — gaaGRIRERIERS TN 
Teen ooaresonesee GE GREL OUI, ocncscorssceccsess: 43,966| Udga Tablets ..............6... 59,872, Sawyer Biscuit Co. ............. EE tnd cence acseseces 
EET Naseevesayneseseee ts 77.042 | TIDE WATER ASSOCIATED OIL CO. UNICORN PRESS INC. ............ 644,278 —Streitmann’s Biscuit Co. ......... 13,489 | U. S. SHOE CORP. .............. 
ene Adseddousesaurseeesss ve RODE GD scccccsnicsscceee 274,817| American Puzzle Contest ......... 365,886 Supreme Baking Co. ............ 77,303 | U. S. STEEL CORP. .............. 

T .  f SPP rrirrrrr rere 1,973,208 0 RE eer rrr eee 278,392 Galted Gieselt Ge. ....ccccvcces 18,401 | Consolidated Western Steel ...... 
Me txstpheranduex’ 102,444 | UNION CARBIDE & CARBON CORP. 1,197,434 UNITED DISTILLERS OF AMERICA  155,326| Cyclone Fence ................- 

TABIN PICKER & CO. Se re herr errr R.GRESTE! «GUNS GOD, bicsccccsccsccscce MT: WE eas weaseees ss cciees8 cass ES MD a ktcssvesecescecvs 
Wearing Apparel ...... seeneeeee PR fete Bi edcdasictatedssss 348,182| Electro Metallurgical Co. ........ 3,353 J. W. Dant Whisky ............. is a conse cabakeecine 

TALON INC. TIMKEN-DETROIT AXLE CO. ..... 218,444| Eveready Flashlight Batteries ....  679,634| Olde Bourbon Brand Whisky ...... 29,490| U. S. TOBACCO CO. ............. 
Slide Fasteners .........0-0000> 25,296 | Heating Equipment ............. 30,597 | Linde Air Products Co. ......... 16,340 UNITED FRUIT CO. ............. SE IE Whctaaddasnsakeseasce en 

TAM O'SHANTER INC. Silent Automatic Burners ........ 187,847 Prestone Anti-Freeze ........... GES AGD | BOROMES cc ccccccscccccccccsess UR er eerie 
EE cidphensssvecdecs 38,306 | TIMKEN ROLLER BEARING CO. 159,470} 6-12 Repeliant ................ 14,401| Steamship Transport ............ 105,475 | UNITED WALLPAPER INC. ....... 

i siscinhexnesénies SPASOG TUNER GB: ii vscccescesccccsees. 35,864] Trek Anti Freeze ............... 8,938 UNITED FUEL GAS CO. .......... 39,352 | UNIVERSAL PICTURES CO. ...... 

TASTY BAKING CO. ............. 34,399| Marlene’s Hairwaving Shampoo .... 25,785 | Vinylite Plastics ............... 14,890 UNITED GAS CORP. .............. 82.178 | UTICA MUTUAL INSURANCE CO. .. 

TAYLOR-REED CO. Tintz Creme Shampoo-Tint ....... ER = EE etc cha cacsds cst ees 42,467| United Gas Corp. eS eee 71,642 Vv 
ge 25,611 | TOLEDO EDISON CO. ............ 45,452 | UNION ELECTRIC CO. ........... 152,166 United Gas Pipeline Co. ......... 10,536 

TEA ASSN. OF U.S. A. INC. ....$ | 149,266| TOBIN PACKING CO. ............ 91,463 | UNION LIBRARY ASSN. .......... 25,765 | UNITED JEWISH APPEAL ........ 180,544 | v-M CORP. 

TECHNICAL COLOR & CHEMICAL MN eh iarbiekdaiens si 67,701 | UNION OIL CO. OF CALIFORNIA .. 270,682 U. S. BREWERS FOUNDATION INC. —27,686| Phonographs ................0. 

VAN CAMP SEA FOOD CO. ........ 

Chicken of the Sea Tuna ........ 

White Star Tuna Fish .......... 

on VANDERBILT BETTER TOURS .... 
VICK CHEMICAL CO. ........... 
Prince Matchabelli Preparations .. 
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O’Mara & Ormsbee 
Inc. in New York, 
San Francisco, Los 
Angeles; in Chicago, 


newspapers. Its average net paid circulation since 
the end of January has been just over one million, covering more 
than 50% of all the English-speaking urban families in 
Canada. For the balance of the year this figure will 


be maintained and exceeded. 


ONE MILLION 


we 
AVERAGE NET PAID CIRCULATION 


John E. Lutz Co. 


THE LARGEST CIRCULATION OF ANY PUBLICATION IN CANADA 


VICTORY PACKING CO. 
Thoro Fed & Kal Kan Dog Foods 
VIKING PRESS INC. 
 Grakdeh Soares de hbnedsees 
VIRGINIA ELECTRIC & POWER CO. 
VISKING CORP. 
EY £6 hh eau 6 cho dbackv4ne oe 
VITA FOOD PRODUCTS INC. ...... 
2. ee 
EE MHNUEE ob. 6a ve00s ba-08 
Products 
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Hemex 
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ee ee 


WABASH RAILROAD 
WAFEX INC. 
aa nic bak dies abc aie nad eee 
WALDES KOHINOOR INC. 
a Pree 
WALKER-GOODERHAM & WORTS 
eh MEE  dcdbauces neces es 
Barclay’s Gold Label Whisky ..... 
Canadian Club Whisky .......... 
Corby’s Reserve Whisky ......... 
SEE, «ed 6-44-54 59'844600006 
G & W Five Star Whisky ....... 
G & W Seven Star Whisky ....... 
Gaelic Old Smuggler Scotch 
0 res ee 
Hiram Walker's Gin ............ 
im... 2. Seen 
| Meadowbrook Whisky ........... 
| Mill Farm Bourbon Whisky ...... 
| Mountain Ridge Whisky ......... 
| Taylor & Co. Products, W. A. .... 
| Ten High Whisky .............. 
| Walker's Deluxe Whisky ......... 
| Wight's Sherbrook Whisky ....... 
| 
| 


William Penn Whisky .......... 
WALKER’S AUSTEX CHILI CO. .... 
SE errr 
Austex Chili Con Carne ......... 
| Austex Chili Con Carne & Tamales 
| Austex Spaghetti & Meat Bails .. 
Mexene Chili Powder ........... 
| Products 
| WALL STREET JOURNAL ......... 
WANDER CO. 
EC Ser eer reer 


| WE ED ees au6oenecaeeceacses 
x — - eweRpUeRe 
| WAPLES-PLATTER CO. ........... 

White Swan Coffee ............. 

. .. - Serre 

Pt aSehdd0i6.000h400.0 G00 
WARD BAKING CO. ............. 
| Paradise Fruit Cake ........... 
m = 3 ere. 
Products 


WARD GREEN CO. 
Foundations & Supports ......... 
WARNER-HUDNUT INC. .......... 
| Richard Hudnut Home Permanent 
Richard Hudnut Preparations .... 
SED GE Sve 0s cssccsecccses 
} Sloan's Liniment ............... 
| Tru-Tint 
| WARNER BROS. CO. 
| Wearing Apparel ............... 
| WASHINGTON STATE APPLE 
| ADVERTISING COMMISSION 
WASHINGTON STATE DAIRY 
Pe recrrre 
WASHINGTON STATE FRUIT 
| COMMISSION 
WASHINGTON WATER POWER CO. 
| WATERFILL & FRAZIER 
| BE, TG eccccvevccepes 
Old Lancaster Whisky ........... 
Waterfull & Frazier Whisky ...... 
WATERMAN CO., L. E. 
| PEs vcacveddeneedss 
| WATER MASTER CO. ............ 
| Mill-Tite 
. -« - eer 
WEBSTER TOBACCO CO. 
. @ SAS 
| WEEKLY PUBLICATIONS INC. 
| ME Cae iocavisceisccsecds 
WEIL-McLAIN CO. 
ahs keeke-daued t0kee4 ote 


eee eee eee eee ee ee 


20,306 
315,574 


444,219 
27,404 
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18,663 
4,773 
2,150 
318,056 
11,276 
299,361 
7,419 


116,859 
892,534 
534,313 
248,368 
48,731 
39,416 
21,706 


42,897 
93,370 
49,896 


62,341 
25,189 


71,271 
2,094 
69,177 
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WELLINGTON SEARS CO. ........ 
NLT keacosesecescses 
SN 55 4.503%5004%08% 940 


EEE ICTR 
WESSON OIL & SNOWDRIFT CO. 
Blue Plate Margarine ........... 
Blue Plate Mayonnaise ......... 
Blue Plate Peanut Butter ...... 


Blue Plate Peanut Butter & 
CE EE css nc oncesece 
Blue Plate Shrimp ............. 
Blue Plate Products ........... 
Crustene Shortening ............ 
Guif-Kist Shrimp .............. 
Miss Lou Shrimp .............. 
Palm Canned Shrimp ............ 
Snowdrift Shortening ........... 
Snowdrift & Wesson Oil ........ 
ee asses geese 
WESTERN AIR LINES INC. ....... 


WESTERN BEET SUGAR 
ay |, See 

WESTERN PACIFIC RAILROAD .... 

WESTERN UNION TELEGRAPH CO. 


WESTGATE-SUN HARBOR CO. 
Breast O’Chicken Tuna .......... 

WESTINGHOUSE ELECTRIC CORP. 
Eas 6160 0606465%4540% 
CEE oni 0nne ene és be0% 
CET, daddb0eeauseucese< 
CN O0 a ba50rnsevedseeer 


Laundromat & Clothes Dryers ... 
ree 
TOE ca 60cb0acstacnsas 
Rha 6 6646606446 0.68%40 6% 
Radio & Television ............ 
ed £54544 409006664804 
i cc i44560s60bese<es 
Mak bo 43 66445 40460646% 
Vacuum Cleaners ............... 
Westinghouse Air Brake Co. ...... 
EY Bb 54.450 65405564044 
ere ee re 
WESTON LTD., GEORGE ......... 
Southern Biscuit Co. ........... 
Westen Biscuit Ge. ...cccccccces 


WHEELING STEEL CORP. 
Hand Dipped Wares ............ 


WHITE HOUSE CO. 
REN 0 0ik-n6dh0d 540404000000 
WHITE SEWING MACHINE CORP. 
Domestic Sewing Machines ....... 
White Sewing Machines ......... 
WICHITA GAS SERVICE CO. ...... 
WIEDEMAN BREWING CO., GEO... 
WIELAND BREWING CO. ......... 


WILBUR-ELLIS CO. 

NED GET WUND éccccccececes 
WEE, 6456560006464000080 

Creme Shampoo & Hair Tonics .. 

TD 6b -6k00660K004606 0 
WENA te. Oe De ciccccccices 

Conti Castile Shampoo .......... 

2 ere 

ROE TE: ccccscccscccecses 

Williams Shaving Cream ......... 
WILLYS-OVERLAND MOTORS INC. 
We WE Sc ccccrcctecesccess 

DE SEeneehAs SRS OOK 6004005 

Bake-Rite Shortening .......... 

BEND WON FOES cccccccesesceses 

DE sthecessneeaedsevae d 

Mayonnaise & Salad Dressing . 

_. ba. eee Pere errr 

Mor Canned Meat .............. 

WE NED ce ccenccesessss 

PRE. Beduseebudeeacwaseaes 
WILSON BROS. 

Wearing Apparel ............05- 
WILSON LINE INC. 

Steamship Transport ........... 
WILSON SPORTING GOODS CO. ... 
WINE ADVISORY BOARD ........ 
WINE CORP. OF AMERICA 

Mogen David Wine ............. 
WINE GROWERS GUILD 

EE 5-5 660460 0054446.0050 
WISCONSIN CENTRAL AIRLINES 
WISCONSIN ELECTRIC POWER CO. 
WISCONSIN TELEPHONE CO. ..... 
WISE & CO., WILLIAM H. 

ED Shhh 5604600006005. 0 3600 
WISE POTATO CHIP CO. ......... 
WOLCOTT CO. 

Easy Off Oven Cleaner .......... 
WONDER RICE MILLS INC. ...... 
WORLD PUBLISHING CO. 

REP rrrr rere rer 
WRIGLEY JR. CO., WM. .......... 
WRISLEY CO., ALLEN B.......... 

sores eaestecedsdwes 

Wrisley Bath Crystals .......... 

fo PPP rirr rr 
Ok rrr rrr ree 

EE. se vcccccessccaswess 

PPPOE TTIT TTT erry ei 

Per ery re rT rere 

BEE deevetccsesccveseceenses 
WYNN OIL CO. 

RE. We vecddencievecoane 


YARDLEY OF LONDON INC. ...... 
Perr ery ere rerere 
PG eudsaeee ess eetdne ceeewns 
. .. PPPerreerrrrr rrr ny 

YOUNG INC., W. F. 

RRORIUEES Wh. ccccccvcescscesss 

YOUNGSTOWN KITCHENS-MULLINS 
 , APPT TTTTT TTT 
Jet Tower Dishwashers .......... 
SEE 548 500cb5500064 040060 

YOUTHCRAFT CREATIONS INC. 
POUEIEION cccccccsecvvcsesece 


ZENITH RADIO CORP. ........... 
Menriag AlGS 2c cccccccccsccccee 
DED -caedwedhus et se0edestaee 
Radio & Television ............. 
WEED gcapvccccvcsrccsscoes 

ZIPPO MFG. CO. 

DE Be kdededbecesocesasens 

ZONITE PRODUCTS CORP. ........ 
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39,074 
20,242, 
18,832 


29,162, 
1,070,398 


191,349 


235,659 | 
| 
| 


97,827 


49,812 
576,006 
17,119 
558,887 
202,435 
43,970 
139,548 
10,401, 
8,516 
1,562,201 
349,992 
32,277, 
6,901 
56,754 
27,115 
1,178 | 
73,522, 
28,682 | 
108,761, 
14,802, 


242,856 | 


62,702 | 
34,463 | 
300,390 | 


39,385, 


39,618 | 
25,586 
89,960 
49,389 | 


431,908 
112,089 


44,176 
93,836 


68,232 
1,803,929 
55,928 
4,400 
15,155 
36,373 
51,779 
5,222 
8,823 
2,415 
35,319 


38,354 


162,593 


187,201 
22,435 
164,766 


60,850 


734,640 
310.462 
70,200 
23,340 
330,638 


42,872 
59.090 
25,678 
33,412 


Only ONE Sunday Supplement 
Takes You Home in This 
Two-Billion Dollar Market 


@ The Sunday World-Herald Magazine is the only Sunday sup- 
plement that gives you the kind of coverage you need to sell the 
two-billion dollar market of Nebraska and Western Iowa. 

National Sunday supplements just can’t do the job! The best 
you can get in this market with any of them is 6.3°% coverage. 

But, with the locally edited Sunday World-Herald Magazine, 
you can reach more than a quarter-million homes every Sunday 


... better than 3 out of 5 family coverage! 

Midwest readers like what they find in this home-edited 
magazine, and they respond to its advertising — respond from six 
states. 

Ask us for more detailed information about the popular 
Sunday World-Herald Magazine— the ONLY Sunday supplement 
offering a real selling opportunity in Nebraska and Western Iowa. 

Full color is available! 


Omaha World-Herald 


_ ES q 
ee oS READ IN 3 OUT OF 5 HOMES 
Se ES, IN NEBRASKA AND WESTERN IOWA «oe 


sow a market of 11/. million people 
. with 2 billion dollars to spend 


250,832 Daily 258,372 Sunday 
Publisher's Statement for March 31, 1953 


O’MARA & ORMSBEE, National Representatives 


New York, Chicago, Detroit, Los Angeles, San Francisco 
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NEW ORDER—Rex V. Lentz (left), outgoing president of the Dallas Advertising Club, 
hands his gavel to the new president, John L. Briggs, v.p. and public relations direc- 
tor of Southland Life Insurance Co. In the background are (left to right) Will Rogers, 
information supervisor, Southwestern Bell Telephone Co., secretary-treasurer; Lynn 
Hoyt, WFAA vocalist, who graces the installation, and Clifton Blackman, v.p. and 
director of advertising and public relations, First National Bank, Ist v.p. Frank P. 
McGowan, executive director of the southwest edition of the Wall Street Journal, 
who was elected 2nd v.p., was in Cleveland attending the Advertising Federation 


LARGEST—Admiral Corp. says that this new 
outdoor spectacular in Boston is the largest 
in New England as well as being one of 
the largest in the U.S. It is 38’ high, 
58’ wide and contains 7,000 flashing lamps 
spelling out the Admiral name. 


BARE RUG—Joan Van Pelt, who was elected queen of the rug promotion in Chica- 
go’s International Amphitheater June 19-24 by Royalton Rug & Carpet Co., shows 
off some of the good points of floor coverings. (Story on Page 114.) 
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ie 
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— a : 2 es 
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of America, at the time of the installation. 


FACSIMILE—Recipe Foods Inc., Baltimore, graces its office and plant building front 
with these giant, plastic replicas of its Bennett's brand mayonnaise, prune juice and 
chili sauce containers, following the general trend toward 3-D. 


COLD FACT—Tom Castle, in charge of 
trade paper ads for the lamp division, 
General Electric Co., portrays the man of 
the house reading by refrigerator light 
because someone snatched his reading 
lamp bulb. This is part of a three-week 
drive next fall on bulb snatching. The 
division’s advertising and promotion per- 
sonnel will be models. Batten, Barton, 
Durstine & Osborn is the agency. 


fs 
WESTERN ADMEN—Digesting their luncheons at the Advertising 
Assn. of the West conference in San Francisco are (from left) 


Howard Willoughby, executive v.p. of Lane Publishing Co.; 
Robert R. Gros, manager of advertising and public relations for 


GOLDEN—Helping to celebrate the Advertising Assn. of the West 
golden anniversary were (left to right) Jim Caputo, Royal Dutch 
Airlines; Fredrika McMillan, Delicate Sales Co.; Marlene Colbert 
of Delicate; Arthur House, House & Leland; Gerre Arnold, also 
of Delicate, and Clinton Ward, Western Lithograph Co. The 


Pacific Gas & Electric Co.; Arthur E. House. partner, House & 
Leland, outgoing president of the association, and Arthur M. 
Arlett, account exec with West-Marquis. The annual meeting 
marked AAW’s golden anniversary year. 


group at right includes Elon Borton, president of the Advertising 
Federation of America; Florence Gardner, executive director of 
the Advertising Club of San Francisco; Dan Danziger, Danziger 
Sales Co., and Bob Little, Norman-Wright Productions. No doubt 
about it, AAW delegates had a good time. 


CHEVVY BEVY—W. E. Fish, Chevrolet general sales manager (left), chats with Camp- 
bell-Ewald executives E. W. Schirmer, senior v.p., and H. G. Little, president, at 
the General Motors Motorama in Kansas City. 


TASK FORCE—W. Randolph Burgess (left), deputy to Secretary of the Treasury 

George M. Humphrey, discusses with Advertising Council volunteer task force agen- 

cies the new savings bonds advertising campaign to open in August (AA, June 22). 

Next to him are Thomas H. Young (center), director of advertising, U. S. Rubber 

Co., and chairman of the council’s operating committee for savings bonds, and 
Fairfax M. Cone (right), president, Foote, Cone & Belding. 


ANNIVERSARY—President W. George Akins (seated, center) and four v.p.s study 

the original charter and first minutes of the incorporotion of Walsh Advertising Co., 

Montreal, 25 years ago. The agency started with $500, billed nearly $5,000,000 

last year. Looking on are (left to right) K. G. Anderson, Windsor; George E. Cross, 
Toronto; Yves Bourassa and F. Rex Werts, Montreal. 
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Here in the Middle West is a big, steady market reached through the eight Booth 
; % . on Michigan Newspapers, giving blanket coverage of their respective cities. For 
. AY ’ : ote nee example, The Grand Rapids Press’ circulation covers 96% of the city zone 
23 congeeni ; families (other Booth Michigan Newspapers give comparable family coverage). 
weer Through Booth papers you tell your customers the advantages and features 
a of your products and services. For complete information on each individual 
4 market — phone or write: 
* A. H. KUCH THE JOHN E. LUTZ CO. 
110 E. 42nd St eet, New York 17, NY. 435 N. Michigan Ave., Chicago 11, Illinois 
O»ford 7-1280 Superior 7-4680 
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Advertising Age, June 29, 1953 


Five - Year Comparison of Newspaper Expenditures 
1948-1952 Figures for Advertisers Spending $25,000 or More 


Source: Bureau of Advertising, American Newspaper Publishers Assn. 


Abbott's Dairies Inc. 

PE pddcretewess 
Acme Breweries 
Admiral Corp. 
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Affiliated Gas Equipment Inc. 


Air America Inc. 
Air France, French Na- 
tional Airlines ......... 
Airline Foods Corp. ...... 
Alabama Flour Mills Co. 
a hebddebessces 
All American Airways .... 
Allen Products Corp. 
Alles & Fisher Inc. 
Alliance Mfg. Co. ........ 
Allied Chemical & Dye Corp. 
Allstate Insurance Co. 
Altes Brewing Co. ....... 
Aluminum Co. of America . 
Amana Refrigeration Inc. . 
Amelia Earhart Luggage 
American Airlines 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
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Automobile Assn. 
Bakeries Co. 
Brewery Inc. 
Co. 


Character Doll Co. 
Chicle Co. ..... 
Cranberry Exch. 
Cyanamid Co. 
Dairy Assn. 
Distilling Co. 
Export Lines Inc. 
Express Co ..... 
American Home Prod. Corp. 
American Iron & Steel Inst. 
American-Marietta Co. 
American Metal Spec. Corp. 
American Oil Co. 
American Petroleum Inst. . 
American Popcorn Co. 
American President Lines .. 
American Radiator & Stand- 
ard Sanitary Corp. ... 
American Safety Razor Corp. 
American Sugar Refining Co. 
American Tel. & Tel. Co. . 
American Tobacco Co. 
Amurol Products Co. 
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Anchor Hocking Glass Corp. 
Anderson-Erickson Dairy Co. 
Anheuser-Busch Inc. ...... 
Animal Foundation Inc. 
Annette Fashions Co. 
Antell Inc., Charles ...... 
Apex Electrical Mfg. Co. 
Appalachian Elec. Power Co. 
Appleton-Century-Crofts Inc. 
Arakelian, K., Inc. 
Arden Farms 
Argus, Inc. 
Arkansas-Louisiana Gas 
Arkansas Rice Growers 
Cooperative Assn. 
Armco Steel Corp. 
Armour & Co. 
Arnold Bakers Inc. 
Arnold, Schwinn & Co. 
Artistic Card Co. 
Artistic Foundations Inc. . 
Ashaway Line & Twine Mfg. 
Co. 


Co. 


Ask Mr. Foster Travel 
Service Inc. 
Assoc. Brit. & Irish Riwys. 
Associated Hospital Service 
Associated Products Inc. .. 
Atchison, Topeka & Santa Fe 
Atlantic Co. 
Atlantic Brewing Co. 
Atlantic Coast Line Railroad 
Atlantic Insur. Companies . 
Atlantic Monthly Co. 
Atlantic Refining Co. 
Atlantis Sales Corp. 
Atlas Brewing Co. 
Austin Motor Co. 

Auto Seat Cover Co. 
Avco Mfg. Corp. 
Avianca (Colombian Na- 
tional Airlines) 


B. B. Pen Co. 
B. C. Remedy Co. 
Babbitt, B. T., Inc. 
Bacardi Imports Inc. 
Baker Co., John C. 
Ball Clinic 
Ballantine & Sons, P. 
Baltimore & Ohio Railroad 
Baltimore Gas & Elec. Co. 
Balt. Paint & Color Wks. . 
Bankers Life & Casualty Co. 
Braniff Intnt'l. Airways ... 
Banquet Canning Co. 
Barbasol Co. 
Barron's Publishing Co. 
Barton Mfg. Co. 
Bavarian Brewing Co. 
Bayuk Cigars Inc. 
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Beacon Co. 

Beam Dist. Co., James B. 
Beatrice Foods Co. 
Beaunit Mills Inc. 
Beaute-Vues Corp. 
Bedford & Co. 

Beechhurst Press 
Beech-Nut Packing Co. .... 
Bell Aircraft Corp. 
Bell & Co. Inc. 
Beli & Howell Co. 
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1952 


1951 
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36,843 


1950 


1949 


29,162 27,786 42,137 


29,598 
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Bell Tel. Co. of Penna. ... 
Beltone Hearing Aid Co. 

Bendix Aviation Corp. 
Benson & Hedges 
Bercut Richards Packing Co. 
Berghoff Brewing Corp. ... 


eeee 
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Berke Bros. Distilleries Inc. 
3,549 — ae Bermuda Trade Devel. Board 
: Bernstein Shipping Co., Inc., 
150,979 111,287 120,465 58,565 —— | Arnold .......-...+++- 
51,601 88,943 78,804 ——— | Berry Tous ............ 
194.465 50.502 30.132 ==uuane | Serwind Fuel Co. ........ 
61,580 47,355 33,428 31,819 ——— | Best Foods Inc. ......... 
42,229 49,284 29,988 56,261 ——— | Bethlehem Steel Co. ...... 
55,431 Better Living Inc. ........ 
47,665 58,899 61,252 67,641 29,002 | Bird & Son Inc. ......... 
43,533 49,092 Bishop, Inc. Hazel ....... 
41,602 80,045 83,079 263,942 ——— | Black Inc., Walter J. ..... 
51,905 62,868 349,244 mun | Ottlr Willing Co ........ 
41,454 53,219 89,463 ——— | Bianton Co. ............ 
44,673 125,725 88,975 78,138 79,517 | Blitz Weinhard Co. ...... 
61,598 Block Drug Co. 
26,209 Bobbs-Merrill i sexta ss 
828,129 693,168 842,666 855,896 1,179,250 | Boeing Airplane Co. ...... 
27,138 Bohemian Brewing Co. .... 
147,308 49,459 89,507 101,412 | Bon Ami Co. ............ 
71,167 92,262 88,496 76,554 ——— | Bonnie Hubbard Kubbard .. 
37,084 67,368 109,609 116,854 93,677 | Book-of-the-Month Club Inc. 
133,592 105,139 57,549 75,188 68,059 | Borden Co. ............. 
122,619 Borg-Warner Corp. ....... 
36,142 Boston Consolidated Gas Co. 
685,063 119,377 60.017 27,789 93,247 | Boston Edison Co. ....... 
54,112 55.077. 199,237 42,479 | Boston & Maine Railroad .. 
286,988 57,548 30,7994 ———— Botany Be ON beaeeses 
287,405 177,537 149,675 113,641 140,761 | Bourjois Inc. ........... 
151,909 126,353 93,889 46,675 55,046 | Bowman Dairy Co. ....... 
248,981 268,736 189,452 145,679 118,948 | Brach & Sons, E. S. ..... 
292,772 184,022 399,970 336,139 251,261 | Bradfield Co. ........... 
2,030,730 2,816,212 2,865,296 2,546,819 1,875,246 | Braun Baking Co. ....... 
72,612 70,311 54,058 365,216 | Breck Inc., John H. ..... 
250,107 Breitenbach Co., M. J. ... 
43,847 Brewing Corp. of America .... 
35,027 197,417 35,105 35,763 72,983 Bridgeport Brass Co. ..... 
540,000 416,711 Brill SS Aer 
82,279 112,255 45,098 45,942 29,093 | Brillo Mfg. Co. Inc. ...... 
63,904 44,234 65,238 91,483 72,135 | Brimm's Plasti-Liner Co., 
DU aes esa weeevehaes 
41,181 101,192 25,802 Bristol-Myers me Seateds 
466,324 446,956 502,303 1,259,789 242,142 | British Board of Trade hei 
344,494 353,559 297,462 314,735 131,553 | British Overseas Airways .. 
29,927 55,020 323,989 369,663 361,023 | Brooklyn Union Gas Co. .. 
2,905,659 2,927,950 2,088,336 3,449,973 2,108,266 | Brown-Forman Dist. Corp. . 
74,090, awe 8 44,727 64,292 ——— | Brown-Graves Co. ........ 
135,410 34,150 | Brown & Williamson 
32,447 Tobacco Corp. .......... 
467,596 293,029 544,509 346,051 387,411] Brownell & Field Co. .... 
63,880 75,231 5600 ees |= ees | Bree Ge., ©. L. ........ 
58,670 173,692 91,714 —— | Bruce Pharm. Co., Inc. .... 
34,472 29,021 Br ick-Balke-Collander 
31,359 41,069 80,964 ~ 55,173 | EP eee eee 
38,764 57,245 41,655 46,433 30,284 | Bull & Co. Inc, AH. ... 
49,917 71,302 43,821 32,620 30,558 | Burger Brewing CO. .cseee 
46,662 71,355 33,136 32,240 | Burgess Vibrocrafters Inc. . 
33,127. 61,453 115,964 118,564 45,058 | Burke Ltd., Edward & John 
145,526 89,535 49,761 Burlington Mills Corp. 
52,373 28,659 Of N.Y... cee eeeeees 
Burnham & Morrill Co. .... 
100,958 80,039 69,962 76,252 72,816 | Burpee Co., W. Atlee ...... 
38,933 SN ON Feccsersennes 
1,924,859 2,222,473 2,141,452 2,814,009 1,472,593 | Buy-Lines by Nancy Sasser 
229,171 84,170 85,763 143,998 86,489 
137,817 106,195 86,362 59,464 
57,758 
158,793 179,576 218,297 175,180 343,625 a | 
Cain’s Coffee Co. ........ 
27,727 California Almond Growers 
SD 6 dee 6:06 05.0064 
poy 31,785 California Dairy Industry 
Advisory Board ......... 
i eee 43,641 155.716 California Fruit Growers 
Y : 7 EE See hekedintide 
yer 607,330 446,638 oe 404,703 California & Hawaiian Sugar 
38.545 : Refining Co. eeeceresee 
237,396 235,139 191,012 175,049 168,197 | California Eima Bean 
51,097 32,754 RP oly 
30,037 feline Putin ona... 
ifornt ' TR. co 
346784 246420 449.050 434,929 202.252 | California Physicians Servic 
$2,411 95,219 97,757 83,373 66,351 | Californie Prune & Apricat 
a77 088 a re es Al tected es Calif. Walnut Growers Assn. 
Calso Water Co. ......... 
ci veeuies 1,182,726 1,542,115 1,540,582 1,356,158 720,689 jane Oe O. ....... 
Campana Sales Co. ....... 
ay Campbell Sons Corp., H. T. 
B Campbell Soup Co. 
Canada Dry Ginger Ale Inc. 
58,698 66,936 213,063 79,925 | Canada Steamship Lines Ltd. 
284,228 397.200 318,757 247,533 183,475 | Canadian National Railways 
212,826 557,123 512,794 446,050 247,217 | Canadian Pacific Railway Co. 
47,549 61,065 88,050 38,278 | Candle-Lite Chemical Co. .. 
64,304 65,577 101,298 57,592 Canepa Co., John B. ...... 
104,093 110,741 107,643 110,947 104,093 | Canute Water Co. ........ 
1,744,917 617,285 668,078 579,022 642,200 | Capital Airlines Inc. ...... 
238,383 264,747 198,894 226,397 200,337 | Capudine Chemical Co. .... 
72,479 Carell OMe. .o.cccccccees 
196,698 142,102 40,430 WMD GA. csccescvecs 
243,828 246,413 130,471 63,321 54,936 | Carolina Power & Light Co. 
387,443 178,682 156,108 137,015 130,799 | Carr-Consolidated Biscuit Co. 
28,108 40,656 47,457 36,526 Carrier Corp. ..ccccccees 
95,118 257,597 49,302 Carter Products Inc. ...... 
42,710 30,772 32,332 31,106 | Celanese Corp. of America . 
92,029 91,556 71,395 79,065 92,090 Cella Vineyards ......... 
72,437 69,083 53,554 | Cell Mk, “esnvetvicnss 
354,986 756,167 887,575 494,682 141,985  Centlivre Brewing Corp. ... 
28,248 36,607 | Ceribelli & Co., G. ....... 
oe 694,143 780,243 415,087 223,014 | Chattanooga Medicine Co. . 
152,210 122,468 54,150 | Cheerful Card Co. ......--. 
172,459 133,576 123,027 162,720 61,633 Chemicals Inc. .......--- 
65,728 46,045 43,465 —— Chesapeake & Ohio Riwy. Co. 
149,451 199,060 87,184 69,768 -——— | Chesapeake & Potomac 
148,824 Telephone Co. ......---- 
36,296 29,646 | Chesebrough Mfg. Co. Cons'd. 
285,505 414,567 510,355 478,524 342,633 Chicago, Burlington & 
27,613 56,854 Quincy Railroad ........ 
125,874 56689 64,012 105,978 124,910 | Chicago, Milwaukee, St. Paul 
72,010 85,583 36,360 76,453 ——— | & Pacific Railroad ...... 


eeeeees 1,199,311 
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1952 1951 1950 1949 1948 1952 1951 1950 1949 1948 
379,683 332,504 Chgo. & North Western Riwy. 70,493 101,270 88,587 115,964 76,487 
53,430 68,118 116,353 134,631 ——— | Chicago, Rock Island & 
37,903 25,145 ; 98,367 | Pacific Railway Co. ..... 135,820 108,845 130,892 129,068 122,868 
393,504 347,670 315,577 197,397 Choo. & Southern Airlines . 186,697 178,827 200,852 203,218 111,415 
38,033 25,160 Chicago Tribune ......... 210,353 99,926 152,467 166,189 
68,610 59,090 97,912 56,419 | Chicago, Wilmington & 
47,917 ‘31,676 66,828 32,110 Franklin Coal Co. .... 26,505 27,067 
31,420 Chicopee Mfg. Corp. ...... 46,037 
Chrysler Corp. .......... 11,702,787 13,519,090 13,703,451 8,747,966 2,341,585 
72,458 26,500 ——— ——— | Chun King Sales Ine. 64,626 49,991 
37,200 35,736 33,394 86,944 27,227 | Church & Dwight Co. Inc. 61,539 58,876 27,143 ——— —— 
25,653 40,574 Cigar Institute of America . 129,962 
524,177 1,725,964 1,890,302 1,782,423 1,104,497 | Cinch Products Inc. ...... 345,124 238,531 283,105 403,668 178,050 
65,688 ,657 Cincinnati Gas & Elec. Co. . 50,763 , 55,774 36,827 39,147 
33,278 28,902 Cincinnati & Suburban Bell 
220,083 148,874 Telephone Co. .......... 61,411 47,193 37,861 32,353 35,894 
362,928 121,953 110,215 ——— —— | Cities Service Co. ........ 317,391 241,525 412,665 319,658 222,788 
836,286 1,357,845 819,310 904,988 518,288 | Citizens Gas & Coke Co. .. 49,186 33,466 58,708 36,036 
48,242 42,130 42,778 I cancbsesscecs 134,440 49,674 $3,635 ae 
54,459 77,062 81,046 59,831 82,369 | Clark-Cleveland Inc. ...... 409,390 371,528 315,567 296,395 232,601 
48,540 28,239 41,016 | Clayton Co, S.C. ....... 27,495 
845,176 911,762 939,246 230,020 | Cleveland Electric Illum.Co. 100,579 91,870 94,122 81,844 81,227 
56,771 112,836 52,963 63,438 67,173 | Clicquot Club Co. ........ 50,624 88,998 63,771 105,350 70,805 
40,922 32,290 53,105 | Climalene Uo. ........... 143,123 175,683 163,490 161,063 224,885 
25,642 41,397 47,809 46,413 40,959 | Cling Peach Advisory Board 331,768 194,347 205,302 231,616 ——— 
177,961 133,634 96,162 218,458 101,156 | Clinton Foods Inc. ....... 198,062 546,361 367,280 585,594 26,984 
37,585 Clorox Chemical Co. ...... 852,201 719,816 422,363 540,429 625,556 
295,665 368,447 191,963 256,359 224,407 | Club Aluminum Products Co. 43,064 
1,681,703 1,958,392 1,598,955 1,511,270 960,504 | Coca-Cola Co. ........... 1,682,395 1,461,567 1,777,922 1,782,044 1,475,059 
137,862 204,035 132,779 170,497 367,990 | Coleman Co. ............ 192,136 109,545 92,004 99,041 138,086 
30,822 62,284 64,662 38,934 ——— | Colgate-Palmolive-Peet Co. 12,088,261 10,842,173 8,998,024 12,089,890 7,969,983 
61,267 118,951 148,666 237,422 98,168 | College Inn Food Prod. Co. 75,649 76,412 83,812 73,434 54,655 
32,951 39,693 51,290 55,725 59,232 | Colonial Airlines Inc. ..... 78,992 64,067 56,854 77,065 53,938 
109,908 85,011 51,490 53,240 36,307 | Colonial Biscuit Co. ..... . 26,807 59,845 
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PHILADELPHIA CITY ZONE 


THE EVENING BULLETIN 
IS THE DAILY NEWSPAPER WITH 
THE LARGEST CIRCULATION 


PHILADELPHIA 8-COUNTY 
METROPOLITAN AREA 


IS THE DAILY NEWSPAPER WI 
THE LARGEST CIRCULATION 


dicen income 


‘Delaware Valley,’ ‘‘The Workshop of 
the World,” “The New Eastern Industrial 
Metropolis”... no matter what you call it, 
one fact is always the same: 

In the Greater Philadelphia Market 
The Evening Bulletin is the daily 
newspaper with the largest circulation 


In Philadelphia nearly everybody reads The Bulletin 


THE EVENING BULLETIN 


Advertising Offices: *hiladelphia, Filbert & Juniper Sts.; New York, 285 Madison Ave.: 
Chicago, 520 Nor!» Michigan Avenue. Representatives, Sawyer Ferguson Walker 
Company in Detroit + Atlanta «+ Los Angeles «+ San Francisco 
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Donnelley Corp., Reuben H. 
Doubleday & Co. 
Doughnut Corp. of America 
Dow Chemical Co. 
Dow-Corning Corp. 
Gee: GR vesdnscccce 
Dreer’s of Philadelphia 

Drewry’s Ltd. (U.S.A.) 

Drexel Labs. 


Dulaney & Son, John H. 
DuMont Laboratories, 


du Pont de Nemours & 
Co, €. I. 
Duquesne Brewing Co. ... 
Duquesne Light Co. 
Dutton & Co., E. P. 


East Ohio Gas Co. 
Eastco Ine. 


Eastman Kodak Co. 


Easy Washing Machine Corp. 324,796 


Edris Co., William 
Ekco Products Co. 
Electric Auto-Lite Co. ... 
Elgin National Watch Co.. 
Emerson Drug Co. 
Emerson Radio & Phono- 

graph Corp. ....-esseee 
Employers Casualty Co. .. 
Englander Co. ..cccssee 
Eno-Scott & Bowne ..... 
SD ML: cap pciieess 
Equitable Gas Co. 
Equitable Life Assurance 
Society of the U. S. 

Erie Brewing Co. 
Erie Railroad Co. 
Ermotof Co. 
Esquire Inc. 
Eureka Williams Corp. .. 
Everdry Sales Corp. 
Bvereherp ING. .ccccccces 
Saree 
SE Bocce dcccose 


serene 


eee enn weee 


F & F Laboratories Inc. . 
Fairbanks, Morse & Co. .. 
Fairmont Foods Co. 
Falls City Brewing Co..... 
Falstaff Brewing Corp. ... 
Family Circle Inc. 
Farm Bureau Mutual 

Insurance Companies .... 
Farmers Insurance Group .. 
Farrar, Straus & Co. .... 
Farrell Lines Inc. ...... 
Father John’s Medicine Co. 


eeeeee 


Fawcett Publications Inc. 
Faye Emerson's Column .. 
Fedders-Quigan Corp. 
Fehr Brewing Co., Frank .. 
Felton, Sibley & Co. 
Fernak Co. 
Filbert Ine, J. W....... 
Financial World 
Fine Products Corp. ..... 
Firestone Tire & Rubber Co. 
Fischer Baking Co. 
Fisher Brewing Co. 
Flagstaff Foods 
Flako Products Corp. 
Florida Citrus Commission. 
Florida Citrus Exchange 
Florida Fashions Inc. 
Florida Power & Light Co. 
Florists’ Telegraph Delivery 
RO 0b ebdestbeedece 
Fiotill Products Inc. 
Folger & Co., J. A. ....- 
Forbes & Sons Publishing 
ee th Gs cccticues ee0% 
Ford Motor Co.: 
(000 omitted) 
Foremost Dairies Inc. 
Formfit Co. 
Fort Pitt Brewing Co. 
Fortnightly Publishing Corp. 
“42" Products (Ltd. 
Foster-Milburn Co. 
Fox Brewing Co., Peter .. 
Fox De Luxe Foods Inc. . 
Fox Head Brewing Co. ... 
Frankenmuth Brewing Co. 
Franz Baking Co. ...... 
Free Sewing Machine Co. 
Freewax Corp. 
French Government 
Tourist Office 
French Line 
French Sardine Co. 
Fromm & Sichel Inc. ... 
Fruehauf Trailer Co. 
Funk & Wagnalls Co. 
Funk Inc., Wilfred 
Furness Bermuda Steamship 
Line 


weer 


eee ee eeee 
eaee 
eee eee eee nee 


eeeeeeeee 
eee eee eee 


eeeneee 


eevee 
eee 
eeeeee 


Gallo Winery, E & J... 
Galveston-Houston Breweries 
Garden Research Labs. 
Garrett & Co. ......55.- 
Gas & Electric Co. of 
GENBTO. ccccccecccces 
Gas Service Co. of Kansas 
City 
Gas Service Co. of Wichita 
Gebhardt Chili Powder Co. 
General 
Corp. 
General 
General 
General 
General 
General 
General 
General Motors Corp.: 
(000 omitted) 


Aniline & Film 


1952 1951 
86,510 152,775 


1950 


1949 


1948 


gecreces 2,054,197 2,411,757 2,324,841 1,775,991 1,177,652 


83,028 
127,933 
30,985 42,282 
193,765 168,392 161,356 201046 ——— 
60,869 
91,951 274,954 194,058 156,180 50,215 
80,832 90,612 91,303 58,218 
298,813 280,304 182,119 157,821 160,279 
30,395 
45,524 25.060 80,802 42,719 
138,650 287,442 706,915 637,073 234,137 
135,870 
212,703 105,360 115,799 143,337 106,146 
1,218,243 699,693 470,810 263,537 260,803 
40,563 88,967 127,737 116,493 106,115 
138,634 133,095 82,973 99,031 70,970 
52,748 77,901 68,223 59,550 . 93,138 
E 
98,497 74,760 70,876 50,826 66,545 
171,911 114,036 
1,248,145 892,810 1,082,531 1,062,119 622,600 
474,819 136,988 384,263 598,342 31,167 
445,431 415,369 270,308 442,063 
225,592 205,196 48,000 80,240 132,024 
107,966 121,503 58,037 
57,654 227,805 300,405 302,948 190,997 
296,268 210,869 170,676 313.645 148,244 
437,904 131,794 136,892 138,529 111,051 
-250,521 161,645 172,940 217,057 134,574 
28,529 
191,938 25,613 
207,271 172,334 144,062 55455 -——— 
41,871 26,695 
42,634 
60,254 49,501 84,738 144,416 42,877 
32,130 36,217 25,134 ——— 
78,325 75,410 86,408 68,828 72,389 
27,358 40,785 
188,251 137,707 202,842 187,426 130,601 
55,524 76,028 .77,527 52,059 124,996 
78,894 
685,591 342,390 173,910 428,033 158,078 
25,296 32,346 26,616 28,494 
178,715 398,128 183,341 149,063 156,046 
F 
53,571 47,082 .4345 —— —— 
76,858 74,598 
121,108 187,984 114,125 123,446 54,805 
164,578 147,533 123,137 115,018 87,318 
151,231 230,046 388,258 428,745 278,355 
29,475 272,231 
32,961 33,050 
204,300 120,025 (Auto only) (Auto only) ——— 
37,355 28,594 32,427 465 —— 
66,884 110,020 72,295 54,081 38,782 
39,466 
76,753 68,972 70,928 78,533 67,419 
54, 28,242 
151,037 
45,975 55,514 
142,089 208,960 160,249 123,237 ——— 
32,682 
37,895 48,522 37,363 62,360 95,765 
335,899 278,948 288,618 238,838 209,950 
45,976 60,058 42,259 32,053 48,267 
60,495 47,7829 48,799 50,235 80,071 
849,959 358,797 207,566 209,338 203,426 
59,510 69,721 66,378 44,173 
30,813 
66,560 47,899 
191,322 216,311 420,810 247,125 282,277 
146,256 668,458 474,497 355,739 286,244 
26,386 
106,854 349,159 437,150 472,603 200,798 
63,885 39,145 37,811 . 26,973 27,338 
79,591 446,301 75944 ——— 33,519 
41,756 
655,316 725,389 600,849 607,225 472,238 
5,006 64,365 46,208 96,093 
10,860 10,730 13,587 10,629 5,764 
97,596 52,439 29184 —— 
190,149 189,932 209,585 161,797 154,703 
118,504 149,543 157,094 173,768 . 
62,167 
48,587 543155 —— ——— 27,925 
555,585 579,346 504,056 512,878 516,161 
120,064 4230 — 52,651 56,913 
@9,000 42,851 
27,387 
54,133 56364 61804 —— ——— 
80,980 53,360 49,336 55,739 ——~ 
95,370 254,081 
30,405 
58,584 43,150 
68,401 73,925 127,268 .71,769 ——— 
307,600 371,368 178,818 154,030 75,981 
80,809 98,851 74,771 86,942 58,262 
80,044 87,012 108,410 56,751 
51,158 57,841 88,114 88,048 75,426 
56,448 89,516 87,234 72,753 33,391 
647 180,306 120,883 7794 -——~— 
G 
58,987 87,575 
66,691 78,813 68,991 160026 ——— 
57,618 
119,463 400,534 188,032 25,043 77,056 
72,479 52,328 8,932 —— —— 
49,170 35,526 
25,552 
63,943 79,793 73,526 76,134 47,812 
183,457 47,593 
203,706 96,193 146,123 115,131 38,865 
344,388 
272,075 648,356 859,091 1,035,949 689,026 
b -webee 3,709,415 6,074,245 4,202,942 3,927,574 3,285,160 
Sree 8,112,999 7,875,290 6,415,618 5,124,784 4,313,131 


4,039,833 3,330,452 3,376,986 3,253,998 1,671,882 
20,252 23,794 + 27,594 24,869 15,283 


1952 1951 1950 1949 1948 1952 1951 1950 1949 +=-:1948 
General Time Corp. ...... 152,452 177,616 149,137 117,161 91,908 International Business Ma- 
General Tire & Rubber Co. 200,286 250,217 115,501 98,836 117,033 _ chines Corp. .......... 93,285 85,951 184,499 42,081 85,106 
General Woodcraft Co. ... 26,326 International Cellucotton 
Gerber Products Co. 173,547 455,950 568,946 495,046 641,525 Products Co. .......... 1,854,324 843,250 1,083,279 1,141,826 212,374 
Gibson Refrigerator Co. 62,049 120, 7s 62,744 135,407 58,697 International Harvester Co. 912,605 814,343 347,634 506,268 128,063 
Gi-hert Ce., A.C. ........ 87,743 48,318 74,761 81,124 International Latex Corp. . 302,275 221,802 225,166 44,249 88,098 
Gillette Safety Razor Co. 2,681,656 1055206 1,225,125 1,090,082 949,445 International Milling Co. .. 40,983 42,909 102,980 
Ginmereme Ee6. .cccccece 73,384 International Minerals & 
Glaser, Crandeli Co. ...... 86,518 70,776 38,426 Chemical Corp. ......... 42,468 72,969 96,717 72,317 
Glencoe Distilling Co. .... 33,866 International Nickel Co. ... 251,994 253,470 206,891 182,830 185,828 
Glenmore Distillers Co. .. 1,428,829 1,563,636 1,095,998 391,032 491,323 International Salt Co. .... 100,607 99,938 98,521 153,201 169,601 
Glidden Ge. ...........- 139,356 270,845 404,568 512,622 552,314 | Internation.! Shoe Co. .... 169,929 35,658 121,837 418,113 452,876 
Gluek Brewing Co. ...... 29,811 27,965 54,753 International Telephone & 
Godchaux Sugars Inc. .... 78,679 69,213 76,296 $1,321 41,514 Telegraph Corp. ........ 22,022 102,955 181,385 29,800 
Goebel Brewing Co. ...... 094 252,311 237,159 154,011 123,168 | Interstate Bakeries Corp. .. 321,522 175,223 94,019 279,821 275,001 
Goetz Brewing Co. M. K. . 229,896 110,466 113,144 107,411 078 | lodent Chemical Co ...... 27,702 34,109 65,826 84,342 
Going to Town with Pat Iowa Soap Co. .......... 27,361 68,086 52,838 
hess sd weg ans 504,745 675,012 Irish Linen Guild ........ 75,342 70,672 
ay aa 618,438 452,663 273,711 380,648 658,687 | Iron Fireman Mfg. Co. 35,911 88,874 83,194 32,964 48,286 
Goldman Bros., Wm. P. .. 25,901 38,920 65,179 30,514 Iroquois Gas Corp. ....... 43,368 
Goodall-Sanford Inc. ..... 248,953 338,267 31,553 202,411 173,961 | Island Creek Coal Sales Co. 54,627 
Goodrich Co., B. F. ..... 774,317 340,748 410,844 311,409 718 
Goodyear Tire & Rubber Co. 1,675,175 557,097 652,197 433,582 564,002 J 
Gordon Baking Co. ...... 58,321 
Gorton-Pew Fisheries Co. 34,167 93,911 110,311 114,538 105,371 | Jackson & Perkins Co. ... | 26,727 
Gossard Co., H. W. ..... 176,162 137,858 162,394 25,534 40,023 | Jackson Brewing Co. ..... 186,278 259,664 199,299 174,982 66,603 
Grabosky Bros. Inc. ..... 50,660 45,045 37,249 39,141 38,123 | Jaguar Cars Ltd. ......... 32,367 26,284 
Grace Line Inc. ........ 30,875 26,044 Jefferson Standard Life 
Gradiaz, Annis & Co. ... 26,443 32,469 28,576 28,126 Insurance Co. ........ 29,467 
Grand Duchess Steaks Inc. 114,303 39,811 Come TG. Gis svc ccscss 74,742 80,723 31,158 $5,109 ——— 
Grapette Co. Inc. ...... 26,701 27,564 40,626 53,017 | Jergens Co., Andrew ...... 562,521 749,670 770,976 599,649 470,537 
Great American Products . 32,458 dessie’s Notebook ........ .481,003 616,762 
Great Northern Railway Co. 134,265 160,167 144,549 116,497 116,593 | Jewell Inc, J. D. ....... 25,933 25,707 
Great Western Sugar Co. .. 75,120 33,042 Johnson & Johnson ....... 756,614 628,225 869,437 905,114 424,060 
Green Giant Co. ........ 314,606 454,557 347,021 Johnson & Son, S.C. ..... 948,419 1,566,059 1,279,149 800,849 416,668 
Gretz Brewing Co., Wm... 73,443 36,000 63,327 Jones & Laughlin Steel Corp. 42,587 
Greyhound Corp. ......... 1,281,192 1,220,033 1,090,778 1, 139,365 365 1,022,287 Journal of Commerce of 
Greystone Corp. ....... - 138,781 115,575 161, 307,830 _ fee 42,794 27,055 33043 ———— —— 
—= Bros. Brewery Junex Products .......... 249,997 
Ji a. Sa 102,201 139,482 132,885 122,002 68,304 
Griesedieck Western Brewery K 
ne Se RRR 324,686 405,557 336,685 332,592 146,071 
Grolier Society Inc. ..... 54,850 49,254 98.688 64619 KLM-Royal Dutch Airlines 238,645 178,975 98,795 106,353 73,487 
Grove Laboratories Inc... 445,643 790,834 559,143 508,887 186,459 | Kaiser-Frazer Corp. ...... 1,499,204 1,998,153 1,880,012 1,669,006 2,808,661 
| a 43,634 Kaiser Steel Corp. ....... 55,178 63,568 74,027 —— 
Guest Airways .......... 69,192 49,380 Kansas City Power & 
Gulden Inc., Charles ..... 232,400 223,912 166,146 217,009 182,048 7 are 43,672 44,608 
Gulf Brewing Co. ....... 97,051 118,952 118,134 204,176 73,268 | Kansas City Pub. Serv. Co. 27,901 
8) as 324,940 563,542 418,084 153,745 111,078 | Kansas City Southern 
Gunther Brewing Co. Inc. 152,330 142,995 111,021 106,869 37,776 | Railway Co. ............ 43,355 42,601 43,786 132,926 
Karagheusian, A. M. ..... 60,055 74,340 56,656 
a 40,904 57,067 64,662 76,085 
rf ME TA. bncdececsasa 951,486 1,601,717 2, *) 556 2,306,289 1,813,025 
a ee 91,703 79,515 146,563 144,323 174,457 
ee oe 43,082 Kentile Inc. teteeseeeeee 295,423 248,202 
Haffenreffer & Co. ...... 136,900 134,821 107,053 146,071 102,383 — — Mfg. Co. S717 33,318 28,229 
AL soccocsesees 190,087 46,768 117,759 60,537 eys » Go. «1.00 ’ 
Haldeman-Julius Co. ...-.. 37,440 114.416 79,984 53,125 35,639 | Kingan & Co. Inc. ....... 40,709 41,039 30,710 50,763 29,979 
Hall Bros. Inc. ......... 181,798 145,721 Kirsch’s Beverages Inc. . 32,000 
Hallicrafters Co. ........ 275,042 114,030 258,922 Kitchen Art Foods Inc. ... 48,315 109,347 48,338 
Mals Brewing Co. ........ 53,786 Kiwi Polish Co. Pty. Ltd. . 101,469 168,253 119,939 
Hamilton Mfg. Co. ...... 49,247 44,002 51,726 ulti Klein Co. Inc., Emil D. ... 37,298 34827 —— 32,339 
Hamilton Watch Co. ..... 98,566 126.961 Knights of Columbus ..... 163,630 173,016 153,274 108,767 30,432 
Hamm Brewing Co., Theo 161,886 210.867 274.572 99,353 68,545 Knopf Inc., Alfred A. .... 159,571 174,459 123,862 114,614 131,462 
Hampden Brewing Co. 1 oe ; 43 046 39.770 65.632 86.497 92.433 Se Ws dab eeabcdcness 329,935 392,944 340,225 348,252 599,906 
Hancock Mutual Life Insur- : ; ; , ' Knudsen Creamery Co. .. 63,477 85,650 63,999 94,550 40,352 
ance Co., John ......... 39,545 28,091 Kool Vent Met. Awn. Corp. 37,630 33,397 29,996 
Hand Brewery Co., Peter . 224,499 93,216 158,796 Keppers Co. Int. ......;. 77,466 90,715 200,645 132,932 
Hanes Knitting Co., P. H. 26,158 90,938 163,881 222,132 121,955 | Kops Bros. Inc. ......... 36,036 82,060 46,003 
Hansen's Laboratory Inc., Kroehler Mfg. . POPErr> 70,846 37,648 62,493 
SE ee cis kc cae 36,501 196,237 295,485 150,933 158,727 | Kretschmer Corp. ........ 79,427 66,427 = 35,198 
Happiness Tours ......... 56.407 56.155 58,474 99,478 34,899 | Krueger Brewing Co., G 201,297 151,699 66,552 136,981 93,220 
Harcourt, Brace & Co. ... 68,150 120,942 90,918 114,267 68,477 Kuner-Empson Co. ....... 33,307 34,373 28,113 35,811 32,532 
Harper & Bros. ......... 251,485 218,183 221,194 236,180 251,531 
f= Serer es 93,938 L 
Hartford Electric Light Co. 30,172 34,716 27,839 25,682 | Laclede Gas Co. ......... 49,567 69,738 103,951 28,668 
Marvest Headiiows ...... 200,393 Lady Esther Ltd. ......... 582,364 880,752 713,453 735,137 624,615 
Hastings Industries ...... 143,271 L’aiglon Apparel Inc. 63,642 71,068 48,469 42,175 
Hastings Mifp. Co. ....... 105,147 44.835 ———— 47,319 37,791 | Lambert Pharmacal Co. ... 111,559 241,995 263,070 271,652 414,183 
a oo es Bea, | 2768 ——~ 82,259 —— | Landers, Frary & Clark .. 89,362 49,339 42,872 174,151 252,104 
a oes oe , Land O'Lakes Creameries Inc. 388,012 302,310 291,349 237,035 197,538 
Hawthorn-Mellody Dairy Co. 115,207 185,201 108,090 61,773 ——— | | angendorf United Bak. Inc. 299,377 347,2@9 187,520 245,033 228,717 
Maxton Feeds int. ....... 33,998 Lan-O-Sheen Inc. ........ 51,763 25,412 45,298 40,578 
SG Rae 119,736 39,599 127,921 245,231 224,881 | 1. Roca & Sons Inc. V 161.815 
Hearst Magazines Inc. ... 387,386 385,000 284,704 257,300 384,248 | jason Co taqnaaae 25.988 55.252 59,958 36,619 —— 
Heaven Hill Distilleries Inc. 33,867 LaSalle Casualty Co. Po: 25,136 26,832 
Heileman Brewing Co., G. . 132,961 253,573 253,763 190,107 144,318 | | strobe Brewing Co 39,395 53,809 26,802 
Se eres 1,298,497 1,189,373 895,415 1,549,161 1,525,515 | Lavoptik Co ""*""" 35'229 33.690 36,509 33,071 27,042 
Hekman Biscuit Co. ...... 46,788 28,732 a 95,785 47,337 
oe ek... See ee (ee Lea & Perrins Inc. ....... 34,821 55,126 50,565 50,816 
Heublein & Gro., G. F. 400,291 402,635 338,785 133,039 84,710 | LeBianc Corp. ........-.. 43,411 1,395,145 2,036,026 140,521 
Hexol i bsdneraekicsss 92,900 71,413 33,341 34,194 Lee Rubber & Tire Corp. .. 117,174 65,014 
Hilex Co. ..........+.04. 91,220 40,002 39,025 76.657 | Leeming & Co. Inc., Thomas 1,093,854 1,032,472 767,220 755,136 439,841 
Hills Bros. Coffee Inc. ... 496,370 555.457 761,157 642,486 693,772 Lees & Sons Co., James .. 284,579 376,852 244,653 217,059 108,670 
itis Gres. Ge. .......... 94,357 115,014 133,268 292,049 177,586 | tenn & Fink Products Corp. 298.455 217.114 392.240 467,799 132,486 
Hoberg Paper Mills Inc. ... 73,885 63,203 Leisy Brewing Co. ....... 26,103 
Hoffman Radio Corp. 255,618 65,019 63,859 89,852 Leslie Salt Co. .......... 39,829 47,967 39,590 42,827 26,335 
Holiday Brands Inc. ...... 35,419 Lever Bros. Co. .......... 12,878,250 11,537,206 9, 625, 279 8,047,565 7,216,128 
Holland-America Line .... 203,278 158,445 81,513 64,374 27,881 Levering Coffee Co. ...... 33,152 33,167 410 
Hollins & Cox, William . 33,728 Lewal Industries Inc. ..... 53,148 
Holt & Co., Henry ....... 72,542 94,269 37,142 25,387 29,693 | Lewis Cigar Mfg. Co., 1. . 136,858 108,387 119,985 115,391 91,997 
Home Steamship Lines . 159,081 100,008 67,622 Lewis-Howe Co. ......... 704,770 576,264 435,342 194,119 171,479 
Hood Chemical Co. ....... 39,813 57,709 Lewy & Sons Inc. ........ 105,545 
Hood & Sons Inc. H. P. .. 199,879 118,582 109,182 116,449 82,237 | Lewyt Corp. ............ 85.519 144,781 39,686 
Hoover Co. ..........+5. 29,851 28,250 32,588 40,818 Libby, McNeili & Libby ... 697,890 1,153,753 1,018,493 1,282,828 1,160,257 
Hope Co. .........0++0es 84,369 39,792 Liberty Mutual Ins. Co. . 58,160 68,416 75,279 28,399 29,604 
Horlick’s Corp. .......... 40,793 Liebmann Breweries Inc. .. 2,054,746 1,670,279 1,160,080 1,153,511 1,002,170 
Hormel & Co., George A. 60.614 311,141 343,165 490,259 298,820 | Lite Savers Corp. ........ 396,322 173,646 35,653 81,507 96,179 
Houbigant Sales Corp. .... 29,677 = 61.756 = 74,210 «117,964 64,832 | Liggett & Myers Tobacco Co. 911,161 263,105 440,165 395,174 1,643,245 
Houghton-Mifflin Co. ..... 134,927 188,336 137,461 155,438 138,952 | Lily of France Inc. ....... 97,176 124,172 114,327 91,419 54,409 
House of Worsted-Tex. .... 44,574 Lilyette Brassiere Co. ..... 28,711 
Houston Light & Power Co. 69,576 68,520 54,635 65,821 70,176 Linco Prod. Distributing Co. 45,576 48,775 49,703 
Hubinger Co. ..........- 178,586 45,995 38,141 Linder Bros. Inc. ........ 51,860 33,226 45,832 31,377 —— 
Hudepoh! Brewing Co. .... 96,019 134,425 154,959 70,724 109,193 Lindsay Ripe Olive Co. .... 27.272 
Hudson Motor Car Co. .... 2,104,610 2,521,543 2,351,204 3,125,840 1,107,552 | Lion Inc. (Gibbons Brewery) 37.817 34,047 26,606 ——— 
Hudson Pulp & Paper Corp. 27,372 -———— 99,379 102,559 Ts See 48,181 70,581 27,201 40,792 
Hudson River Day Line ... 47,707 = 53,228 40,361 59,890 | Lionel Corp. ............ 182,995 177,593 188,622 165,074 51,451 
Hughes Aircraft Co. ..... 42,766 78,639 Lippincott Co., J. B. ..... 77,328 101,911 981,117 60,195 67,434 
Hunt Foods Inc. ......... 1,423,849 268,079 484,785 185,417 162,709 | Littie, Brown & Co. ...... 70,542 141,577 120,453 115,686 105,327 
Hunter Packing Co. ...... 51,432 Lockheed Aircraft Corp. ... 43,117 108,658 $1,730 
Hygienic Products Co. .... 140,893 66,006 116,917 116,260 78,921 | Loew's Inc. ............- 348,435 402,670 313,107 142,725 126,013 
Hygrade Food Prod. Corp. 87,557 ———~ ———= 50,657 38,898 | Lone Star Brewing Co. .... 122,197 26,502 
Lone Star Gas Co. ....... 42,828 31,393 34,451 35,901 54,676 
Lorillard Co., P. .......- 702,989 71,211 834,314 760,992 1,170,112 
| Los Angeles Brewing Co... 42,534 81,791 147,296 101,038 55,422 
Los Angeles Dept. of 
Idaho Advertising Comm’.. 60,982 71,275 50,173 38,262 34,970 | Water & Power ......... 57,683 69,175 39,273 27,150 
Illinois Baking Corp. ..... 32,779 Los Angeles Soap Co. 172,022 80,305 230,618 140,277 78,130 
Illinois Bell Telephone Co» 217,486 247,781 249,602 228,906 257,385 Louisiana Dept. of Agri- 
Illinois Central Railroad Co. — a 108,927 128,510 114,584 culture & Immigration .. 40,782 38,902 
Illinois Meat Co. ......... 85.6 771 114,080 98,075 70,215 | Louisiana State Rice 
Illinois Watch Case Co. ... 25,768 74,405 154,332 ——— 30,456 | Milling Co. .......... -* 79,758 111,923 90,418 123,847 30,756 
Imperial Sugar Co. ..... 61,290 56.476 36,060 Louisville & Nashville Rail- 
Indiana Bell Telephone Co.. 109,090 71,236 62,939 66,515 52,145 | road Co. .............. 59,184 61,857 73.010 42,474 38,865 
Indiana & Mich. Elec. Co. 37,248 34,288 34,090 Lows Gorp., S60 ..ccceses 297,864 219,646 40,342 
Indpls. Power & Light Co. 39,071 26.611 29,987 34,360 29,571 | Lucas & Co. Inc., John .. 37,768 45,868 
Industrial Plants Corp. 25,892 35,061 28,101 34,893 34,190 | Lucky Lager Brewing Co. .. 116,728 96,547 167,812 = 
Institute of Life Insurance . 976,808 1,329,151 1,321,257 1,095,600 380,155 | Luden’s Inc. ............ 44,951 38,067 26,092 — 
Institute of Mentalphysics . 37,547 25,460 | Lufkin Rule Co. ......... 112,425 109,345 86,605 66695 ——— 
Insur. Co. of North Amer. 55,587 Luft Co. Geo. W. ........ 120,400 61,931 
Interchemical Corp. .....- 75,825 50,697 Lurr Products Corp. ..... 58,743 


Advertising Age, June 29, 1953 
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DEANNA BANKS built this model beach home to 
scale, winning first prize in a citywide School 
Science Fair. DeAnna, 13, wants to be a pedi- 
atrician when she grows up. Setting sights on 
higher education is characteristic of Negroes, 
who showed a 59.4% increase at the college 
level in the last decade. Mr. and Mrs. Banks 
are both college graduates, 


. 


HOUSEKEEPER Daisy Wheeler (background) cares 
for Howard Percell, II, and toddler Patrice, 2, 
as Mrs. Banks prepares to leave for the nursery 
school she owns and operates. She is among 
the 37% of Negro wives employed. 


‘ e 

THE THREE SISTERS welcome daddy home from the 
high school where he has taught 11 years. The 
evening’s schedule includes completing plans 
for vacation. The family’s travels have taken 
them through most of the United States, into 
Canada, and Mexico. 


A FLAKY PIE CRUST is in the making by Sharon, 
10. Big sister DeAnna and little sister, Patrice, 
are helper-advisors. The girls usually go —— 
on the week’s big grocery shopping trip, an 

are forming product, brand preferences early. 
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THE DINNER HOUR is a happy time at the Howard P. Banks’ home. It’s the easiest time of day for the 
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family to gather. For both parents pursue careers, as do many couples among the 9,000,000 Negroes 
living in cities. Fuller employment at higher pay is constantly expanding the Negro consumer market. 
The Banks family, like 2,000,000 others, regularly reads a Negro newspaper. 


Do you recognize this family? 


b e~ SHOULD. They are real —a living 
part of the American market. Their 
way of life reflects the social and economic 
progress America’s 15,000,000 Negroes 
have made. The Howard P. Banks are one 
of the family units which make today’s 
Negro market worth $15 billion. 


You make them part of your market by 
recognition through advertising in Negro 
newspapers. The Negro responds to your 
invitation to buy — obviously his invita- 
tion because he reads it in his newspaper 
— with a continuing loyalty for your prod- 
uct, for your brand name. 


Consider the extra impact your advertis- 
ing achieves in Negro newspapers. In 
addition to all the cogent arguments in 


ASSOCIATED PUBLISHERS, 


31 West 46th St.,N. Y. 36,N.Y. 
JUdson 2-1177 


favor of local newspaper coverage, these 
facts apply: Negro newspapers (1) com- 
mand attention, (2) get readership, and 
(3) wield influence, as no other media 
can. For their newspapers have been the 
leaders in the Negroes’ struggle for social 
and economic emancipation. To the Negro, 
his local newspaper is a symbol of his prog- 
ress. He reads it regularly, thoroughly; 
believes in it as a faithful friend. 


Many of the complex factors which com- 
mend our API newspapers to you as the 
best media for reaching America’s fastest 
growing market have been compiled in a 
single booklet: QUICK FACTS ABOUT SELL- 
ING THE NEGRO MARKET. Phone, wire, or 
write today for your free copy. Or let us 
tell you the whole story in your office. 


Inc. 


166 W. Washington St., Chicago 2, Ill. 
ANdover 3-6343 


BASIC MEDIA REPRESENTED BY API 


BALTIMORE, AFRO AMERICAN 
BIRMINGHAM, MIRROR 
CHICAGO, DEFENDER 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
DALLAS, EXPRESS 

DETROIT, MICHIGAN CHRONICLE 
HOUSTON, INFORMER 


KANSAS CITY, THE CALL 4ILADELPHIA, 


OS ANGELES, THE EAGLE 
QUISVILLE, DEFENDER 
‘INNEAPOLIS, SPOKESMAN 


[AFRO AMERICAN 
THE TRIBUNE 


RICHMOND, AFRO-AMERICAN 
SAVANNAH, TRIBUNE 

ST. LOUIS, THE ARGUS 

SAN FRANCISCO, SUN REPORTER 
ST. PAUL, RECORDER 

TAMPA, FLORIDA SENTINEL 
WASHINGTON, AFRO-AMERICAN 


{AFRO-AMERICAN 
NATIONAL | CHICAGO DEFENDER 


sEWARK, NEW JERSEY AFRO-AMERICAN 
iEW ORLEANS, LOUISIANA WEEKLY 
JORFOLK, JOURNAL AND GUIDE 


These newspapers serve a total .‘ban population of more than 3,000,000. Circulation is 87% A.B.C. 
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BM. LB. Ce cccccccuses 
M&R Dietetic Labs ..... 


MacGregor Sport Prod. Inc. 


MacMillan Co. 


eee ween ene 


Macy Companies Inc., George 
Maiden Form Brassiere Co. 


Maine Sardine Industry ... 
Manhattan Shirt Co. ...... 
Manhattan Soap Co. ...... 


Manischewitz Co., B. ..... 


Marathon Corp. .......... 
Marge Wine Co. ......... 
Marie Designer Inc. ..... 
Martinson & Co., Joseph .. 
Mathieson Chemical Corp. . 
Matson Navigation Co. 
May Co., George S. ....... 
Maybelline Co. ......... 
Mayer & Co., Oscar ...... 
Maytag Co. 
A, rar 
McCormick & Co., Inc. .... 
McCullough Seed Co., 
CCR nega rb hb ea 
McGraw Electric Co. a 
McGraw-Hill Publishing Co. 
McGuire Travel Co. T. J. 
Melthenny Co. .......... 
McKesson & Robbins Inc. 
McKettrick-Williams Inc. 
McLaughlin & Co., W. F. . 
Medley Distilling Co. Inc. . 
Megs Macaroni Co. ...... 
Memphis Street Railway Co. 
Mengel Co. 
Serre 
Mentholatum Co. ........ 


Merck & Co. Inc. ....... 
Meseck Steamboat Co. .... 
Metropolitan Life Insurance 
WE aire ee absedareaces 
Metropolitan Sunday 
Newspapers Inc. ....... 
Meyer & Bros., Joseph H. 


Michigan Bell Telephone Co. 


Michigan Bulb Co. ....... 
Michigan Consolidated 
Gas Co. 


Mid- y ME HAS, Airlines Inc. 
Mid-Continent Petroleum 


RS ee 


Milani Foods Inc., Louis .. 
Miles Laboratories Inc. ... 
Milk Foundation ........ 
Miller Brewing Co. ...... 
Milner Products Co. ...... 
Milnot Co. 
Milwaukee Gas & Light Co. 
Minneapolis Brewing Co. .. 
Minneapolis-Honeywell 
Regulator Co. ......... 
Minneapolis Star & Tribune 
Minnesota Mining & Mfg. 
DUR ebb baaweverkes t 6s 
Minute Maid Corp. ...... 
Missouri-Kansas-Texas Lines 
Missouri Pacific Lines .... 
Model Brassiere Corp. .... 
Moly Motor Products Corp. 
Monongahela Power Co. ... 
Monsanto Chemical Co. 
Montamower Distributing 
SAS teek ae Ckecksieas se 
Montenier Inc., Jules .... 
Monticello Drug Co. ...... 
Moore-McCormick Lines Inc. 
Morning Milk Co. ....... 
Morrell & Co., John ...... 
Morris Co. (formerly listed 
Nuffield Exports Ltd.) 
Morris & Co., Philip ..... 


Morrow & Cos, William ... 


Morton Mfg. Co. ........ 
Morton Salt Co. ......... 
Motor Products Corp. .... 
Motorola, Inc. 
Mountain States Telephone 

Telegraph Co. ......... 
Mountain Valley Water Co. 
Mrs. Baird's Bakeries Inc. 
Mrs. Tucker's Foods Inc. .. 
Muelier Furnace Co., L. J. 
Murine Co. Inc. ......... 
Musselman Co., C. H. .... 
GRINNING GBs cc ccccsccce 
Mutual Benefit Health & 

Accident Assn. ........ 


Naran Co. 
Narragansett Brewing Co. 
Narragansett Electric Co. .. 
Nash-Finch Co. 
Nash-Kelvinator Corp. 
Nashville Coal Co. 


Nashville Gas & Heating Co. 


National Airlines Inc. .... 


National Biscuit Co. ...... 


National Board of Fire 
Underwriters .......... 
National Breweries Ltd. ... 
National Brewing Co. P 
National Cranberry Assn. .. 
National Dairy Products 


National Distillers Products 


National Homes Corp. .... 
National Lead Co. ....... 
National Nurseries ...... 
National Oats Co. ........ 
National Paper Corn. of 
Pennsylvania .........- 
National Pressure Cooker 
Tin: Senate bswaakscess 
National Selected Products 
BR, ccbedceeservcces 
National Steel Corp. ... 
National Sugar Refining Co. 
National Textile & Chemical 
Laboratory 
National Trailways Bus 
System 
Natural Gas Companies ... 
Natural Rubber Bureau ... 


eeeeeeeeree 


3,806,571 2,807,278 


1952 «1951 1950 1948 
M 
253,162 408,609 556,552 325,771 193,010 
144,143 ——— 178,226 
33,430 
160,212 187,195 71,634 
46,865 54,299 27,353 
248,127 91,377 190,279 123,384 
212,505 132,840 
50,174 62,716 43895 —— —— 
628,637 482,547 789,768 1,164,660 284,954 
34,228 54,520 
247,888 130,739 36,316 48,381 
43,386 
58,441 
. 27,245 54,635 —_—— 
144,395 
31,941 66,261 
37,803 76,303 130,701 73,335 
258,889 150,443 110,754 — 
330,640 264,947 572,529 176,299 
371,353 451,260 320,936 322, 757 390,005 
71,052 92,058 173,097 
191,094 223,339 306,103 234 299 312,533 
35,082 
37,424 
186,807 215,608 153,838 121,246 
26,222 
110,925 85,222 97,439 82,984 44,311 
. 1,523,246 829,909 161,954 135,397 
68,615 74,981 58,476 70,296 
145,882 94,381 117,711 225,003 151,860 
31,359 40,044 74,766 
25,918 
28,258 
107,915 31,991 74,477 
855,388 311,647 293,538 326,301 227,007 
526,346 546,031 466,640 414,898 282,604 
382,148 117,713 36,693 
28,044 27,449 
67,001 92,626 80,584 63,732 
108,720 129,960 116,280 
29,321 35,035 54,172 
172,096 205,040 72,982 92,184 123,356 
190,347 145,282 163,562 47,186 
86,188 70,791 38,760 
75,635 74,862 54,524 39,648 
106,551 142,281 128,231 108,299 99,829 
263,896 233,201 108,074 216,934 30,042 
47,168 
292,578 316,138 430,800 183,605 168,105 
32,344 40,656 69,892 
122,351 194,474 49,028 38,641 
49,466 25,726 — 
141,283 121,227 
42,947 — 
S146 ———~ 76108 33,893 
37,580 60,722 
30,095 — 
202,862 187,019 89,229 87,214 
66,805 288,669 586,604 
52,528 42,494 40,703 51,839 
58,435 55,880 60,096 57,589 
30,234 
44,676 
38,001 32,145 27,972 —— 
164,927 
61,519 48,949 
94,026 165,579 164,887 
102,032 95,504 128,325 143,928 129,270 
133,519 147,067 161,235 45,864 
36,514 38,865 38,762 26899 ——— 
82,869 — 
31,029 35,080 


3,571,013 4,069,170 2,491,134 


44,042 101,164 51,194 50,699 
85,584 170,525 
247,998 316,347 221,558 108,813 167,844 
131,291 83,918 
1,059,757 512,689 2,046,758 547,945 430,914 
46,329 45,672 37,075 706 
141,905 148,228 159,816 163,787 176,137 
133,669 146,928 101,018 , 
133,124 96,797 93,283 79,106 536,603 
48,619 27,873 41,059 ’ 
62,830 62,934 52,468 88,464 101,187 
54,836 31,378 
396,730 469,068 314,529 372,516 293,631 
658,515 59,553 88,420 52,969 
33,072 
183,155 
35,694 37,852 26138 —— 
35,012 73,481 90,431 56,099 ——— 
. 1,919,984 1,995,095 2,210,038 2,292,452 844,340 
87,350 43,723 
27,940 25,893 
783,970 692,371 550,967 363,657 116,480 
944,271 1,018,444 1,426,120 793,837 669,316 
116,132 84,456 62,298 53,310 
70,733 88,618 92,662 
113,506 87,943 82,874 109.002 56,551 
129,563 158,939 118,527 106,870 102,300 
2,648,329 3,242,574 3,021,091 1,785,675 1,908,673 
4,610,218 6,290,430 4,103,204 3,941,493 3,270,153 
128,542 80,536 55,445 
194,331 50,949 
72,546 
54,442 52,373 56,732 26,418 
54,952 181,180 64,810 
54,704 25,584 325,429 
66,815 38,941 52,084 
77,866 131,625 48,886 — 
54,471 ,466 237,049 106,887 
80,793 39,899 47,674 27,311 
70,252 64,820 54,103 48,455 
3912 —— 32,821 
106,482 42,686 196,969 — 


1952 1951 1950 1949 1948 
Naumkeag Steam Cotton Co. 27,810 31,320 
i a rere 27,154 89,866 110,721 71,724 56,508 
Nelson & Sons, Thomas ... 65,866 
Nepera Chemical Co. 114,715 520,495 1,373,466 —_— 
fare 64,050 77,446 
Nestle Co. ('52 Figures include 

Nestie’s Chocolate Co.) . 1,484,158 #85,628 621,415 348,580 766,688 
Neuhoff Packing Co. 27,737 25,989 
New England Fish Co. 27,436 
New England Telephone & 

Ser 104,528 156,921 168,711 98,037 141,168 
Newhouse Industries ...... 56,251 
New Jersey Bell Tele- 

wb bak ado 4 6 141,833 134,759 112,841 92,361 84,381 
New Jersey Turnpike 

DE ‘Setanpakeose 30,398 
Newman & Sons Inc., I. .. 101,711 68,202 25,857 
New Orleans Public Service 

SE rer ree 54,388 61,898 74,406 85,647 76,839 
New York Central System .. 383,773 351,206 478,725 287,731 281.859 
New York Herald Tribune . 88,898 30,845 41,459 
New York, New Haven & 

Hartford Railroad Co. .. 80,863 86,539 65,694 154521 114,557 
 &. 2. 2 88,363 74,068 62,827 56,002 ——— 
New York Post ......... 30,417 
New York Telephone Co. .. 407,855 393,871 286,274 299,437 217,769 
New York Times ......... 82,785 123,017 138,489 86,787 54,025 
New York World Telegram 

3 Ara 37,235 180,957 —— ——— 
Niagara Mohawk Power Corp. 123,417 49,575 
Nicolay-Dancey Inc. ...... 34,472 52,116 73,205 38,279 
a See 48,467 
of ARRAS Sr 155.717 45.844 106,637 76.706 61,690 
Niresk Industries ........ 41,523 33,115 
Noblitt-Sparks Industries 

RR ae 268,579 101.340 60,024 60,068 53,778 
Noma Electric Corp. ... 67,188 151.485 119,848 76,768 —— 
Norfolk & Western Railway 117,069 132,588 96,863 59,584 94,046 
. Se eee 43,276 49,102 71,256 63,153 102,031 
North American Accident 

Insurance Co. of Chicago 104,620 94,215 86,726 80,492 107,428 
North American Airlines 

RA Ae 229,732 268,818 
North American Aviation Inc. 65,103 44,295 
North American Phillips Co. 83,501 
Northam Warren Corp. .... 164,695 185,202 314,721 65,188 
Northeast Airlines Inc. 94,260 125,071 48,300 44,924 35,037 
Northern California 

Pharmaceutical Assn. 40,252 
Northern Indiana Public 

SS eee 56,349 53,431 46,843 54,280 44,151 
Northern Pacific Railway Co. 125,511 76,399 76,371 88,839 66,285 
Northern Paper Mills ..... 205,074 136,863 129,848 90,086 93,469 
Northern States Power Co. 84,525 104,950 60,954 43,478 
Northrup, King & Co. 44,583 
Northwest Airlines Inc. ... 338,508 324874 464,439 655,615 334,590 
Northwestern Bell Telephone 

i a vicapiwiines 64:4 ¢ 164,219 150.007 157,291 112,730 76,101 
Norton & Co., W. W. .... 36,606 55,042 56,569 76,813 40,088 
Norwegian Canning Industry 119,401 
Norwich Pharmacal Co. 978,210 699,900 391,519 31,297 28.518 
el AP rere 31,185 25,523 
Noxzema Chemical Co. . 1,040,412 752.815 559,534 500,737 286,386 

©) 
Oak Farms Dairy ........ 34,434 
Oakite Products Inc. ..... 53,307 177.278 185,920 193,550 219,695 
Ocean Highway Assn. ..... 27,300 
Oertel Brewing Co. ...... 119,906 75,295 110.941 53,035 
Ohio Bell Telephone Co. .. 187,487 159.687 108,200 90,628 138,178 
Ohio Edison Co. ........ 52,431 35,613 47,106 26,216 
Ohio Fuel Gas Co. ....... 27,051 26,322 
NE MES b.cb-nse cc su ve 275,357 326,110 304,636 220.837 151,636 
O-dib-Wa Co. ........65. 27,155 37,232 
Old Reading Brewery Inc. . 60,317 28.862 
Serer re 25,271 30,910 
Olive Advisory Board of 

ES 65,570 
Olive Tablet Co. ......... 194,954 132.139 163,716 148,346 178,561 
Olympia Brewing Co. .... 115,450 124,720 69,954 55,081 32,098 
Olympic Radio & Television 

Cakes BEES 04 E5208 6 36,067 29,694 26.566 ——— 
St: MN: 4 kececs¥vesac 104,045 63,900 77,261 129,791 117,253 
Ortiieb Brewing Co., 

MRINS: wha bene s tase 56,539 61,608 36,536 
.. S&S Serer ree 62,635 78,020 75,401 94,232 76,849 
Outdoor Tips by Joe Denny 67,275 68,476 
NSP errr ere 25,355 25,287 
Owen Nursery .......... 954,329 550.126 317,798 148,091 85,250 
Oxford University Press, 
eer r re 56.290 122.871 52,996 79,984 59,213 

» 
Pabst Seles Co. ........ 181,157 199,512 130,696 293,826 243,240 
Pacific Coast Paper Mills 

of Washington Inc. .... 97,669 119,325 57,527 42,530 34,332 
Pacific Gas & Electric Co. 183,028 117,321 134,887 88,066 116,658 
Pacific Tel. & Tel. Co. ... 626,217 627.241 447,259 427,475 374,368 
Packard-Bell Co. ....... 337,068 209,112 133,278 
Packard Motor Car Co. .. 2,800,214 2,424,616 1,428,025 2.317.814 1,446,463 
CC MG, Wad denceees 975,852 980,239 507,901 253,238 50,133 
a, a. See 26,748 29,324 
arr 266,366 260,110 50.560 109.116 116,688 
Pan American Coffee Bureau 354,200 380.685 383,003 35,399 
Pan American World Airways 892,298 972,783 982,443 674,301 474,839 
ee CE I Weevcncee 37,318 
Parafined Carton Research 

PIG téecabess sae 43,318 
Paramount Pictures Corp. 88.181 65,723 
, 2 eer 48,589 34,533 
 - ®, , Serre 1,408,053 1,471,757 1,099,593 1,024,889 945,915 
Parke Davis & Co. ..:... 108,145 
.. 2, Sree 303,817 620.684 421,482 547,167 310,731 
Paton Co., John G. ....... 35,713 
Patterson Enterprises ..... 56,414 ; 
Patterson-Sargent Co. 175.528 179.160 185,454 179,709 157,226 
Paul Inc., Peter ........ 324,081 235,330 40,607 
Paxton & Gallagher Co. 84,886 112.787 169.096 160,351 78,980 
Penick & Ford Ltd. ..... 218,638 136.274 208,667 234,393 196,415 
Peninsular & Occidental 
St ere 31,726 
Pennsylvania Power & 

SE behave siccene 110,996 92,506 66,347 52.069 ——— 
Pennsylvania Railroad 385.006 343.116 206,380 229,510 306,000 
Penny Baker's Kitchen .... 37,400 
Peoples Gas, Light & 

See, Ts. 8 eRRedeeeses 65.952 154,621 97,710 70,697 52.216 
Pepsi-Cola Ce. .....000. 621,962 319,960 1,471,228 1,059,708 434,672 
Perfex Mfg. Co. ........ 70,262 43,624 $3,598 
Perkins Products Co. 84,610 86.610 124,410 86,847 68,002 
Pet WR Ge. cccccccess 174,925 157,739 245,202 433,094 58,450 
_ EN 76,438 73,897 
Peter Pan Foundations Inc. 42,085 
Peterson Baking Co. ...... 60,992 45,469 70,075 70,942 
Peterson Ointment Co. 75.755 75,215 72,534 78,651 74,441 
Petri Wine Co. ......... 94,658 56,170 25,076 33,477 30,837 
Pfizer & Co., Charles .... 95,110 
Pharmaco Inc. ........-+- 126,762 147.272 210,395 348,404 90,854 


| Philco Corp. 


Philadelphia Electric Co. 
Philadelphia Gas Works Co. 
Philadelphia Inquirer 
Philadelphia Transportation 
., cecadawdsndss sas 


Phillips Packing Co. ...... 


Advertising Age, June 29, 1953 


1952 1951 

154,195 168,592 
37,021 97,982 
61,379 84,175 


49,161 51,006 


— 30,163 


64,687 
ae 3,318,021 2,373,382 = 3,132,492 
120,92 189 


. et 


87,480 204,313 


Phillips Petroleum Co. . 1 sal see 790,710 704,320 656,199 625,665 
Piedmont Airlines ....... 43,755 53,216 49,642 30,156 
Pe ree 269,014 633,860 301,285 287,353 255,373 
Pierce’s Proprietaries Inc. 50,251 89,356 , 76,947 
Pillsbury Mills Inc. ..... 980.906 1,967,648 2,884,770 2,067,469 
Pineapple Growers Assn. of 

Serer 189,598 

SR eee 31,732 89,961 
Pinkham Medicine Co., 

SR ee 433,482 425,695 —_—_— 
Pio Inc., Bartolomeo .... 32,793 56,077 
Pioneer Airlines Inc. rw 83,888 49,983 53,716 
Pioneer Gen-e Motor Corp. 31,346 
Pioneer Scientific Corp. . 70,179 53,141 
Piper Baking Co. ........ 77,002 60,353 111,923 
Pittsburgh Brewing Co. .. 36,288 49,911 26,714 
Pittsburgh Plate Glass Co. . 232,245 136,347 —_—_— 
Planters Nut & Chocolate Co. 88, 50,816 206,197 
SOE, GF ecisecesse 44,220 
SE: SU eed cers aces 806,617 915,167 489,113 
Ponds Extract Co. 

NE MS a basccesds 528,072 682,350 _— 
Popular Publications ..... 28,765 _— 
Portland Cement Assn. .. 94,861 30,928 33,527 
Potter Drug & Chemical Co. 153,077 193,780 237,408 
Prentice-Hall Inc. ....... 89,752 53,537 43,467 
Prescott Co., J. L. ...... 55,669 51,080 39,066 
Presto Food Products .... 40,274 
Procter & Gamble Co. .... 7,973,507 14,179,190 9,800,614 8,535,325 8,373,006 
Progressive Farmer ...... 37,548 
Prudential Insurance Co. 

a 1,197,707 596,585 100,642 
Public Service Co. of Colorado 61,378 52,206 28,587 
Public Service Co. of 

cel _., Sn eee 184,686 213,522 154,952 
Public Service Interstate 
Transportation Co. ...... 30,440 
Publicker Industries Inc. . 1,403,435 2,608,526 1,316,294 
Puerto Rico Industrial 
Development Co. ........ 41,823 — 

Ore Oe GR. ccdccsscceas 335,982 312,369 27,014 
a. Serr 55,907 

oe ee ee 228,636 842,216 470,603 
Purity Bakeries Corp. 137,528 28,763 34,442 
Putnam's Sons, G. P. ..... 35,371 89,147 37,878 
Pyramid Life Insurance Co. . 25,032 

Q 

2 eee eee 46,524 

Quaker City Bus Co. ...... 26,742 

Quaker City Chocolate .... 

& Confectionery Co. .... 68,202 63,961 
Quaker Oats, Co. ....... 2,614,988 2,599,048 1,293,873 
Quality Dairy Co. ....... 40,959 57,431 
Quality Importers Inc. 97,928 324,790 
Be GR, Bs  ascences 60,015 40,212 —_—— 

R 
Radio Corp. of America ... 1,748,712 2,796,753 1,293,873 
Radio-Keith-Orpheum Corp. 227,689 443,146 459,648 
Railroad Inter-Regional 

Advertising Committee 119,032 410,460 90,318 
Railway Express Agency .. 30,161 56,902 
Rainier Brewing Co. ...... 77,176 121,408 63,821 
Ralston Purina Co. ...... 370,052 1,450,133 365,867 
Random House Inc. ...... 140,635 189,145 92,981 
Rath Packing Co. ........ 181,416 133,348 139,734 
Rayco Mfg. Co. ......... 434,379 176,857 
Raytheon Mfg. Co. ....... 206,858 162,841 
Reader's Digest Assn. .... 309,130 275,303 187,236 
Real Gold Citrus Products . 169,499 — 
PE DR siewssscccss . 150,365 233,489 214,099 
Recipe Foods Inc. ....... 40,220 57,866 
Recerd Wits ERG. ...cecce 28.951 
Red Top Brewing Co. 118,010 262,976 143,187 
Reddi-Wip Inc. .......... 328,136 135,484 _—— 
Redman Trailer Co. ...... 80,198 61,209 
Regal Amber Brewing Co. . 41,454 
Regensburg & Sons, E. 66,469 $3,800 75,383 
Regnery Co., Henry ...... 35,643 35,654 
Relaxnciagny TAS. ..ccces. 28,795 
Remington Rand Inc. 106,906 108,012 
Renfield Importers Ltd. 752,946 752,695 274,349 
eer rere r 155,484 148,287 81,953 
Reo Motors Inc. ........ 73,724 55,451 
Republic Aviation Corp. ... 129,756 135,563 
Republic Steel Corp. ..... 99,172 114,958 64,944 
Reserve Life Insurance Co. . 32,707 
Resinol Chemical Co. 154,347 153,519 114,617 
Resort Airlines ......... 92,408 
frre 28,637 
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S. & W. Fine Foods Inc. . 51,713 61,055 190,884 
Sabena Belgian Airlines .. 66,325 39,149 a 
St. Louis-San Francisco 
Railway Co. .....eeeee 32,165 ——— 28,996 38,386 
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This may give you some idea of the trouble a U. S. reporter runs into 
trying to cover the news of China with more regard for fact than fiction. 
Henry R. Lieberman, China correspondent for The New York Times, 
is known in Chinese as Li Po-wen. “Li,” he explains, “is an old Chinese 
family name. Po-wen means ‘universal knowledge.’ I got tagged with it 
in Chungking by some Chinese who owed me money.” 


But flattery, especially supreme Oriental style, is one of the easiest traps 
an honest reporter like Lieberman learns to avoid. The bamboo curtain 
behind which Red China hides swings rather loosely in Hong Kong. 
Lieberman’s toughest job is digging the truth out of the tons of Com- 
munist propaganda that sweep in under it. 


Lieberman has worked assiduously these past ten years to become an 
old China hand. For eight of those years, since 1945, he has covered 
China for The New York Times. Before then he had several years as 
chief news editor of the China branch of OWI. Before this wartime 
service, he had spent three years as a reporter for The New York Times, 
two years covering radio, sports, labor, and Washington for PM. He 
came to The Times right after getting out of Columbia in 1937. 


“I’ve traveled through most of China except Far Tibet,” he reports, “by 
virtually every conceivable type of conveyance, including goatskin raft 
on the Yellow River in Northwest China. My back still aches from a tall 
wooden Chinghai saddle used on a 50-mile trip into the T’ienshan 
(Heavenly Mountain) in Sinkiang to interview Osman (The Hero) 


Photographed in Hong Kong for The New York Times 


What’s behind the bamboo curtain? 


Bator, a Kazakh chieftain who had declared war on the Soviet Union 
and who was later caught and executed by the Chinese Communists as 
a counter-revolutionary.” 


Lieberman had more than one brush with the Communists in the years 
he covered the fighting in China. He has been surrounded by them, 
interned by them, even entertained by them. Always he keeps a sharp 
eye on them. He alternates now between interminable reading of in- 
numerable newspapers, reports, documents, seeking to add up what 
Communist mumbojumbo means in fact —and traveling to see for him- 
self whatever is to be seen. 

Strategically spotted and always on the move over the world for The 
New York Times are many curious and restless reporters like Hank 
Lieberman. They form an unmatched team. They pool their knowledge 
and their talents with those of the other news specialists on The Times 
staff to produce each day a newspaper that is alert and vigorous, alive 
and interesting, different from any other. The Times has the biggest 
staff. It gives readers the most news. 


And when readers get more out of a newspaper, so do advertisers. Ask 
us ‘« tell you the whole story. 


The New Pork Gimes 
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1952 1951 1950 1949 1948 ; 1952 1951 1950 1949 1948 1952 195) 
St. Paul Foundry & Mfy.Co. 25,477 | Standard Oi! Co. in United States Industrial 
aan 39,477 463,111 567,375 430,134 410,873  — Kentucky ............ 82,941 36,555 83,167 29,428 ——— Chemicals Inc. ........ 79,848 ——— ——— 116,650 118,760 
Salerno Megowan Biscuit Co. 41,769 33,536 47,414 36,668 ——— Standard Oil Co. (New Jer- United States Lines Co. .. 98,070 135,473 78,209 79,008 57.091 
Sales Builders Inc. ...... 643,306 314,151 187,820 96,224 St Maxiesshenanee re 1,372,527 1,273,419 1,270,023 1,030,323 1,423,404 | United States News & 
San Antonio Brewing Assn. 81,995 61,217 68,290 64,814 57,226 | Standard Oil Co. (Ohio) .. 419.458 453,333 424,485 348,234 240,633 | World Report ........ 141,529 132,659 ——_ 47,159 
San Francisco Brewing Corp. 113.370 62.053 74.012 39096 —-—— | Standard Steel Spring Co. 133,751 577,312 United States Rubber Co. 960,988 1,011,749 1,293,889 391,690 297.680 
Santa Fe Vintage Co. .... 31,807 26.013 Stark, Wetzel & Co. 50,250 44,342 30,955 United States Shoe Corp. . 152,716 105,235 128.189 95873 88015 
Savannah Sugar Refining Srp 45,940 103,719 111,560 117,389 114,141 | United States Steel Corp. 188.186 218.541 220,666 9011679 344,469 
ipa 42,215 34,921 31,244 35,123 32,091 Steamaier Brewing Co. ... 179,702 97,406 37,367 84,796 67,439 | United States Tobacco Co. 166.400 38323 54’032 259,539 
Scandi . Reghane Gros. .......... 25,168 United Wallpaper Inc. ... 74,777 122773 58204 , 
a. _ a8 Parte 132,216 90,652 45,585 45,631 79,043 | Sterling Brewers Inc. 204,881 197,393 135,472 110,442 111,232 | Universal Pictures Co. .... 108783 28714 28.499 psi nae 
Gdasher Granies 60 Sterling Drug Inc. ....... 2,919,483 2,386,191 1,994,246 3,085,305 2,307,495 | Utica Mutual Insurance Co.  29°530 
UE crest xdeness 911,757 647,954 517,637 482,294 458,102 | Sterling Insurance Co. .... 28.819 92,551 
191 164.514 233.377 229,695 | Stewart & Ashby Coffee Co. 28,749 
Schenlay Induotries i... 6.354.058 6.598.623 $,967:184 6,229,403 4,592,788 | Stitzel-Weller Distillery 521,170 540,851 418,773 346,998 300,003 Vv 
Scher & Associates ...... 126,287 Stokely-Van Camp Inc. ... 177,693 130,052 445,766 105,488 193,275 | y.m | ETT Ae a Baal 28,622 28,480 
ee, 143,403 72,060 ——— ——— | Storz Brewing Co. ....... 52,558 62,792 79,387 38,993 27,174 | van Camp Sea Food Co. . 450,756 434,183 728,923 553,358 309.727 
Schieffelin & Co. ....... 59,354 66,086 90,322 96,651 ——— | Strauss & Co., Levi ...... 107,753 100,299 64,046 44,558 ——— | Vanderbilt Better Tours .. 32601 26tee ; 
Schlitz Brewing Co., Joseph 586,811 139,477 158,832 59, —— | Stroh Brewery Co. ...... 255,005 140,838 103,645 149,676 99,563 | Vick Chemical Co... GIs GAGS GUAT Gels talus 
Schmidt Baking Ce. ..... 41,452 Stromberg-Carlson Co. .... 55,338 208,271 561,931 385,807 259,592 | Victory Packing Co... aa 
Schmidt Brewing Co., Jacob 26,924 110,760 —— 43,174 | Studebaker Corp. ........ 1,904,828 2,423,476 2,660,131 2,549,565 828,994 | Viking Press Inc. ec7rs is%607 GTM Saaz Gases 
: Schmidt & Sons Inc., C. ... 202,389 209,554 234,349 177,423 an oo agg Co. . oeaan “a in Gan iin Virginia Electric & Power ’ ’ 
Scholl Mfg. Co. ....... r . J 156 171,717 149, ullivan Inc., R. G. ..... ‘ ’ ’ , ’ ME Bi ivs dads kts se t 
ati tadt Ge —— ——— mae ——| ono G&............ 816,294 883,925 610,102 698,651 633,905 | Visking Gorn. mis tne SS = ae fo 
Scott Paper Co. ......... ,683 706,533 765,452 292,564 99,367 | Sunbeam Baking Co. ..... 174,391 138,363 121,010 60,617 70,500 | Vita Food Products Ine... 61220 38'eee ee'ane 5 
Scott Peterson Sausaye Co. 35,762 Sunbeam Corp. EE 141,956 224,254 148,314 71,149 53,081 | Vogarelli Products Co, |. $2'450 —_ — 
Scranton Lace Co. ....... 32,317 unny Hill Nurseries ...... ’ 
Scribner's Sons, Charles ... 65,181 168,272 126,778 107,809 112,762 | Sunset Publishing Co. .... 25,157 
Ms hsb 2da555,6 72,722 163,305 161,879 250,739 26,869 | Sunshine Biscuit Corp. .. 706,373 793,319 765,503 646,308 495,855 Ww 
--. 51,469 5,298 122,632 56,236 69,986 | Sunware Products Inc. ... ' Wabash Railroad ........ 61,933 ' 
Scull Co. William 'S..... 32,995 57,849 69.596 186.295 137.099 | Suppiger Co. GS... 31,739 Mie | Wie te... 40076 sacen OSS = SB.90S 63.455 
Seaboard Air Line Railroad 114,772 116,255 93,222 80,489 90,865 | Supreme Wine Co., ...... 47,614 Waldes Keblacer Ine. : 
Seabrook Farms Co. ..... 124,505 160,973 164,763 269,344 ——— | Sure-Fit Products Co. 22.750 Walker-Gooderham & Worts 
dosececcese ; ) BQ —— ——— | Swank Inc. ............- ’ .... Mere ,681, 
od hE ia an au Swanson & Sons, C. A. ... 187.469 394,974 372,685 66.063 | Walkers Austex Chili Go. deseae —— sa aap 1.42.92 991.263 
Seat Cover Charlie ...... 42,336 <9 2 Saeeny 2,703,671 1,741,897 2,730,084 3,397,211 2,091,574 | Wall Street Journal... S576 2clost ames ares te 
Seeck & Kade Inc. ...... 195,265 225,028 210,818 223,173 167,922 | Swisher & Sons Inc., John H. 40,712 99,431 49,036 ——— ———| Wander Co... 444,219 152,763 329,639 382,148 284.170 
Seeman Bros. Ine. ....... 93,165 142,945 205,489 170,504 109,021 | Swiss Air Transport Co. ... 50,100 42,782 Wanzer & Sons, Sidney .. 27,404 45,397 46,165 43,994 28'233 
DE . Seideocsredes 117,239 445,298 415,231 aye ory oe Switzerland Cheese Assn. on 908 $2,121 Waples-Platter IP 25,586 29,744 0 
Servel y weeteovoccecs 131,345 557,287 430,212 203,51 ' BME, cccccsvccccccecce ’ ' Ward Baking Co. ........ 318,056 131. t 
Teepe Ocoee. 1,088,131 938,443 957,421 633,706 322,545 | Sykes Service ..........- 149,169 55,974 42,821 ——— 25,189 | Ward Green Co a oe Maes 1is2 lio.1se 
GE DR pisvidsccccee 61,589 118,452 133,197 107,773 321,360 Sylvan Seal Milk Inc. .... 63,314 64,793 42,362 © 29,801 36,833 | Warner-Mudnut Inc. 254 25.22 _ — 
Sheaffer Pen Co., W. A. .. 519,704 410,534 383,616 607,476 , Sylvania Electric Products Warner Bros. Co. ....... 42.897 25,432 
wmttnwm, i a 116 se On ae) -. .............. 1,104,850 1,275,654 265,061 132,254 ——— | Washington State Apple ©4406 144,757 
og YY Marre 583,688 882,786 1,318,971 1,041,056 349,018 . i Astertsing Commission 93,370 112,611 172,898 190,433 239,280 
Sherwin-Williams Co. 569,605 633,283 504, 1 ashington ‘State Dairy 
Shulton Ine. ccc.Jcc.ls. 338088 186,908 T6R9N6 217,985 14a9a6 | Tobin Pieler & Co. ...... 31.187 weiaion ics OMG 28800 
Bros. Inc. ..... 48,190 32,497 Magia ta. ; Commission ........... 62,341 30,898 
Siegler € nel Range Co. . 159.734 74.434 103,051 58,215 35,944 | Tam O'Shanter Inc. ..... 36,306 Washington Water Pouer 
a 559 179.787 180882 172075 57.979 | Tampax Inc. ........... 274,956 180,442 170,211 139,522 133,726 ue 
ll i isD 98s 56526 95350 25175 | Tasty Oehing Co. ........ 34,399 40,799 56100 86,074 46,163 | OR irre ait 25.189 
omy eit Mfg. Cs. . F 66.816 133,797 64,457 41,772 26,053 | Tea Assn. of U. S. A. Inc. ;, 149,266 254,846 262,109 “a wee wan 
A » + y , ¢ , i hni " hemica ‘i 6n6Obedsadensaes ce ° i 
an 6 Stet tes... Meee See Se lee eter TAWorts Ines esses $8,346 36,851 58,203 Waterman Co., L. E. .... 48,965 60,525 118,917 101,072 66,926 
Simoniz Co. ........++++ 947,211 754,128 329, 5 any ® MRL Bro niga AP nd liga laa 737 Sala eee ee 
nor g othe haa ee Beane. “Snare Te ize | Terre Haute Brewing Co... 101.629 311,714 223,662 173,650 67,600 | Webster Tobacco Co... 67,911 ——— 46,014 105,832 52,126 
Siroil Labs. Inc. ........ 98,645 94,055 93,175 79,598 75,126 105.597 169,743 182.214 152.258 | Weekly Publications Inc. .. 226,500 295,671 102,879 202.627 1611140 
Fettey Teh Ge. cccccses. 46,660 . ; A 
Skelly Oil Co. ......+..+. a eS Weil-Mclain Co. ........ 51,229 
od 53734 51,689 62,725 WHET knsxcnntdecsss 66,642 48,396 54,861 57.172 36,691 | eine mg ee nae | aes 
ee id Ia 57.275 GA1S7 44,627 41,628 44,852 | Texas Electric Service Co. . 55,421 42,048 42,385 36,205 30,200 | Wellington bosses =. 32 = 
nh eee! on ae. Texas & Pacific Railway ... 52,896 60,132 29,906 57,989 40,937 | Welsh Co. .......-... 29, 633 —— 30,195 
yp cchnerypectenornallaaay ' Sa 50153 | _ Sales Co 1,070,398 1,354,863 1,308,017 1,117,876 533,515 
Sma usiness Economics ee a. ; i Me eect eee eeees ,070, 354, ,308, 117, . 
Poumdatieh ..ccccseses 69,519 229,701 This Week Magazine ..... 52.782 a sal — ~ 105,277 129,038 128,709 104,827 98,401 
Smith Inc., Alexander .... 201,335 171,838 <= -200,626 | Tismes Ine, $. 8. «...-- 223,701 165,398 110,910 100,011 41,459 | Western Beet Sugar Producers 
Smith Corp., A. 0. ...... See iE, 4gctuce ‘anaes seman | WHF GUD. «..0.50,0000 178,815 202,037 218,544 312,816 813,694 | Ine... acces 0958 241,484 448,725 ——_  __ 
Smith Bros. ........-.- 537,371 285,523 114,101 60,238 138,7 ‘estes & Gsinss alae’ Western Pacific Railroad . 132 42,642 ——— —_50,677 
Smith Bros. Mfg. Co. ees 39, 34,075 Hospital ........+++-- nas ae nue uaa snare Tangesh 0, ......... 20608 saste 
Ks eevee: 147399 179355 72.970 Taz —— a, se 1573208 780,617 1,360,668 1,073,236 706,169 | Westuate-Sun Harbor Co. . 191,349 165,366 104,002 ——— ——_ 
ith "Klin & French Labs. 74,474 57,797 4859 —— - gE aah ote c 218,444 190,851 191,916 102,549 156,227 Westinghouse Electric Corp. 1,393,037 1,920,632 2,407,941 2,499,786 2,713,101 
Show ‘Canning Co, F. H. 56,667 43,806 Timken Roller Bearing Co. 159,470 132.020 58861 129823 64753 | Weston Ltd., George 96,065 81,347 | 48.799 poms a 
Vacuum Oi! Co. .... 1,064,017 1,272,041 1,104,982 1,143,303 640,787 — oo 35.864 84.656 118'828 ; Wheeling Steel Corp. ..... 235,659 166,176 137,489 114802 W— 
Socony Vacuw . - Sree y White Se Bann REN ry 
Soule Steel Co. ......+- - 30,361 Tobin Packing Co. ....... 91,463 75,058 69,351 57,760 $0,251 White Sewing Machine Corp. 40,525 65,600 40,531 46,737 ——— 
South African Rock Lobster 28959 am | eet Edison Co. .....-- a ie po 41.021 | Wiedemann Brewing Co., 
en 904940 eset 55,627 33,523 25,787 , — ~, sbntecvaens yon -— ' ’ kee alae 336,360 162,691 137,098 158,182 
South Carolina Electric osan Drug Co. ........- ' ’ : ' , 4 ——e 
eS ere 27,698 30,176 Trailer Coach Mfrs. Assn. . 111,845 42,848 hoy ng Co. pend 
156,374 138,769 ilbur-Ellis Co. ........ 49,125 33,011 “ane 
| ye Sa a — en —hl. om Wildroot Co. .-......... 576,006 805,139 386.247 621,491 166696 
Southern Bell Telephone & errr e rr Tree . ’ Willems Co, 38. ...... 202.435 42.982 172164 29239 70639 
bag i eT en ee tens. enras | ramen Ale Lines . a a 91 | Willys-Overland Motors Inc. 1,562,201 738,516 506.393 497.271 792796 
Southern California Gas Co. 153,118 130,218 113,768 67,212 60,723 | Trans-World Airlines ..... 616,618 556,996 780,240 671,964 471,191 i 
137,030 73,109 56848 ——— Tree Sweet Products Co 27,929 42,278 43,644 35,606 | Wilson & Co. ........... 349,992 547,966 584,304 630,517 808,060 
i tan. Ck lS 6 oe | Fe tl 26,689 59,267 25,814 eal yg —— 48 
rn La é y . b seeeceseeeee ilson Line Ine. ....... - 62,702 52,470 53,040 46,614 60,480 
Southern Indiana Gas Tru Balance Corsets Inc. .. 26,689 Wilson Sporting Goods Co. 34,463 35,274 25,098 103,527 
& Electric Co. ....... 39,380 Twentieth Century-Fox Film 38,930 130,044 133,480 95,243 —— | Wine Advisory Board ..... 390 306,651 327,723 383,028 235,346 
Southern ae Geatens 51.114 52,479 49,134 28,480 27,962 Corp. wes eveeeeeseees . , 7 ; Wine Corp. of America... 39,385 30,401 $9,778 =e 
Southern Pacific Go. ... 528368 339,085 334.737 308,184 291,674 U Wine Growers Guild: -.... 39,618 56,185 125,447 43,124 
— se ates a ee cee ae a ds 82,069 | 56832 93,369 118,836 160.169 | Wisconsin Electric Power : 
ch gg se ohn ’ j ‘ 417,517 1,066, 1747 493,652 {ge 89,960 95,663 63,657 28,531 ——— 
—— 25,645 Unicorn Press Inc. ...... 644,278 1,417,517 1,066,058 847 Co 2 y 5 
Socieatom tat _— a a Union Carbide & Carbon 1,197,436 1,299,396 920286 902,100 boar wee ~ ‘is aun aun = = 
A 192, POO Tree ee ,197, ,259, ; . se 0., am H. .. Y f ’ 
= Sh eee — ee a iat. ....... 152,166 141,512 112,301 85,468 88,625 | Wise Potato Chip Co. .... 112,089 89.433 105,364 99722 ——— 
ne ynepdunedirormnen 39,757 36,509 36,626 45,832 28,910 | Union Library Assn. ..... 25,765 eee 44,176 
A Ee “A'G. 25.094 92.822 101.744 64,727 130,679 | Union Oil Co. of California 270,682 236,186 318,504 400,647 167,549 | Wonder Rice Mills Inc. ... 93,836 
ywowey AR oo ae athe 41.729 : : : 68,796 Union Pacific Railrcad .... 549,688 544,885 528,657 349,513 554,999 World Publishing Co. ree 68,232 58,653 65,922 
— receel esti ' Union Pharmaceutical Co. . a 153,686 566,321 559,705 107,205 wiey &. ow i 10.00 1.967.667 1,263,796 1,623,568 289,611 
i whe @en 79, risley Co., Me Th cee ‘ ‘ , ' 37,446 
eideue ag POG sa 54.320 AWW —_—— C42 United ‘Aircraft Corp. fee 115,753 67,022 284,115 | Wyler & Co. .........-. 51,779 79,376 49,985 38.741 30,585 
— > +: Si Gees ane 26,801 | United Airlines Inc. ..... 611,599 498,986 511,786 588,254 614,049 | Wynn Oil Co. ........... 38,354 51,291 0208 au 
seart ow oe 87,559 85,463 60,686 40,886 ——— | United Artists Corp... 87,274 : 
'' eee ee eeeererree ’ , it d Biscuit Co. 
Samal Co AE, 1. 1NA916 122,028 5,616 me? Smee | Rew ass.-:->.0->- 382,675 351,944 296,487 209,089 153,996 
a cities | es 4 United Distillers of America Yardley of London Inc. .. 168,631 286,747 93,447 ——— —W 
Milling C 61,676 78,719 54,888 46,000 7,875 
tee he... 4,312,040 4,771,917 4,527,375 2,717,617 1,919,547 | Ine... 2... eee ev eee 155,326 64,854 ne. t 162593 174201 238.444 302,972 156.739 
ee United Fruit Co. ........ 111,995 142,704 126,060 186,081 154,892 | Youngstown Kitchens-Mullins 
— 33,761 United Fuel Gas Co. .... 39,352 32,875 SS ere 187,201 541,025 424,842 375,211 
Se ee a as : i L eeeeeees 82,178 78,732 68,631 126,076 -———— | Youtheraft Creations Inc. . 60,850 59,694 
ruit & Steamshi United Gas Corp. .. 
— F coment 27999 25,284 United Jewish Appeal .... 180,544 121,127 105,701 285,667 142,482 
Chen aco: “lat pill ; ’ United States Brewers 
Standard Milling Co. ..... 126,608 «SECT NOL 7SS ED08G mmm | Foundation .....00000: 27,686 ——— 68,365 124,454 104,84) Z 
Standard Oil Co. of United States Brewing Co. 101,171 Zenith Radio Corp. ....... 734,640 1,030,835 792,991 558,868 662,260 
California ..cscccccess 777,638 761,878 723,946 871,553 184,483 | United States Government 384,614 1,238,418 885,533 ——— ——— / Zippo Mfg, Co. ......... 42,872 
Standard Oil Co. (Indiana) 1,074,286 905,787 882,898 609,002 500,698 | United States Gypsum Co. . 64,687 58,096 Zonite Products Corp. .... 59,090 117,903 245,109 247,710 213,671 
said. Form Smith & Hollyday of the Maritime Farmer, Saint; Western Names Stubbs A.E. 
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Family Style Good 
Luck Margarine to 


Bow in Three Cities 
New York, June 23—Repack- 


foil, 


style Good Luck margarine is be- 
introduced in Baltimore, 
Washington and Philadelphia via 
1,000-line newspaper ads and spot 


Family style, in a solid one) 
pound roll, passes along to the, 


over the foil-wrapped quarter- | 
pound prints, officials of the Good | 
Luck division of Lever Bros. Co. & Associates, Hollywood. 


family 


margarine. 


er is the agency. 


The introductory offer features 
a l¢ sale on family style if pur- 
chased with a newspaper coupon 
plus one pound of Good Luck 
quarters at the regular price. 

In addition, the pair-and-a-spare 
Cannon Mills nylon stocking offer 
on most Lever Bros. products has 
‘been extended to family style 


Hewitt, Ogilvy, Benson & Math- 


Brandes Joins Jimmy Fritz 

: Carl Brandes, previously with | been elected president of the Ag- 
consumer the 2¢ packaging saving| yack Vaughn Advertising, Los An-|ricultural Press Assn. of Canada, 
geles, has been appointed an ac-| Toronto, affiliated with the Per- 
count executive with Jimmy Fritz iodical Press Assn. Other officers 
elected are P. H. Butler, manager 


San Francisco. 


Canada Farm Press Elects 


Country Guide, Winnipeg, 


| 

William Blair Smith, manager of John, N. B., Ist v.p.; L. H. 
the San Francisco office of Simp- 
son-Reilly Ltd., publishers’ repre- 
sentative, SS Hollyday 
Los Angeles office, have 

See he lms tae own pub-| Countryman, Toronto, 3rd v.p.; D. 
lishers’ representative organiza- | V- McLeod, advertising manager, 
tion. The new company, to be|Farmer’s Magazine, Toronto, hon- 
known as Smith & Hollyday, will °Tary secretary, and I. D. Carson, | 
have offices in Los Angeles a) = manager. 


J. S. Kyle, business manager, | 
has 


Meyer, | 
business manager, Le Bulletin des 
_Agriculteurs, Montreal, 2nd v.p.; 
H. F. Weld, advertising manager, 
Farmer’s Advocate & Canadian 


| Beckman to West-Marquis 


Charles E. Stubbs, formerly ac- 
count, representative for Western 
Lithograph Co., Los Angeles, has 
been named an account executive 
‘of Western Advertising Agency, 
| Los Angeles. 


‘Ball & Davidson to Move 


Ball & Davidson, Denver agency, 
plans to erect its own building at 
676 Delaware St. soon. It will be 
an irregular-shaped one and two- 


Beckman Instruments Inc., story building, with 4,000 sq. ft. 


West-Marquis, Los Angeles, to 
man and Helipot divisions. The} 
company makes scientific and in- 
dustrial instruments and uses bus- 


iness publications extensively. 


and 15. 


South Pasadena, Cal., has named of floor space. 


handle advertising for the Beck-| KLIR to Bow in July 

KLIR, which will become Den- 
ver’s eighth AM radio station, will 
begin broadcasting between July 1 
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Canadian Papers 


Ad Revenue Rose 
3.38% Last Year — 


ToRONTO, June 25—Canadian | 
daily newspapers showed a gain of | 
3.38% in national advertising rev-| 
enue in 1952 as compared with | 
1951, according to the Canadian | 
Daily Newspapers Assn. In 1951 | 
national advertising revenues had 
shown a gain of 14.1% over 1950. | 

In total, Canadian papers car-| 
ried $28,056,672 in advertising and. 
continued to carry more national | 
publication advertising than all. 
other consumer media combined. | 
In 1952 this country’s newspapers | 
carried a 50.5% share of the na-| 
tional dollar. | 

At the end of the first six-) 
months period of 1952 Canadian | 
newspapers showed a marked) 
drop from the 1951 figure, due to 
government restrictions on credit 
buying. National advertising rev- 
enues had been off almost $500,000 
in the first six months, but a sub- 
stantial increase in volume in the 
last six months of the year enabled 
Canadian newspapers to build up 
their 3.38% gain. 


# The picture for the first three 
months of 1953 is exceptionally 
bright, CDNA reports. In that 
period Canadian papers showed 
a 19.6% gain in linage over 1952. 

Circulation-wise, the 88 member 
newspapers of the CDNA reached 
an all-time peak of 3,522,752, as 
compared with the December, 
1951, figure of 3,413,163. Of the 
1952 total, morning newspapers 
showed a total of 646,489 subscrib- 
ers and evening papers a total of 
2,876,263. Percentage-wise, the 
gain for the year was 1.9%. 

The CDNA linage measurement 
of “hooker” advertising—small 
signature advertisements placed 
by retailers under national adver- 
tisements—showed that in 82,844 
instances retailers tied in to the 
national campaign to say “we 
have a stock of the advertised 
goods on hand; here is where you 
can buy.” These 82,844 “hookers” 
represented a total of 2,097,857 
lines of retail support for national 
campaigns. 


= In September, 1953, the CDNA 
will publish its Canadian Con- 
sumer Survey. This is a study of 
the buying habits, brand prefer- 
ences, ownership and age of house- | 
hold appliances, automobile data, | 
etc., in the 66 cities from British 
Columbia to Newfoundland where | 
daily newspapers are published. | 
In all, over 250 classifications are | 
covered, and the compilation is. 
based on the returns from 200,000 
questionnaires delivered to house-_ 
holders in Canada by their news- | 
paper carrier boys. 


Hartford Sales Execs Elect | 

Gardner M. Corbin, v.p. of At-,| 
lantic Screw Works, has been) 
elected president of the Hartford 
Sales Executives Club. Other of-| 
ficers elected are Lester H. Carl,! 
assistant general manager, Fuller 
Brush Co.; Robert E. Williams, 
manager, Prudential Insurance 
Co., and Maynard A. Clough, sales 
director, Bartlett-Brainard Co., all 
v.p.s; Florence G. Farrell, Hartford 
Chamber of Commerce, secretary, | 
and John A. Ostrich, v.p. and 
cashier, Phoenix State Bank & 
Trust Co., treasurer. 


Smith Joins ‘Sports Afield’ | 

Henry J. Smith, formerly with | 
the promotion department of Good | 
Housekeeping, has been named 
sales promotion manager for 


Sports Afield, New York. 


Stylecraft Names Edwards | 

Stylecraft & Auto Metal Prod-| 
ucts, Los Angeles, has appointed | 
Edwards Agency, Los Angeles, to 
handle its trade and consumer pro- 
gram. 
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The Detroit News. . 


%. 


eet to Michigan’s 
ence, weekdays 


THE NEWS is your ONE WAY st 
largest newspaper-reading aué 


-and Sundays. 


THE NEWS is your ONE WAY @ 


Whether your Detroit budget calls for one 
ad or a campaign, the ONE WAY to sell 
Detroit economically is through THE 
NEWS. Proof of the soundness of this 
approach lies in the fact that THE NEWS 
carries practically as much total linage as 
both other Detroit papers combined! 
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Old Hand Knows Problem 
of Business Men's Speeches 

To the Editor: G. D. Crain’s 
“Speak for Yourself” (AA, June 
8) interested me for I had no- 
ticed the advertisement quoted by 
him, seeking a “public relations 
speech writer.” 

As he says, the people who wrote 
that advertisement do have a prob- 
lem. However, they are not using 
the right method to solve it. 

They insist on a man young in 
years, when perhaps what they 
need is a man young in spirit, but 
old in experience. They want to 
put him on their staff. They’d 
probably do better to use different 
men at different times, depending 
on the nature of the speech to be 
made. 

Heaven knows that something 
should be done to improve the 
quality of business men’s talks. For 
some years it was my duty to listen 
to luncheon speakers, and the real- 
ly fine talks were about one in 
five; the other four ranged from 
poor to awful. How often have I 
wished that I could have got to the 
speaker ahead of time, and worked 
with him, even for an hour, on his 
empty, ingrown manuscript. Some 
of the worst speeches could have 
been made tolerable, or even en- 
tertaining, by the injection of a 
few vitamins. That doesn’t neces- 
sarily mean funny stories. A 


The Voice 


|speech-writer needs more than), 


_ brains; he needs a heart. 
| I have written speeches for oth- 
‘er men. I have sat in the front 


| row, and applauded vigorously my | 
|own words. But somewhere in the. 
talk I have worked in the speak-| 
er’s big idea. It was his speech, | 
/but are usually afraid to follow 


not only because he paid for it, 
but because he supplied the cen- 


think, fills the requirements stated 
in your last~but-one paragraph. 

I happen to be over 35; but I’m 
not ready to give up the ghost— 
writing! 

Thanks for your article! 

ALEXANDER MCQUEEN, 

Alexander McQueen & Asso- 

ciates, Chicago. 


Golfers Agree: Armour Book's 
Headline Carries a Punch 

To the Editor: I agree emphati- 
cally with everything that The Cre- 
ative Man said about the fine ad- 
vertisement for Tommy Armour’s 
golf book—with one _ exception. 
That exception is The Creative 
Man’s exception, the headline: 
“...we wonder if it wouldn’t have 
been actually better selling if the 
headline had told golfers that 
reading the book was guaranteed 
to take 5 to 12 strokes off their 
game. We don’t happen to play 
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tral idea, using me as, let us say, | 
a friendly secretary. This setup, I 


golf but...” 

The Creative Man quite evident- 
ly does not play golf. If he did 
he would know that “Whack the 
hell out of the ball with your right 
hand!” is probably as provocative 
a remark as can be made to a 
golfer. Duffers long to do just this, 


their instincts. This headline prom- 
ises, very simply, a fascinating and 
satisfying book on golf. 

This business about a headline 
promising to knock strokes off 
one’s game is stereotyped poppy- 
cock to golfers. We’ve heard it 
hundreds of times—from people 
who make golf balls, clubs, bags, 
tees—even hats. As a conclusion to 
the ad, it might be credible. As a 
headline, it comes right out of Ad- 
land. 

These comments do not imply 
an approval of the word “Hell.” 
I agree with The Creative Man 
that some way should have been 
found to do without it. 

C. L. Posey, 

Kenyon & Eckhardt, New 
York. 


To the Editor: No. Toilers in the 
meadows have been’ promised 
“strokes off your game” by every- 
one who has a commercial interest 
in the sport. It is an _ essential 
promise—missed if omitted—like 
“safety to colors” for laundry de- 
tergents and “more miles per gal- 
lon” for gasoline. 

The Creative Man’s otherwise 
enviable condition of non-golfer 
allowed him to miss the bomb in 
the headline of the mail order ad 
for Tommy Armour’s new book: 
Golf is a left-handed game. Keep 
the right hand out of it. This is 
axiomatic. Perhaps second only 
to keep your eye on the ball, keep 
your head down. 

Here is heresy blessed—with 
Tommy Armour as Devil’s advo- 
cate. The “Hell” is well planted, I 
think! And in character for color- 
ful Tommy. 

Also the fresh treatment of the 
stroke reduction promise—as noted 
—puts life (if not full belief) in 
that necessary point. 

Davin D. Brown, 


Glencoe, Ill. 
. o * 
Cohen & Miller Still Has 


Full Set of Teeth 


To the Editor: I notice that Copy 
Cub is wondering how many teeth 
we have left. I want to assure you 
that we still have a full set of 
healthy teeth, as the kicks we have 
received have not been many, nor 
have they been severe. 

Media, generally, have cooper- 


have attempted to make it tough | 


| 


| 


ated with us fully in our predica- | 
ment [AA, May 25, June 8]—and 
I feel certain that even those that) 


for us acted hastily and upon pres- 
sure from hostile agencies that 
would like to be rid of their most 
serious competition in our market. 
I’d like to express my apprecia- 
tion for the fine coverage ADVER- 
TISING AGE has given our problem. 

I. T. COHEN, 

President, Cohen & Miller Ad- 

vertising, Washington, D. C. 


* > * 

‘Firsts’ Tie in Product 

Slogan in Small-Space Ads 
To the Editor: We submit the 

attached proof-sheet of 16 (out of 

a total of 60) ads for our client, 

Tom Collins Jr., as an effective 


iFirst | FIRST R.R. tunnel . . . fm 


+ 
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way to use small space in news- 
papers. 

This campaign is running in six 
markets currently, with more to 
be added later. 

We have spent a great deal of 
time on research to get the au- 
thenticated facts, and have devel- 
oped four formats in which to 
place the copy. The theme is de- 
signed to tie into our client’s slo- 
gan: “First for thirst,’ and, we 
believe, is doing so effectively. 

LEONARD M. SIVE, 

President, Leonard M. Sive & 

Associates, Cincinnati. 

* a » 


More Power to Critics of 
Discreditable Ads: Bedell 

To the Editor: It is interesting to 
read the highly disparate articles 
from agency men about today’s ad- 
vertising’s virtues and vices, weak- 
nesses and strengths. 

A few weeks ago Charles Whit- | 
tier told of his analysis of over | 
300 ads in one issue of Life, and | 
one of the Ladies’ Home Journal. | 
53% “didn’t give enough infor-| 
mation.” 40% of the ads carried 
“cliches.” 49% “would give readers 
no desire whatsoever to read any | 
further.” “42% (of these ads) | 
would leave readers colder than a 
penguin’s feet.” 

A couple weeks later John Cun-| 
ningham indicated advertising was 
so good it “is doing the job of the 
salesman” and he _ pointed out 
salespeople in all fields have been 
reduced 25% since 1940. (He 
didn’t mention advertising itself, 


| 
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has been reduced substantially on 
a percentage to sales basis—or that 
inflation has made everything rel- 
atively much easier to sell.) 

And now comes Walter O’Meara 
who bases an entire talk on “What- 
ever happened to Al?”—great 
copywriter of the past. And yet he 
winds up his “talk” in reverse and 
says: “Advertising has never, I 
think, been so alive, so vital, so 
expert and effective—and so sure 
of its place in our social and eco- 
nomic pattern—as in this year of 
1953.” 

He also says “we are turning to 
a...more believable...kind of 
copy.” 

Others, too, seem pretty cocky, 
or pretty smug, about today’s ad- 
vertising. 

In my opinion the Whittiers and 
the Woolfs are right. In a short 
day’s jaunt through a few news- 
papers and magazines, you can 
turn up an amazing number of 
completely unbelievable ads— 
weak ads—that make strong and 
Sweeping claims without support. 


_|Ads too, less numerous, that use 


weasel-terms and words and ty- 
pography. Never has so much ad- 
vertising been done, I think, by so 
many people so indifferent to “sell- 
ing that serves” and to common 
ethics. 

Our free society could not pre- 
vail for long without widely 
distributed information-spreading 
media. It is likely these could not 
exist on any large scale without 
advertising. Advertising is vital to 
our kind of society and economy. 
Without it our standard of living 
would inevitably decline. 

Unfortunately a high standard 
of living is not necessarily accom- 
panied by a high standard of life. 

If advertising people would 
more generally become critical of 
advertising that is a discredit to 
advertising—economically because 
of weak selling and ethically be- 
cause of weasel or dishonest sell- 
ing—we would be much surer of 
advertising’s place in the “social 
and economic pattern.” 

CLYDE BEDELL, 
Park Ridge, III. 


Agrees with Woolf on 
Oil Company Advertising 

To the Editor: I have read with 
great interest James D. Woolf's 
article, “Mediocrity, Thy Name is 
Oil Company Advertising,” in the 
June 1 issue of ADVERTISING AGE, 
and having handled the advertising 
for one of the larger sectional oil 
companies for many years, I heart- 
ily agree with your views. 

I believe, however, that the ad- 
vertising which we have prepared 
for Mid-Continent Petroleum Corp. 
is beyond the scope of your indict- 
ment. True, we have in D-X lub- 
ricating gasolines a_ distinctive 
product advantage which makes 
the creation of advertising much 
easier than would be the case if 
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D-X were “just another gasoline.” | 
Attached are a few proofs of this | 
year’s D-X program, which you 
may find interesting, and I believe 
you will agree that, to paraphrase 
the advertising copy, here is a 
gasoline series which presents a 
“Giant Difference.” 
J. B. Woopsury, 
Executive Vice-President, R. 
J. Potts-Calkins & Holden, 
Kansas City, Mo. 


GE Runs Long-Range Series 
of Community Relations Ads 
To the Editor: Explaining some 
of the economic facts of life to 
people in a community immediate- 
ly affected by a sizable payroll is 
something many large companies 
are seeking to do in various ways. 
Here is one way of doing it—the 
latest in a current series of com- 
munity and employe relations ad- 
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GENERAL @ ELectRIC <a> 


vertisements prepared for the Gen- 
eral Electric Co. in the Lynn, 
Mass., area. 

This series, called “What’s ‘in 
the works’ at G. E.,” has been. 
running semi-monthly for over 
four years in 26 newspapers cover- 
ing the towns in which over 80% 
of the local employes live. 

Because it has been a resultful | 
series I thought that the enclosed 
proof might interest you. 

NATHAN W. Epson, 

Vice-President, Doremus & 

Co., Boston. 
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Woolf's ‘Something Extra’ 


Fits National Lead Mailing 


To the Editor: One of our rep-— 
resentatives was in the office this | 
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Advertising 
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morning and I showed him the ar-, 
ticle by James D. Woolf on “ ‘Some-_ 
thing Extra’ Multiplies the Power | 
of Advertising” and he said, “Mr. 
Woolf is so right.” | 
This article fits in so well with 

a special mailing we are planning | 
for our dealers and their store per-| 
sonnel and we would very much 
like to have your permission to 
duplicate this article as is in our 
print shop for distribution to our 
people. Your magazine will of 
course be given full credit. 
If Mr. Woolf were now building 
his new home in Des Moines, Ia., | 
at least one dealer would contact. 
him. One of our Dutch Boy paint. 
dealers, C. A. Lucas, has been) 
planning to direct mail those pro-| 
perty owners in Des Moines who 
have been awarded building per-| 
mits in Des Moines. These awards | 
are published in the daily papers. | 
He is now ready to launch the. 
campaign with the attached letter, 
and enclosures. 
ANNA LUEHT, | 

National Lead Co., St. Louis. | 
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Narrowing of Newspaper Columns 
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Was Biggest Mechanical News in 1952 ‘i 01 ins vrorram under s co- exists im the material to provide 


(Continued from Page 47) 


ure advertising through acquiring 


livers the image to film. When de-|a thorough understanding of art 


veloped it is ready for proofs for 
make-up or for engraving on met- 
al plates. The Photon machine is in 
production and will be ready for 
commercial use this year. 


s The report on “Preparation of 
Art Work for Color Rotogravure” 
prepared by the joint committee 
on newspaper printing of the AN- 
PA and Four A’s was issued dur- 
ing 1953 to aid in improving the 
printing quality of advertising in 
newspapers. With the rapid in- 
crease of color rotogravure adver- 
tising, particularly in newspaper 
supplements, this report is de- 
signed to aid advertisers, adver- 
tising agencies, newspapers and 
colorgravure printers to achieve 


better reproduction of colorgrav- 


preparation for this medium. 
During the year, the ANPA re- 
ports, research into the no-pack 


mat has progressed to a point 


where field tests are currently un- 


der way in three newspapers. The | 


results of the field tests have been 
most encouraging and it is antici- 
pated that with the next few 
months, no-pack mats will be 
made available to an increasing 
number of interested newspapers. 


@ The high-speed etching pro- 
gram, the objective of which is to 
provide a high speed method of 
etching newspaper halftones, 
newspaper linework or combina- 
tion plates without the necessity 
of the powdering operation, made 
considerable headway during the 


| year. The ANPA research labora-|in advance of publication date. 
_tory has two “possible solutions” | 
|/under way and the Dow Chemical | determine whether sufficient 
| Co. is working toward the comple- depth of mold in the half-tone 


lishers’ association. |dicates that the laboratory may 

During the year, the Comet|complete work on this develop- 
Press of New York announced) ment during 1953. 
commercial operations with dry| Among the year’s developments 
offset printing and at present the is a web tension control system 
possibilities of applying dry offset which has been assigned to a man- 
to the production of newspaper ufacturer. The system has been in- 
‘supplements for initial use in stalled at the South Bend Tribune 
small newspapers having circula- for extensive field testing and is 
tions of 10,000 or less, is being performing satisfactorily. - 
studied. 

# Among other mechanical devel- 

# The study of stereotyping repro-| opments during the year were: 
duction brought forth a number of 1. The development of a new 
reports covering the degree of dis- ‘hand-held gauge for use by type 
tortion of advertising material casting machinists for checking the 
through the use of high shrinkage accuracy of all kinds of cast slugs. 
mats. Because of publishers’ in- This gauge is manufactured by the 
terest in the studies of stereotype B. C. Ames Co., Waltham, Mass. 
reproduction losses, the ANPA)| 2. Work has been completed on 
laboratory is endeavoring to devel- | the modification of welding equip- 
op an instrument which will en- ment for use in newspaper mail- 
able stereotype departments to ex- rooms. The purpose of the device 
amine advertising agency material | is to eliminate the waste of wire in 


This Ohio Food Chain has the 


and 


here's why— 


tory Straight! 


"We have built our business by featuring 
nationally advertised products . . . and 
week after week we tell Mrs. Housewife 
about our huge stocks of those famous- 
name, quality foods in full-page news- 
paper ads. By far the largest share of our 
advertising budget goes into newspapers 
and we like to see our suppliers tell their 
story to our customers in the same media.’ 


Wayne E. Brown, Pres. 
Big Bear Stores Co. 


Big Bear management knows that advertising in national magazines doesn't reach 
enough families right where Big Bear Stores are located — that for greatest local 
coverage, the local newspaper is a standout. For example, in Metropolitan Columbus 


(Franklin Co.): 


Bee. 2. oe 
pee {oe . 
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The Dispatch reaches 84 of every 100 
families in Metropolitan Columbus ! 


reaches 10 of every 


THE LADIES HOME 


ia 


“JOURNAL 


reaches 12 of every 100 families 


LIFE MAGAZINE 


reaches 15 of every 100 families 


Combined, and not considering 
duplication, these three national 
magazines reach only 37 of 
every 100 families. 


THE SATURDAY EVENING POST 


100 families 
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Sources: Families — Sales Management. Circulations — Curtis Publications 1951; 


Time, Life, Inc. 1952; Dispatch ABC Stmt. Sept. 1957. 
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| mailrooms. Reports of the field test 
It is designed to help publishers | 


indicate a reduction of 70% in wire 
waste. The device is marketed by 
the DoAll Co., Minneapolis. 

3. There is a new type of reel 
stripper and sheeter for salvaging 
waste newsprint and producing it 
in sheet form ready for proof press 
work or for copy paper. The ma- 
chine is ready to be assigned to a 
manufacturer for production and 
sale to newspapers. 

4. With a planned speed of 200 
finished copies per minute, the 
Dexter Folder Co., Pearl River, 
N. Y., has developed an auto- 
matic stuffing machine. It is ex- 
pected that these will be offered 
to the trade by the end of the year. 

5. During 1952, the Sheridan 
Machine Co., New York, delivered 
the first production models of a re- 
designed rotary stuffing machine 
designed for medium-size news- 
papers. This machine is a five-sta- 
tion machine capable of handling 
one jacket and up to four inserts 
at a speed of 12,000 newspapers 
per hour. With modification, it can 
be adapted to a four- station ma- 
chine handling two jackets and 
one insert per jacket at a rate of 
approximately 20,000 per hour. 


s From overseas, comes a report 
on the use of offset lithography to 
produce r.o.p. color and newspaper 
supplements, which has aroused 
considerable interest among pub- 
lishers in the U. S. This has been 
developed during the past year 
by the Argus, Melbourne, Austra- 
lia, a standard-size morning and 
Sunday newspaper with an ABC 
circulation of 160,000 daily. 

Using presses designed and built 
by R. Hoe & Crabtree Ltd., London, 
the Argus has proved that web- 
fed offset can be run at ordinary 
newspaper rotary letterpress 
speeds on standard newsprint. The 
press has been run on production 
at speeds of 40,000 copies per hour 
using the regular newspaper folder. 
The running average is 36,000 
copies per hour. There are two 
four-color web-fed offset perfect- 
ing presses comprising five print- 
ing units. 


® Four units will print four colors 
on either side of the web. The 
fifth unit is a single color (black) 
perfecting unit, printing on a sec- 
ond web. These Hoe offset units 
are in line with the Hoe super- 
speed rotary letterpress units. The 
product from both presses can be 
run into the newspaper folder to 
produce an all inset paper, or in 
sections, the finished job being 
partly letterpress and partly four- 
color offset, according to T. W. 
Brown, illustrations manager of 
the Melbourne Argus. 

Editions carrying r.o.p. color are 
run twice, and sometimes three 
times, a week. 

The ANPA mechanical confer- 
ence held earlier this month in 
Milwaukee included several ses- 
sions on mechanical improvements, 
with particular emphasis on the 
column-width reduction trend, 
economies in typesetting, compos- 
ing room costs, photo composition, 
stereo mat problems, pressroom 
and mailroom developments. 


‘Chicago Tribune’ Boosts 2 


Richard E. Coyle, a member of 
the retail advertising staff of the 
Chicago Tribune, has been pro- 
moted to the Missouri-Iowa-Illi- 
nois territory of the Chicago office 
of the First Three Markets group. 
E. J. Markey, with the Tribune’s 


/neighborhood advertising division, 


has been promoted to Mr. Coyle’s 
work with the retail staff. 


Haynes Joins Research Inc. 

Landon G. Haynes, formerly 
manager of marketing research 
studies for Atlantic Refining Co., 
has been appointed market re- 
search manager for Research Inc., 
Philadelphia. 


WAVZ Withdraws UHF Bid 
WAVZ, New Haven, Conn., has 

withdrawn its request for u.h.f. 

Channel 59 in New Haven. 
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Advertising Age, June 29, 1953 


‘52 Department Store Profits Dropped to — “tore. segment of retailing” 


The report also includes an. 


Lowest Point Since 1938, NRDGA Reports —22sis._ of publicity expenses. 


New York, June 23—Earnings 
of department stores with sales of 
over $1,000,000 in 1952 declined to) 
2.3% of sales, after taxes. This was | 
the lowest net profit in 19 years, | 
with the single exception of 1938. 

This is one of the highlights of 
the 1953 edition of “Merchandis- | 
ing and Operating ltesults of De-| 
partmentized Stores,” just issued 
by the Controllers’ Congress of | 
the National Retail Dry Goods! 


Assn. 


The report, compiled from data) 
submitted by a record sample of | 
419 stores with aggregate annual | 
sales of over $4 billion, indicates | 
some improvement in net profit 


These indicate that in 1952 depart- 
“5. Not enough long-range plan- ment stores with more than $1,- 


ning and thinking. (000,000 in annual volume ex- 
“6. Failure to earn satisfactory pended 4.26% for over-all publici- 
profits. ty costs, including advertising. 


“Any one or a combination of. 


| 
the above are somewhat respon- Barron Joins WXEL, Cleveland 
| Frank Barron, formerly asso-| 


— pee Ree amp _ aan ciated with WJW, Cleveland, has 
element of the decline in the rela- | joined the sales staff of WXEL, 
tive position of the department Cleveland. 


97 


Whitman & Shoop Alters Name | Fabricon Appoints Watkins 
Whitman & Shoop, Pittsburgh,_ The plastics division of Fabricon 
agency, has changed its name to Products Inc., River Rouge, Mich., 
Goldman & Shoop. The new name has appointed E. C. Watkins & Co., 
includes both Norman Shoop, Detroit, to handle its advertising. 
president, and Al Goodman, v.p.; The agency already handles ad- 
The agency has opened new offices Vertising for the company’s waxed 


in the Hotel William Penn. ‘paper division. 


WVDA, Boston, Joins ABC To Schipper-Webb Associates 
WVDA, Boston (formerly American Legion Magazine, 
WNAC), has affiliated with the New York, has appointed Schip- 


' American Broadcasting Co. net- per-Webb Associates, Detroit, to 
| work. ‘represent it in the Detroit area. 


from merchandising operation, i 
which rose four-tenths of 1% to 

3.4%. This slight sdvance, the re- 

port says, resulted from a leveling 

off of expenses and a slight im- | 


provement in gross margin. Other 
income and expenses were fac- 
tors that prevented this perform- 
ance from being reflected in final 
net profit. 


#® The cumulative mark-on per- 
centage of 38.6 showed no change 
from 1951. This figure, the report 
says, represents the lowest spread 
between merchandise costs and re- | 
tail prices since 1935. 

Department store average gross 
sales receded from $4.76 in 1951 to. 
$4.72 in 1952. This decline, the re-| 
port says, is supported by various: 
price indexes and _ indicates the, 
leveling off of the inflationary spi- 
ral. | 

Sales and transactions increased | 
2% in department stores last year. | 
For the first time since 1946 there 
was an increased physical volume. 
of goods handled. | 

Specialty stores’ dollar sales in- 
creased 3% with transactions up) 
2%. 

The study also shows that total 
retail sales in the U. S. in ’52 ad- 
vanced by $5.9 billion, with mail 
order houses gaining 6.3% in sales; 
variety chains, 4.3%, and depart- 
ment stores only 3.5%. 


® Individual departments having 
the greatest sales increases were: 
Books, magazines and stationery; 
neckwear and_ scarfs; blouses, | 
shirts and sportswear; girls’ wear, 
teen age apparel and cameras and 
photographic equipment. 

The report points that “depart- 
ment stores are continuing to lose 
position in the household goods 
market despite the fact that home | 
ownership is one of the greatest 
single factors in the expansion of, 
the entire retail trade.” | 

In a comparative analysis of the) 
departmentized store over the 
period of 1946-1952, Raymond F. 
Copes, general manager of the 
Controllers’ Congress, stressed the 
decline in the relative position of 
the department store segment of 
retailing. 

“In 1946,” he said, “department 
store sales accounted for 5.5% of 
disposable personal income. The 
peak was in 1947 when it reached 
5.6% from that point on and for 
five consecutive years, the propor- 
tion has grown smaller with the 
low point of 4.4% reached in 1952.” 


@ Mr. Copes cited six major rea- 
sons for the decline: 

“1. In many congested areas 
moderate income families have re- 
located in suburban rather than | 
urban areas. Most stores that have 
followed these developments with 
branches have sustained or ex- 
panded their competetive position. 

“2. Lack of effective across-the- 
counter selling efforts. 

“3. Failure to maintain well- 
balanced assortments of merchan- 
dise. 

“4. Failure to keep abreast of 
economic developments, national 
and local, which affect their busi- 
ness. 


during the first quarter of 1953 Canadian retailers supported 
national advertisers* in daily newspapers with an aggregate 
of 498,085 lines of retail support in the form of dealer 
hookers. ** 


NATIONAL AD 
MUST GET 


Every time a retailer ‘'hooks-on” to a national advertisement it 


DIRECTS TRAFFIC to the proper outlets. 


PREVENTS SUBSTITUTION: retailers have said frequently that where 


there is no signature to a national advertisement, traffic may go 
anywhere and a competitive product may be sold in substitution 
for the advertised product. 


Provides a STOCK CHECK: no retailer will buy a hooker if he has 


no stock. 


GETS IMMEDIATE AND TRACEABLE RESULTS 


Harnesses the enthusiasm of retailers who will display, feature and 


demonstrate products featured in a national advertisement where 
they have spent their own money to hook up. 


Gives the National Advertiser a sizable "Bonus" of Space. 


*During the first three months of 1953 a well-known 
manufacturer of sweaters ran 33,800 lines of space 
in daily newspapers. These dailies carried 461 hookers 
totalling 11,340 lines of retail supporting space or a 
bonus of 33.6% of the national space. 


Canadian 


During the first three months of 1953 a manufacturer 
of baggage ran 5,335 lines of space in daily news- 
papers from coast to coast. These dailies carried 422 
dealer hookers totalling 4,425 lines of space—or a 
bonus of 82.9% of the national space. 


**a hooker is a local dealer advertisement which runs 
adjacent to a national advertisement and indicates 
that the merchandise advertised is for sale at the 
dealer's store. 


DAILY NEWSPAPERS ASSOCIATION 


1. H. Macdonald, General anager 


- 55 University Ave., Toronto 
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' Newspapers Accepting R.O. P. Color Advertising 


Source: Lake £ ore Electrotype division of Electrographic Corp., June 15, 1953 
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3Coters 2 Colers Closing Mink « Actual isCeter Days of Week 3 Colers Colers Clesing Minimum Actual 
and Bleck ond Bieck Bleck Deysin Six "rinting «Used in = Mattional gba oa —. Printing —_- — 
Full Page Full Page and One Advance Uni tate Editorial §=© Ads are Full Page Full Page and One Advance Unit Plate Editorial Adsare 
or less erless Color of Pub. Accept Sime Printing Available er less orless Color of Pub. Acceptable Size Printing Available 
ALABAMA iain ae er bed COLUMBIA 
irmi News- Herald x x x | ES . ‘4x22 yes ‘Times id x x x 7 Page 14% x22 2 
Decatur Daily x 2 1 1 no All ‘Washington News—Tabloid — x x 3 500 11% x14% = WewiF 
Dothan Eagle x x x 2 10. x21% yes All Washington Post _ £2.  .. 9... oe Joe yes All 
Florence Times & Tri City Daily x 3 No M. _x21 yes All a teeie nap aul _ , ; 
Gadeden Times — : 4 1000 % 21% oo MTWFS : pete ide octeme lack —1000-line 1 color and black. 
Hestorife Ts imes zx ; om , -* no wiwT FS 3 1000-line minimum on | or 2 colors and black — 1500 lines 3 color and black. 
x « In. a no 
Montgomery Advertiser Journal x x x 2 1000 15% 222% yes ea FLORIDA 
annie Bradenton Herald x 2 1000 16x21% no All 
laytona urnal ‘ 
Tucson Citizen Star a ae ae a ee ee. ee ~) — ~~ >: — a a a ee 
Ft. Meyers News Press —CiKOtiC<‘K™*C*C*‘“‘(‘éiRKC*® 2 ~—«600-~ a no All 
ARKANSAS Ft. Pierce News- — —— . — ‘ MTWT 
Fayetteville Northwest Times x ‘ 1000 16x21 yes SCA Jacksonville perl a a oe “i _ —j—io00— iin Btn — pe 
Fort Smith Dee ees x x 2 1000 15% x21 no All Jacksonville TimesUnion = «x x x 10 + Paget 15% x21% . ———- «= 
Little Rock Democrat _ Kee OE Se 7 1000 15%x2t% 2xno All =; > pe a . in cs ae oe 1000 _ mtr 12234 yes —— 
Little Rock Gazette SSSRAT Pee Y 3 100015 'x21% no Miami News CE i; Te. x 2 10002 14% x224— a ae 
Pine Bluff Commercial _* x x 21000 15% x21%4 no Al Orlando Sentinel Star = =~ =x ~~x ~~ +~x 3 +1000 —~Tex21 = All 
Texarkana Gazette News oe nee x 3 1000 15% x21  ——— =a Panama City NewsHerald | = «2 1000 16x21 a All 
Sarasota Herald-Tribune x 1 No Min. _ 16x20 es All 
CALIFORNIA — —_—_—___—_ ——————-, — 3 = 
Sie Ve EE > ——en_ oo 
Alhambra Post-Advocate > x 5 MW page 15) x21 no MTTF St.Petersburg Times = lc kKhCCUKC™™Ci K””:”:C SCO i — 21% a MTWTF 
Anaheim Bulletin ars x 2 1000 _—*‘16x21 no All a a a Oe we ses ee 
Bakersfield Californian | 3.1000 15x21% no “Al ————————————— <a ce | (a 154x211; —— wis 
Berkeley Gazette x . * 31000 _1544 x21 yes  _ Winter Haven News Chief x 2 No Min. 16x21 ae 
Burbank Review ——SSOs—~CS lhe 3M“ page 15% x21 yes All oy pe angen > ga - a od = 
Burlingame Advance a ee os ——(i ST 
Chico En -Record x x 2 560 —s—:15% x21% no All 
Culver City Star News x = x 2 560 154x2i yes MTWTF GEORGIA 
Eureka Humboldt Standard-Times x 3 1000 15'5¢x21 yes All Albany Herald , 500 x2 
Fresno Bee Se ee Kilante ¢ Constitution Journal _ ; 24000 ~ is a I” 
Fullerton News Tribune x 2 70 in. 15% x21% yes All conan Ceenaiaia Her id —_—*__.* : —3 000 — = — Yo 
Glendale News-Press — : : 568 __ 15} «21 = Al Colamb ry En a te? see see ; _ wen 068 > —15%8 zz —— At __— 
Hanford Journal, Sentinel PRE. | 2 page 16x21 no- All” M Ne —F j z <— —-* * — = fd +. wae | 
Hayward Daily Review Pe Se ee a no MTFS See eee, Cee ___ _x 1 602115 ex21'2 nos MTWTS 
Hollywood Citizen- News _ We Soe x _ 2 "600 a 1656 x x20% yes MTTFS _ 1 602 lines, 1 color and black — 1000 lines, 2 colors and black —accepted only MTS 
Huntington Park Signal x 2 588 14% x21 yes All 
Long Beach Independent -Press- IDAHO 
Telegram_ ee Se! See ee 15'liex21'4 yes = Lewiston Tribune , x 7 No Min. 16x20% yes All 
Los Angeles Daily News—6-column = sé‘ K 4 1000 12% x18 yes All Pocatello Idaho State Journal = ; x 2 42in.  15%x2l1_ yes | SMTWF 
Los Angeles Examiner —__ x x x 3. 1000 —:14% x20 yes MTWTF | Twin Falls Times News = CKO 3 4 page 15% x21 no STu 
Tes Angeles paced & Express _ x 3 1000 14% x20% no MTWFS ss in uinols : Stim “a 
Angeles LaOpinion _ [a No Min. 10x21 no All 7 . 
Los Angeles Mirror—Tabloid x x x ee I page 9% x15 yes Al Aurora Beacon: a nee = —_* ; _ oO : eee x21}3 ono Ss MT'WS 1 
Los Angeles Times " x x 21000 14'5gx21%4 no‘ MTWTF Chee nin Urbane News Gazette isi? C |. 
Marysville-Yuba City Appeal ae ax! - 2. _NoMin 15% x21 no All Champegn Lichen = ~ = - 1000 - oy ___no__ MTWTFS 
Merced Sun Star x 2% page 15x21 yes ' Chics a a a ae x . vr i me. a 
Modesto Bee SS mae a x 2 980 15% x21 no All Che Sen nen 2 pate. — ea xia __yea___@___ 
Monrovia News-Post _ a x 2 -40in. 15% x20 no All Diaee ole — — . x 10 oee_ “Tees . =. am Au 
Monterey Peninsula Herald ere x 2 Y% page 14'36x215 yes _ All Du Quoin oan . ——*___.-*_____* ~— i page _ 16 120% —— we 
Oakland Tribune x x x 3 10002 —:153@x21% no SMTWFS a a =) ne _1e oo ct ee | (ae 
Ontario-Upland Report x 1 NoMin. 15% x20% no All iia, ee: elon ——* - a ~1000 - a - 2A 
Oxnard Press Courier es. 4 M page 15!3¢x21 yes MTWFS ————— —* — 15% ai oa a : 
Pasadena Independent _ eee x 1 600 15% x21 yes TWTFS _ Lean be toe ge Ee mo a 
eontann taal - 7 4 ry —; ae x x sx 38 1000 15% x2i yes MTWTFS 
ews . omen 1 5603 14% x21 no __ MTWTFS _ Ottawa Republican-Times_ 7 1000 ——*AS!Nyex2l Al 
Pomona Progress- Bulletin —~ x 2 NoMin. 15% x21 yes All P ane —____4.. = = ses no 1 
mae — - Pekin Times x 4 ‘1000--—s«:16%x21% no MTWFS 
Redding Record-Searchlight SS 3. _—«1000 ~__ 16x20 no All4 |" an eae [ ore - y ————+ < 
Redondo Beach Daily Breeze =x  #™« & 2 No Min. 15% x21 yes All - Quin H . = s = > _ 3 154x214 nos MTWTFS 3 
Ree ss — cy Herald-Whig — x 3. _No Min. 15% x22 yes CAM’ 
Redwood City Tribune KO x 3 566 (15% x21 yes All Rockford Star-Register-Republic 2 1000 _—‘15% x21% STWF 
Richmond Independent —__ x x x 2% page 15%x224 no All Seibrrille Nem ——__;— es S 
Riverside Press, Enterprise x x 2 486 15%x21_ yes A Springfield State Journal Register. x = x a ’ pare 15% x213 = All 
Sacramento Bee oe “x » 2 9808 14'lqx2i% no All a ae register __% _ 5 ey eS 
Sacramento Union x x x 2 10006 14% x21'4 no Al Wosken —— _ x i _ 3 ae ne — 
gan News-Sun x _x x 5 1000 15% x22 yes All 5 
Salinas Californian s 5 5 21000 _15%4 x21 yes = Chicago Daily Drovers Journalt x x1 Page _15%x213 All 
San Bernardino Sun Telegram x x 2 No Min. 154x214 _iyes All Remo Cit by ourne x —*___%____7_age oe ne 
oe y Daily Drovers Telegramt6 x 7m x 4 __—~Page 15% x21% no All 
San Diego Tribune Union me z. S 4 1000 ___15¥4 «213% = All Omaha Daily Journal-Stockmant 7 J x 4 Page _—*1544x21% All 
San Fernando Valley Times s Bans 15x21 yes  —_ St. Louls Dally Livestook Reporter? — ; 4 Page 1534x2154 no MT WTFS 
San Francisco Call Bulletin x x x 7 Pageé —_14'3;,x20 yes All Gis. Veemen Hlenieter ite por x * x ____ 3 a ‘Or ¥ ne —MTWTFS 
= Francisco Chronicle " x x x 6 Page2 14% x21% yes All peotiae Soe © a — = : o Min. 15'4x21____ino enw s 
mn Francisco Examiner |. —i x 3 Page 1413x20 yes MTWTFS7 orn Belt Farm Dailies Group 
an Francisco News a 3 1000 14 28 yo Al f caees ane rae —eneee mteiaes ovaehls only, Menten, Desstor ond Getestey 
San Jose Mercury, News a x has 5 Pages _ 15% x21! _ yes Ali 3°> MTW 1000 lines in 1 color and black only. 
San Leandro News Observer __ ie BER SW 16x20 no All 4 Applies to 3 colors and black only —1000-line minimum for | or 2 colors and black. 
San Luis Obispo Telegram Tribune at: =e 1 1000 __15% x20 no All $ 1 color and black only on Thursday. 
San Mateo Times & News Leader xxx 3  page® 15% x21 yes — ¢ Sie tend in Netemhe. 
San Pedro News Pilot __ <= (I Wie cae, & 560 16x20 yes | 
San Rafael Independent-Journal _ x 2 _NoMin. 15% x21 yes All 
Santa Ana Register pias x x 2 Pagel® 154 x21 no All INDIANA 
Santa Barbara News-Press x =o XO 2 —s- 100011 15% x21% sino All Bedford Times-Mail x 1 No Min. 15% x21 _ yes MTWTS 
Santa Cruz Sentinel-News | TL EC We: 31000 _——si16 x21 yes All _ Bloomington Herald Telephone _ x 2 % page 16x21 —_—ino ~All 
Santa Monica Outlook = §=  _—'_ i x 2  % page 15x21%% no Al | Connersville News Examiner _ x 3 4% page 15's x20". yes MTWTFS — 
Santa Rosa Prese-Democrat =x | _x 6 1000 ‘154 x21 yes Al Evansville Courier Press x . x 10-1000 ——-15% x22 = no ~ MTWTa.Fp.S2 
South Gate Press-Tribune x 6 1000 15% x21 yes le Fort Wayne Journal-Gazetie, - i jicaal — o i a 
Turlock Journal bs x 2 1000 15%x2l1 yes All News-Sentinel  —-—_—_ eee. 4 1000 15'ex21’%* yes, = MTWTFS | 
—— News-Chronicle Gary Post-Tribune = ——™ x 4 1000-174 x22 no MTWTFS 
ES 3 560 1535 220% yes Goshen News-Democrat  __ x a x 2 560 16% x21 yes MTWTFS_ 
Visalia Times-Delta ee neh 3 616 15% x21 yes AI Indianapolis Starand News = «x Xx x 5 1000 —14'3x224 yes ~=SMTWTF | 
Whittier News _ puidialinininatien lA taticininiall 2 588 15% x21 no MTWFS Indianapolis Times Cl KCUrK x 2 1000 «15% x22% yes __ Al 
3 Leoway on Thursday depending on sise of paper. Marion Chronicle Leader-Tribune si = 1 NoMin. 16x2i14 no All 
2 2 or 3 colors and black page minimum available Saturday and Monday. Michigan ( City } News Dispatch = . -. ae “Ss - ie ss ~ 1000 ~ 15% x21 “no MTWTFS _ 
z PRs b tagenentr te page only. New Castle Courier-Times KCC TCO _Ne Min. 16x21% no All 
8 660 Enes—1 color and block. ° Peru Tribune Mie 2 we 3% page 15%x21% yes MTWTFS _ 
6 Applies only to 3 colors and black —-1000-line minimum for 1 or 2 colors and black. Plymouth ‘Pilot News x3 x 7 Page  —s15'5ex21% yes —_—s Aid 
7 2 or 3 colors and black—available Tuesday and Wednesday only. South Bend Tribune x x x 7 ~Page4 — 145% x22 yes ——— 
8 Applies only to 3 colors and black —1000-line minimum for 1 or 2 colors and black. F a 4 - 7 senmena 
® ¥ page, 1 color and black — i page, 2 colors and blach—full page, 3 colors and black. Wabash Plain I Dealer & Times Star EE Rt Se. _No Min. — 15 4x21 yes MT 
10 Page minimum on 2 or 3 colors and black — 1000-line minimum | color and black. Cannot guarantee insertion Th due to limitations. 
it." # Por ers and black Monday snd Taday ony. {re 
op F 
COLORADO mn 
Boulder Camera PP a a ee 1000-16 x21 no MTWTFS Council Bluffs Nonpareil 2 x x x 2 10001544 x21% yes All 
Colorado Springs Free Press __& 93 “page 15%4x20% yes All Davenport Times Democrat __ ae . 2 1000 15% x20 yes  SMTWTS _ 
Colorado Springs Gazette Teepegh_s ee a a a Chl yes All Des Moines Register Tribune =X KK 7 Paget 14% x22 yes All| 
Denver Post a 10002 15 x22 yes Al Fort Dodge Messenger & Chronicle __ de x 2 1000 15% x22 no MTWTFS _ 
Denver Rocky Mt. News—Tabloid _ x 2 1000 10%x14% yes All lowa City Press-Citizen x 3 1000 15%x21 yes = MTWTF 
Ft. Collins Coloradoan x 2 No Min. 16x21 _yes All Keokuk Gate City ee a a | 16 sex 2os__yes_EE 
Grand Junction Sentinel x i a et =U Cl 7 (2 Mason City Globe Gazette CCK page 1544 220 TFs 
Greeley Daily Tribune x 2 1000 16x21% no All Muscatine Journal aS x x _3 1000 _—*d15 4 x20 no All 
Pueblo Chieftain Star-Journal x x 2 1000 16x21% no MTWTFS _ Newton News aes s 600 _—:15'4x205), no MTWFS 
Sterling Advocate x 2 Mi page 16x20 yes MTWTFS Oskaloosa Herald = : x 1 Page 16x21 no All 
} ro minimum on 2 o7,3 estore fe and black —1000-line minimum 1 color and black. Ottumwa Courier CS 2s ae Ricco 1s no MT bol TFS 
page ads only on Perry Chief a: il Page no 
sf «penta ee a Sioux City Journal, Tribune «7 1000 —*15%4x21K no Ss TWF 
. x 3 1000] 153 1 
scTicuT Spencer Reporter —______>_* 6x21% no All 
Bridgeport Herald . 7 1000 15% x20 no 1 Page minimum on 2 or 3 colors and black —1000-line minimum 1 color and blac 
Middletown Press x x x 3 1000 15% x21 no 
SE _ KANSAS 
DELAWARE Arkansas City Traveler x 2% page 16x21 yes All 
Wilmington Star z 7 Page 15x21'4 no Atchison Globe x 3 «1000 15% x21% no Al-~ 
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Pen eee eA 


“Didn’t you know that the Des Moines Sunday Register covers 
practically everybody in lowa?” 


Actually, the bare fact is that the Des Moines Sunday Register delivers 
coverage of 2 out of 3 of all lowa families. 


feo) {| | 


With a figure like that, you can see why it does such an outstanding 
selling job. As for county breakdown...look at this: Coverage in 83 out 
of Iowa’s total 99 counties is an amazing 50% to complete domination. 
In 9 counties more, it’s a high 40% to 49%. At least 21% in the few others. 


The Iowa market is really one to get excited about. Total income tops 
four billion dollars per year...nicely divided up between farm folks 
a who are the world’s wealthiest—and city people wh spend even PACER: 6 
page a” ee MARKET RANKING AMONG 
big Philadelphia or Boston. And, you cover it all through the Des AMERICA’S TOP 20 CITIES 


Moines Sunday Register. Milline rate is $1.90. 


- ABC CIRCULATION March 31, 1953: 
* Daily, 373,244 — Sunday, 527,450 


THE DES MOINES REGISTER ann [RIBUNE 


Gardner Cowle , President 


Represent: / by: 
Scolaro, Meeker & Scott—New York Chicago, Detroit, Philadelphia 


Perey Ee 


Doyle & Hawley—Los Ang «: and San Francisco 
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KANSAS (Cont.) 
Coffeyville Journal _ 
Garden City Telegram 
Great Bend Tribune 
Independence Reporter 
Kansas City Kansan 
Leavenworth Times 
Parsons Sun i 
Pittsburg Headlight, Sun 
Pratt Tribune 
Salina Journal 
Topeka Capital, State Journal 
Wichita Beacon if x 


Wichita Eagle x 


KENTUCKY 
Ashland Independent x 
Bowling Green Park City News 
Lexington Herald, Leader 
Louisville Courier-Journal, Times 
Owensboro Inquirer & Messenger 
Paducah Sun-Democrat x 


[ 


j 


j 


1 Page minimum on 2 or 34 colors and black —1000-line minimum | color and black. 


LOUISIANA 
Alexandria Town Talk x 
Baton Rouge State-Times-Advocate x 
Lafayette Advertiser 
Lake Charles American Press 
Monroe News-Star World x 
New Orleans Item x 
New Orleans Times Picayune States x 
Opelousas Daily World (offset tab.) 
Shreveport Journal x 
Shreveport Times x 


1 Page minimum on 2 or 5 colors and black 


MAINE 
Bangor Daily News 
Portland Press Herald, 
Evening Express 
Waterville Sentinel 


MARYLAND 
Annapolis Capital 
Baltimore News-Post x 
Cumberland News, Times 


MASSACHUSETTS 
Boston Christian Science Monitor x 
Boston Globe 
Boston Herald Traveler 
Boston Post 
Boston Record, American — Tabloid 
Brockton Enterprise & Times 
Cape Cod Standard-Times 
Clinton Item 
Greenfield Recorder-Gazette 
Lawrence Sunday Sun 
Lowell Sun 
Lynn Telegram-News 
New Bedford Standard-Times 
Quincy Patriot-Ledger 
Salem Evening News 
Waltham News Tribune x 
Worcester Telegram-Gazette 


1000. line 


1 2 or 3 colors and black available Sunday only 


MICHIGAN 

Battle Creek Enquirer & News 

Benton Harbor-St. Joseph News, 
Palladium Herald Press 

Detroit Free Press 

Detroit News 

Detroit Times 

Grand Rapids Herald © 

Grand Rapids Press — 

Holland Sentinel x 

Iron Mountain News 

Lansing State Journal 

Marquette Mining Journal 

Midland News 

Mount Clemens Monitor-Leader 

Owosso Argus Press 

Pontiac Press x 

Port Huron Times Herald 

Saginaw News 

Traverse City Record-Eagle 

Ypsilanti Press 


1 1 color and black available all days 


MINNESOTA 
Austin Herald x 
Duluth Herald News Tribune x 


Faribault News 
Hibbing Tribune 


Minneapolis Star Tribune x 

New Ulm Daily Journal 

South St. Paul Reporter x 

St. Cloud Times : 

St. Paul Dispatch, Pioneer Press x 
MISSISSIPPI 


Biloxi-Gulfport Herald 
Columbus Comm. Dispatch 
Greenville Delta, Democrat-Times — x 


Hattiesburg American x 
Meridian Star x 
Tupelo Journal 
Vicksburg Post, Herald x 
1 Page minimum 2 or 3 colors and black 
MISSOURI 


Cameron News-Observer 
Cape Girardeau So. East Missourian 
Carthage Evening Press 
Independence Examiner 
Jefferson City Capital News 
Post Tribune 
Joplin Globe-News Herald 
Kansas City Daily Drovers Tel. ! x 
Kansas City Star, Times x 
Sedalia Capitol Democrat 
Springfield News Leader & Press 
St. Joseph News-Press Gazette 
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1000 
Page 1 
1000 
1000 
1000 

~ 1000 
1000 
1 page 


Minimum Actual 
Days in Size Printing 
Advance Unit Plate 
of Pub. Acceptable Size 
3 _—:1000 _ 16x21 
2  84in. — 15% «20% 
3 1000 16x21 
2 1000 15% «21% 
2 Y% page 15x20 
a ‘4 page 15° x20" 
2 4% page 15% x21% 
wi 80 in. 164 x21 
2 588 16x21% 
7 1000 141 596x214 
2 % page 14% x20 
3 600° 15% x21 
7 100015 x22 
5 _ 1000 16x21 
3. _—«:1000 15'4 x20 
7 _ 1000 15% x21 
10 ei 1000 15% x21ig 
2 No Min. 15% x21 
10 Page! 15% x21 6 


15'4 x21 
154 214 
15% x20" 
16x21%% 


15! x20% 


1000 
1000 


olor and black 


15x21!» 

14°% x21% 
1014 x16 
16x21! 
15% x215;, 


1000 _ 16x21'4 
‘4 page 15x21'¢ 
‘4 page 15x21'« 
1000 16x21'% 
1000 15% x20 
1000 15'Vjgx21% 
1000 14!5¢x21'« 
200 15% x217% 
No Min. 14% x21'» 
No Min. 15'4 x21'« 
Page 9% x14% 
__No Min. 15% «21% 
40 in. 16x21%% 
No Min. 16x20!» 
600 16x21" 
Page 163 46x20% 
600 15% x21 
No Min. 16x21 
600 15% x21 
1200 15% x21 
840 15'¢ x21 
“4% page 15% x21 
800 15% x21 
1000 16x22 
Page 15%4 x20%4 
1000 14%4 x21'» 
1000 153)¢x22 
~ 1000 1544 x20 
1000 15M ygx21 
1000 15% x22 
_ Page 16x21 


No Min. 15% x21 


1000 


'y page 


Page 


84 in 
', page 
Page 
1000 
Page 
') page 
Page 


1000 
500 
Page 
4 page 
Page 
80 in 
30 in. 
1000 
500 


1000 
1000 
10001 
Page 
1000 
1000 


15% x22% 
16x21" 


16x21 


16x21 

15') x20", 
15', x21'4 
15! x21" 
15% x22 
16x21 
15'ox20', 


15's x21) 
147% x21!» 
16x21 

15!) x21 


16x20 
15x21!» 


15's x2b'y 
16x21 
15's x217% 
15's x21'4 
15%, x20'4 
16x21 


'y page 15% x21 


l page 15°. x2l'» 
1000 16% x21 
‘) page 15'9x21 
‘o page 16x2i_ 
1000 15*« x21 
1000 «15% x21's 
Page 15'9 «21% 
Page —s:15x21% 
1000 16x21 
1000 15% x22 
1000 15%* x21'¢ 


ts Colter 
Used in 


yes 
no 
no 


no 


yes 
no 


yes 


no 


no 


yes 


no 
yes 
no 
no 
no 
no 


no 
yes 
no 
no 
yes 
no 
no 


Ads are 
Available 


~ SMTWTF 


MTWTF 
~MTWTF 
SMTWTF 
All 
SMTWTF 
All 
Tu.F 


~MTWTFS 


MTF 


_MTWTFS _ 


All 
All 


SMTWTF 
SMTWTF 
All 
All 
MTW 
SMTWTF 


MTWFS 
All 
~All 
SMTvuF 
~All 
All 
All 
STWTF 
MTWTFS 
__ All 


MTW __ 


All 
MTWTFS 


All 
All 
All 


All 


MTF 
All 
~All 
SMT _ 

MTWTFS 

MTWTFS 

All 

All 

All 


_MTWTFS 


— TWTF _ 
MTWF 
All 
MTW 1 
All 
All 
MTFS 
All 


MTWFES 
All 
All 
All 
All 
All 
MTWTF 
All 
All 


Varies 
All 
MTF 
All 
All 
MTWFS 
All 


MTFS 
~~ All 
All 
All 


— All - 
All - 
MTWTFS — 


MISSOURI (Cont.) z 
St. Louis Globe Democrat : § 


1 Listed also as part of Corn Belt Farm Dailies in Hlinois 


2 2 or 3 colors and black accepted only on Sunday 


3 1 or 2 colors and black — 1000-line minimum 


Clesing Minimum Actual of Week 
Black Daysin Size Printing Used in National 
Advance Unit Plate Editorial Ads are 
Coler of Pub. Acceptable Size Printing Available 
x 7 1000 15% x22% yes AH 
x 7 Page 3 14! x22 yes All 


MONTANA 
Billings Gazette x x x 5 1000 _ 16x21 no __—s Alls 
Butte-Anaconda Montana 

Standard Post x oie x 7 1000 15% x20" yes MTWTFS | 
Dillon Tribune —S x 2 Pap _ ne MTWTF 
Great Falls Tribune Leader ix S—siéX < 2. -:1000 15% x20% no 7 SMTWTF 
Miles CityStar ee i 3  _% page 16x21 _no All 
Missoula-Missoulian Sentinel =x Xi 3 1000 167 (x21 yes _—sA‘iL : 

NEBRASKA 
Beatrice Sun — 6 No Manin. 16', x21 _ne MTWF _ 
Beatrice Times sae 2 _—-1000 15%x20,, no All | 
Grand Island Independent ae 2  % page 15'%x21 no _ All 
Hastings Tribune ‘ x x x 1 % page 1 154¢x21>\« no ___All 
Lincoln Journal Star _ a 3 1000 154x214 yes All 
Norfolk Daily News __ ae 5 1000 15! x20 no _—*MTFS 
North Piatte Telegraph-Bulletin ; x 1 No Min. 15% x21 __ne Jaries 
Omaha Daily Journal-Stockman _x . x 4 Page —s:15'ex21% sino _ All 
Omaha World-Herald | Se Ss x 7 __—Page 154% x21'o_ no _All 

1 2 or 3 colors and black —'» page minimum 

NEVADA 
Las Vegas Review-Journal x 3 1000 16x21 no All a 
Reno Gazette 

Nevada State Journal x x 7 1000 15%, x21 yes _ All 

NEW HAMPSHIRE 
Manchester Union Leader & 

Sunday News x 2 1000 15'. x21 no _ All 
Nashua Telegraph x 2 '» page 16x21'« yes All 
Portsmouth Herald - ; x x 3 No Min. 16x21 yes All 

NEW JERSEY 
Asbury Park Press x 2 4 page = 15%sx21% sno All 
Atlantic City Press & Union x 7 1000 15%x21 yes All 
Bayonne Times a 6  _NoMin. 153x214 ine All 
Bridgeton News _ nate x No Min. 16x20'2 yes, = MTWFS 
Camden Courier-Post x 3 1000 14% x21'4 1 yes MTWFS 
Long Branch Record _x 48 700. 15%x21l yes” All 
Newark Star-Ledger —_ x 2 1000 14% x22 = no SC MWT 
Trenton Times, Times Advertiser _ = -* 10 4 page 15%x22 = no )SOM & Tues. _ 
Vineland Times Journal x _ 4 page 15%x22 yes MTWFS 

1 Effective July 1, 1955 

NEW MEXICO 
Carlsbad Current Argus ee ae 3 4 page —15'i¢x214 yes All 
Santa Fe New Mexican _ SER 8 4 1500 16x21 no SThF 

NEW YORK 
Albany Times Union x 3 1000.14! 4x20 yes MTWTFS 
Bath Steuben Advocate 1 Ss 500 s«16x21 no 
Brooklyn Daily —ess—s—sSCS x 1 500 10x1I5 sino Al 
Brooklyn Eagle TE i a’ PELL sae 7 1000 14%% x21 7% no _ All 
Buffalo Courier-Express Sek eee 7 1000. s15%«x2l’s yes =MTWTFS _ 
Buffalo Everybody's Daily _ x x x $3 1000  14%x20% yes YY ae 
Endicott Daily Bulletin s 3 Page 15x21. sys TF 
Hornell Tribune 1 “a 1 500 16x21 no _ All 
Jamaica Long Island Press ae, 1000 145% x21% no MTu.F 
Jamestown Sun | x 4 _—sa672 10x15%4 no All 
New York Brooklyn Daily —Tabloid .. 2 1000 10% x15__ yes _ All 
New York Post __ 2 ae = x _4 __ Page 9%x14% yes WT 3 
Niagara FallsGazette XK . % 7 _Page2 =15%x22) ss nos TWTFS 
Salamanca Republican Press _ x 2 Page —s'15%x21% =o no— (CSAC se 
Syracuse Herald-Journal x 2 _—-:1000-—Ss 14% x21% = no—(t+;—séiCA‘CYYSC ‘$e#Sé(se 
Utica Observer-Dispatch _% . 3 1000 -15'«x22% yess‘ 
Utica Press Xx C= 3 1000 1544x224 no Ass 

1 Combination only 1 set of mats necessary 2 1000-line minimum on 1 or 2 colors and black 

NORTH CAROLINA 
Asheville Citizen Times _ x ; 1000, -15%x21s ves TW 
Burlington Times-News _s 2 1000 15%x22)  #&#3=no All 
Charlotte News eG 4% page 15'2x2l's no Al 
Charlotte Observer _ re” 7 1000 15% x21 no All 
Fayetteville Observer _ x x 6 1000 15!> x21 no ThS 
Gastonia Gazette ; ee Se 4 1000 | 15% «2134 no All 
Goldsboro News-Argus _ ; x 4 1000 16x21 no All 
Lexington Dispatch ; eee Bee x 2 42 in. 16x20!» ; __ All 
New Bern Sun Journal x 2 _1000 15% 6x21 sno All 
Raleigh News-Observer x 5 1000 15%x2145 no MTWTFS_ 
Raleigh Times as x 5 1000 1576x214 | no Varies 
Rocky Mount Telegram x .  . £ 3 1000 15%*x22 yea A 
Salisbury Post ati era a ~ x 3 1000 15%*x21% so no—$<s CA $s 
Wilmington Star, News _ x x 2 44in. 15% x22% nos AS 
Wilson Times 7 ee. x 2 “4 page 15%%x20 nos‘ 
Winston-Salem Journal : 

Twin City Sentinel x x 4 3 _NoMin.415%x224% nos ATs“ 

Kannapolis Daily Independent _ —_ ‘x 2% page 15% x21 no ———sOA CS 
1 1000-line minimum on 2 or 3 colors and black 
NORTH DAKOTA 
Fargo Forum x 5 1000 , 15'4 x22 ———— All — 
Grand Forks Herald : : a x 3 ae No Min. 15! x22 _____—oe8 All 
OHIO 
Ashland Times-Gazette s F _-... ei... ™ = on 
Ashtabula Star-Beacon a x 6 1000 15% x21 no MTWFS_ 
\thens Messenger Caen BEBE es Sl Uwe eee 
Bowling Green Sentinel Tribune «x x Xx 7 1000 15%x21% yes =MTWFS 
Cambridge Jeffersonian : Lope Ss 3 4 page 15x21 __ yes MThS 
Canton Repository * x : ae 10001 15%jex22 yes = MTW__| 
Celina Standard a Se a 
Cincinnati Enquirer oe x 3 8402 15%x22% yes All 
Cincinnati Post cae: SS _10 840 -15% x22% yes All 
Cincinnati Times-Star “as See 2s 840-2 — 15x22 SS yes Sis AMC $s 
Circleville Herald ; mE es Ee !6!hCUl( OR ET ee 
Cleveland News —- pra “ole ee 2 1000 215 8jgx21 yes All 
Cleveland Plain Dealer i (i—(‘i;;!!C(UKhhChLhLhUum hhh 000 1S gx no All 
Cleveland Pres —“‘“‘™OR...|©€©C©RN.U©€©€©Um©rULU€6€6U4M€ ~~ (10001 614% x22!) yee All 
Cleveland Shopping News KC KC 5 604154 x213%— yes All 
Columbus Citizen a zs « 2 S84 15% 22% yes ss All — 
Columbus Dispatch - ae 7 1000154 x22) C—O 
Columbus Ohio State Journal ek Bae 1000 15% x21'hi_ yes All 
Columbus Star—Tabloid x i x 8 600 10% x15% yes All 
Dayton Journal Herald x x 210003154 x21 yes Al 
Dayton News x x x 3 1000 4 15%x225i¢ yes All oa 
"lyria Chronicle Telegram x 3____ 1000157 4gx22 no Al 
Findlay Republican-Courier | ss 5  _% page 15% x21 no All 
fremont News-Messenger KO KOK 1000, 15%sx21_ nto AS 
ronton Tribune __ ITE. TD 4 1000 15% x22, sino All 
Lancaster Eagle-Gazette x x 2 “4 page 16x21 no Al 
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sta 
Circulations. F 


£23 NORTH WACKER DRIVE 
tement is subject to 3 


AUDIT BUREAU OF CIRCULATIONS 


§ CHICAGO 6, ILLINOIS 
udit by the Audit Bureau of] 
form. 


‘or Audit Report refer to latest white paper 


z . ce, Publisher’s Statement—Newspaper 
NW: 6 months ending March 31, 1953 
a ewe ns pan: 


time of editions: Sunday Issue for March 1 


5, 1953 


8. Average net paid circulation: | Evening | Sunday _ 


See Par. 9 
CITY ZONE 
Carrier Delivery by independent car- 
riers fili ists....-++: 90.004 0seseeee 222,472 219,592 
Dealers & not é 8,517 
Street Vendors ..------++*""" cccccecel 16,113 
Pub s Sales....---- — 129 
Mail Su FOMS.. occ eee eeeee® onset 13 
Total City Zone 
Population # 866,960 247,244 239,78 


RETAIL TRADING ZONE 


Carrier Delivery by independent car- 
riers filing lists. ...-++> eoeere eoeeeer 42,428 
Dealers & Carriers not filing lists...--! 5,399 
Mail Subscriptions eeeeeevevee ecvesveesere 1,376 
Total Retail Trading Zone 49,203 
Population 622,798 
Total City & Retail 
Population 1950 Census 1,489,758 296,447 
ALL OTHER 
Carrier Delivery by independent car- 
riers filing lists eoevee nceaceseoeet ss" 31,116 79,689 
Dealers & Carriers not filing lists....- 6,101 54,918 
Mail Subscriptions.....-+-:+...7"7""""* 5,541 2,324 
Total “All Other” 42,758 136,931 
Subscriptions to Armed Forces (orders 
for 11 or more only) ..-essereereeee 
TOTAL NET PAID excl. Bulk 
(For bulk sales, see Par. 10) (a)339,205 466,928 
AVERAGES BY QUARTERS: 
ber 31, 1952 337,603 464,159 


October 1 to Decem! 


7 ae 2ne9 


AN QER 469.696 


9. Net FE 


Service Cop 


Run & 


Advg. Agencies, 
Total Arrears, Service © 


12. (a) & (b): See reverse side. 


(b) Basic price by mail in city 


4-8 Dacian neice hv mail in all ot 


zone: Same a 


13. (a) Basic |By Mail in Retail Trading Zone| 
Prices: 1 Yr.|6 Mos.|3 Mos.|1 Mo. 
E. &S..... $20.30 $10.90 $6.25 $235 
E. only 12.50 7.00 4.00 1.50 
Ss only 7.80 3.90 2.25 85c 


s by mail in Par. 13(a 
her zone: Same as by mail in Par. 13(a). 


Cama 


MEDIA RECORDS 


LEADERS IN ADVERTISING IN THE Us Ss 
FOUR MONTHS - 1953 


TOTAL ADVERTISING 


Milwaukee Journal 


Chicago Tribune 


Los Angeles Times 


Miami Herald 
New York Times 


Washington Star 


Cleveland Plain Dealer 


Detroit News 


Philadelphia Inquirer 


Baltimore Sun 
IL 


(E & S) 


Milwaukee Journal 

New York News (See Note) 
Washington Star 

Chicago Tribune 

los Angeles Times 


6, Miami Herald 
7, Baltimore Sun 
Houston Chronicle 


9, Detroit Nows 
New Orleans Times-Picayune 


(g & S) 


hy mail in 


a THE MILWAUKEE JOURNAL 
cading US Newspaper in A 'vertising Linage Since 1949 
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1 1000-line minimum for spot color —full page minimum for process color 


2 2 of 3 colors and black, full page minimum 


3. 1000-line minimum, 


4 Page minimum, 


3Colers 2 Colors Closing Minimum Actual 
and Black and Black Slack Days in Size Printing Used in National 
Full Page Full Page and One Advance Unit Plate Editorial Ads are 
orless ertess Coler of Pub. Acceptable Size Printing Available 
onto (Cont.) 
| |” ieateereiaeaceramammans A TST sa | COM no _—sASW 
Mansfield News Journal __ +e xs 2 Page 15%x22% no All 
Marion Star ia es lu Ce All 
Martins Ferry-Bellaire 7  i¢ia 
Times Leader x 2 1000 15% x224 6 _ 
Mechanicsburg Telegram — aL ate? Te — 
6-column page Re i 3. Page _12%x!18 no _ MW 
Middletown Journal | £ PARIS ERY Catia J 1000 15!) 44x22 no MTWF 
Newark Advocate & Amer. Tribune —“‘—‘“—;~stSSSCS*S™*SC SCN Min, 1 21 nt All 
Portsmouth Times = CU KC™CtS Saree yee 15422 sno SE MTWTF 
Sidney News a Rete Ga i . 1% pageS 16x21 = = no CA 
Springfield News,Sun—“(‘<W™!w!WOWWWWWWVUm™.OUWU4 CP age 15% x22% "Saar we i 
Toledo Blade & Times x x x 7 1000 15% x22%%¢ yes _ All 
Warren Tribune Chronicle =~ =  « #=x i 3 1000-154 x22 a Ty 
Washington C.H. Record Herald * 3 1000 15% x21% no _ hl 
Wilmington News-Journal ae 1000 iT ae “eee Te 
_ en lmeemampemmen cereammeaas x 1 % page 15'5¢x21 no __ ; te 
Youngstown Vindicator = ik )St—‘i«iaC*S i 5  Page6 15%x224% no | All 
Zanesville News ; x 1 ee ree _ Alb 
Zanesville Times Recorder & Signal x 2 800 «15% x21 ino All 
1 Minimum size —2 or 3 colors and black —full page 
2 Minimum size—3 colors and black —full page. 
3 Minimum size—2 colors and black —full page. 
4 10006-line minimum for spot color —full page minimum for process color. 
| Page minimum on 2 or 3 colors and black. 
Page minimum on 2 of 5 colors and black —1000-line minimum | color and black 
OKLAHOMA 
Ada News Se a I: Tae Oe 16x21 . All 
Ardmore Ardmoreite Te eT “ok eee ||US el, 
Blackwell Journal-Tribune mF i Sa, aie Re — “RS “me Te 
Duncan Banner OS Se ing ee a ( page 15% x21_ no ' 
Enid Eagle, News Lae i Say bow ~1000 16x21 no 
Lawton Constitution, Press x 2% page 15'4x20'l, yes a 2 
Miami News-Record i 9s y é x <7 1000 16x21" yes __ All 
Muskogee Phoenix Times Democrat x x _ 3. NoMin. 15x21 yes _ All rf 
Norman Transcript TS. a Fe x 3 1000 16x20%4 yes All 
Oklahoma City Oklahoman Times x x ae 3 10002154 x21" yes All 
Okmulgee Times __ eo x 2 800 15% x21% yes All 
Ponca City News _ ia -. 3 5883 = -:16x21 no Al. 
Shawnee News-Star Sn ae eB x 6 10004 15% x21 no STWTFS | 
Tulsa Tribune, World = si s x 5 1000 15% x21"% ves All 


2 colors and black 


2 colors and black 


OREGON 
Albany Democrat-Herald = kX si 23 ...3 ee 
Astoria Astorian Budget Bot ae ie 3 NoMin. 16x21 yes | a 
Eugene Register-Guard Pw x x 3 602 14% x21 yes All 
Grants Pass Courier _ ae what x 2 588 154x21% no __— All 
Klamath Falls Herald & News 5 ae Co. ee 560 15'4x21_——_—syes _ All 
Medford Mail Tribune = CU KC 2 4 pagel 16x21 no |)ds MTWTF 
Portland Oregon Journal sé _ x . 3 Page2 14!» x21"4 yes All 
Portland Oregonean x x x 2 Page 2 1413 6x21 yes All 
Roseburg News-Review _ x x 3 No Min. 16x21 no All 
Salem C apital Journal x . . _£ 2 _\% page 14% x21%4 no All 
Salem Oregon Statesman XC KC 2. 600 14% x21s no _ Al 
1 2 colors and black, ') page minimum 
2 2 of 3 colors and black, full page minimum. 
PENNSYLVANIA 
Allentown Call Chronicle oe en x 7 Page —s-15') x21"% yes MTTF 
Altoona Mirror x x 2 1000 16x21 no MTWTF 
Ambridge Citizen x 3 No Min. 16x21 no All 
Beaver Falls News-Tribune x 1 800 16x21 no MTWS | 
Beaver Valley Times é x 2 No Min. 15!) x21!» yes MTWS 
Brownsville Telegraph rita OME x 1 Page 16x20" no _ All 
Ellwood City Ledger 3: See x 4 4% page 1644 x21'4 no All 
Erie Dispatch : Sa x 10 % page 14% x21% 1 yes _ Sa 
Erie Times ie: Se x 3. _—-:1000 15x22, sin All. 
Harrisburg News, Patriot = Pee re 5 1000 14% x21" ~no__—sAS‘MWW 
Lancaster New Era, 
__ Intelligencer Journal ere oe . _-F 8002 14x21% yes __ All 
Latrobe Bulletin x 2% page 15% x21% no MTWFS 
RN RR Re eam a 3. NoMin. 15'x21_ yess AAS 
McKeesport News _ ee Se x _* 3 1000 14% x21% yes Al 
Monessen Independent ae et x 3 'y page 16x21 __ yes MTS ___ 
New Kensington Dispatch aa x x 6 1000, W584 x21%s yes _ == 
Oil City Derrick, Blizzard = ki x 2 1000 154 x21% sno Al 
Philadelphia Inquirer cee ne x x 10 Page 14%x22% yes §MTTS _ 
Philadelphia News— Tabloid x 2 'o page 10% x14% no All. 
Phoenixville Republican. x 3 ', page 16x21'» _no __MTWFS_ __ 
Pittsburgh Press neti x4 x4 x 3 _-1000 154 x22 yes = =MTWF 
Pittsburgh Post-Gazette __ x x _. 3 1000 15x21'y yes _ All - 
Pittsburgh Sun Telegraph x 3 1000 14746x22"/; no All 
Pottstown Mercury ees Sot x x 2 1000 s15x21 yes _ All 
Pottsville Republican ss x 4 Page 15% x21 no _ TW 
Scranton Tribune a x x 3 4 page 15'9x2144¢ no MTWTFS 
Uniontown Herald, Standard x 3 1000 155 jgx21'o aay ae 
1 Effective August 1, 1953 — present size 15). x 22°. 3 2 colors and black not available on Thursday 
2 2 or 3 colors and black, full page minimum 4 Available about September 1, 19535 
RHODE ISLAND — No Color 7 
SOUTH CAROLINA 
Anderson Independent Mail x x 3 lpage 15% x217%@ yes All 
Charleston News & Courier _ x x 4 1000 15 'bigx21 '¢ no All 
Columbia Record, State x 3 1000 _15'iex21'o no All 
Florence News aCe x 3 1000 15%x21 no MTWTFS 
Greenville News, Piedmont mrs x 2 1000 15%x21% = no TWTaFPS 
Orangeburg Times & Democrat x x x 3 Ypagel 16x21  _—_—_—riyes c >a 
Rock Hill Herald EE ERE a es me 8 8 060606[—/-—e All 
1 Available shout September 1, 195: 
SOUTH DAKOTA 
Aberdeen American News | erate x 1 1000 1534 x22 yes All 
Mitchell Republic ee ee ae 2 1000 «1584 x21! no MTWT 
Rapid City Journal ; x 3 1000 15%« x21% yes All 
Watertown Public Opinion aati x 2 1000 15% x21% no ~All 
TENNESSEE 
Chattanooga News-Free Press Times x x x 2 500 16x21"4 no All 
Clarksville Leaf-Chronicle x 1 1000 16x21" no _MTFS 
Cleveland Banner x 2 No Min. 16x21 no All 
Columbia Herald a 4 1000 16x21" yes MTWFS 
Elizabethton Star x 2's page 16x21" ves All 
Jackson Sun 7 x x 2 1000 15% x20% yes All 
Johnson City Press Chronicle x x x 3 1000 15!) igx224i6 no __ All 
Kingsport Times, News x 2 _ 1000 15%x22% sys _All 
Knoxville Journal : x x 7 1000 154% x22% yes — All 
Knoxville News-Sentinel x Seer 1000 1544222% no All 
3 — x x 5 _—-1000 15% x22'¢ yes | MTWS 
Morristown Daily Gazette-Mail x = 15 80 in. 15%) x19% “ee @ 
Murphysboro News Journal x _s 2 560 «16x20 yes All 
Nashville Banner, Tennessean x . » 2 1000 15% x21% yes All 
oe, 


TEXAS 
Abilene Reporter-News x 
Amarillo Globe-Times, News _ ee 
Austin American, Statesman __ 
Beaumont Enterprise, Journal x 


Big Spring Herald vs 
Brownsville Herald 


Bryan Eagle 

Corpus Christi Caller, Times 

Cuero Record : 
DallasNews ~~ ” 
Dallas Times Herald = —iK~S 


Dallas Wall Street Journal — 
Denison Herald ’ 
Denton Record-Chronicle 
El Paso Herald Post, Times 


Fort Worth Press “os soe 
Fort Worth Star-Telegram  ——~» 
Galveston News, Tribune aie 
Harligen Valley Morning Star 

Houston Chronicle ‘2 x 


Houston Post 


Houston Press _ 


Laredo Times —™ x 
Longview Journal, News 

Lubbock Avalanche, Journal x 
Lufkin News 

Marshall News Messenger 

McAllen Valley Eve. Monitor x 
Midland Reporter-Telegram 

Odessa American i x 


Palestine Herald Press 
Pampa Daily News _ 
Paris News 
Plainview Herald 


Port Arthur News x 
San Angelo Standard, Std.-Times x 
San Antonio Express News x 
San Antonio Light x 
Sherman Democrat x 
Snyder News ae 

Temple Telegram x 
Texarkana Gazette News x 


Tyler Courier-Times Telegraph 
Vernon Record __ 
Victoria Advocate 
Waco News, Trib., Times, Herald x 
Wichita Falls Record-News, Times x 
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UTAH 


Logan Herald-Journal _ 

Ogden Standard-Examiner x 
Provo Herald 

Salt Lake City Deseret News x 
Salt Lake City Tribune, Telegram x 


VERMONT 
Burlington Free Press 
Newport News Press, Times Herald 


VIRGINIA 
Covington Virginian 
Norfolk Ledger- wun 
Virginian- Pilot ; x 
Portsmouth Star | 
Richmond News Leader 
Times Dispatch Ye 
Suffolk News-Herald — 
Waynesboro News Virginian. 


1 1 color and black —1000-line minimum 


WASHINGTON 
Aberdeen World | x 
Bellingham Herald | 
Bremerton Sun __ _& 
Centralia Chehalis Chronicle _ x 
Everett Daily Herald 
Kennewick Tri-City Herald _ 
Longview News : - x 
Olympia Olympian od 
Seattle Journal of Commerce 
Seattle Post-Intelligencer i x 
Seattle Times __ om x 
Spokane Chronicle, Spokesman-Review x 
Tacoma News, Tribune 
Vancouver Columbia & Sun 


Walla Walla Union-Bulletin x 
Wenatchee World _ x 
Yakima Herald Republic _ x 
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2 2 colors and black, 1680 lines—3% colors and black, full page 
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4 1 color and black —1000-line minimum 
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Beckley Post-Herald, 

Raleigh-Register 
Bluefield Daily Telegraph 
Charleston Gazette 
Charleston Mail _ 
Moundsville Daily Echo 
Wheeling Intelligencer, 
__News-Register 


WISCONSIN 
Antigo Journal 
Appleton Post-Crescent 
Beloit News 
Chippewa Falls Herald-Telegram 
Eau Claire Leader, Telegram 
Fond du Lac Commonwealth 


Reporter i 
Janesville Gazette _ ; A 
Kenosha News __ § 
La Crosse Tribune x 


Madison Capital Times, _ 
Manitowoc Two Rivers Times 
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WISCONSIN (Cont.) ae 
Sheboygan Press x x 3 10002 15% x21 yes MTWFS _ Winnipeg Tribune ee Se ee Rae \% page  15!\i¢x22 . = 
Superior Telegram n 2 560-144 x20% 3 yes ae ———— 
Waukesha Freeman x 7 1000 15% x21 no TF NOVA SCOTIA 
MTFS by special arrangement. 3 Present size 15% x 20’ —change date not definite. Halifax Chronicle-Herald, Star x = KX OdWO 1000 14 '5jgx 214 , ——e 
} 1000-line, 1 color and black—full page, 2 colors and black. acts 
ONTARIO 
WYOMING London Free Press ae ae SS | 4 600 15%x21%) = nos xMOTFF 
Casper Tribune-Herald x 7 1000 155%x21 no MTWF Fredericton Gleaner et ae eee eee ee Sl ee _ All 
Cheyenne Eagle, State Tribune WindsrStar ..  « «x 4 Page 5%x2i yes Al 
and State Leader x 2 60 in. _15'¢x20'4 yes __—_—Aill Toronto Star Weekly 5 aks pietani x 5 Page 16x22 no Tu 
Laramie Bulletin—Tabloid x 3 1000 10's x16 yes TWTFS Kitchener Record __ x a ~x 4 1000 15%x21% sno All 
Laramie Republican Boomerang x 3 1000. 16x21 no Ss MT WTF Cornwall Standard Freeholder x x 4 1000 15%x2l1 sino MTFS 
Rawlins Times x x x 5 840 10x16 no a Owen Sound Sun-Times = x 2 100016 x20% yes MTWS 
eck Springs E ¥ = 2 1 ae = MalE 1 Applies only to 3 colors and black—no minimum for 1 or 2 colors and black. 
SASKATCHEWAN 
“ee, Albertan x x x 2 1000 15% x2134 no All Saskatoon Star Phoenix x 2% page 155221 no AM _ 
BRITISH COLUMBIA ALASKA 
Nelson News x 1 No Min. 16x20% yes _ All Fairbanks News-Miner 2 x x 2 _% paget 15%x20% yes  MThFS _ 
New Westminster British Columbian x 2 NoMin. 154x19% —_—iyes i 1 % page minimum for 1 color and black. 
Trail Times ‘ x 2 4 page 15%x214% yes Al — uanidel 
News-Herald a a Se 1415(x22 yes All 
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Vancouver Sun x x xx 2  %page 14%x22% yes Al Honolulu Star Bulletin: a 7 1000 5x2) yes SA 
Victoria Colonist, Times Om x 10-1000 '15%sx22% _—iyes All 1 Applies only to 3 colors and black—1000-line minimum for 1 or 2 colors and black. 
The above tabulation is taken from the June 15, 1953, revision of a report prepared and published 
by Lake Shore Electrotype division of Electrographic Corp., 1224 W. Van Buren St., Chicago 7. The 
original Lake Shore report on r.o.p. color requirements was published in October, 1951. 
This revised report contains color specifications for U. S., Canadian, Hawaiian and Alaskan news- 
papers, and is based on information supplied by the advertising directors and mechanical superin- 
tendents of more than 1,000 papers that responded to questionnaires submitted by Lake Shore. The 
report lists 601 daily papers that print two colors, 301 daily papers that print three colors and 221 
dailies that print four colors. 
In addition to the data shown above, the report also provides information on such mechanical re- 
quirements as (1) number of progressive and color proofs required; (2) method of molding, hot or 
cold; (3) whether or not a masthead is mandatory, and (4) type of press packing used. 
Copies of the complete report can be secured from Lake Shore Electrotype. 
rey ; s s to sell” and so on. mand. Ferriss Named Temco A. M. 
British Retail Furnishers Set Up 40 Point “When such a comparison is| “Conversely,” Mr. Sheridan adds,| wijliam H. Ferriss, formerly 


Code to Regulate Trading and Ad Practices 


New York, June 23—Criticism | 
of current advertising in the Brit- 
ish retail furnishing trade has re- 
sulted in a new 40-point code of 
trading practices issued by the 
British National Assn. of Retail 
Furnishers. 

Writing in Retailing Daily, Mi- 
chael Sheridan of the London bu- 
reau of Fairchild News Service, 
says: “This is the first code of its 
kind to be issued for the trade 
here and, with the backing of this | 
powerful retail organization, is 
likely to become standard prac- 
tice. 

“The code makes it an offense,” | 
Mr. Sheridan reports, “to describe | 
goods or services as ‘free gifts’ if) 
the prices of the main goods have | 
been adjusted to include even part 
of the cost of such ‘gifts.’ 

“Even when goods really are. 
free, the association recommends | 
use of the expression ‘inclusive 
price’ to cover both main goods 
and gifts. | 


s “Particularly significant,” Mr. | 
Sheridan says, “is the section of 
the code dealing with description | 
of timbers. This has been partic-. 
ularly lax since the introduction | 
of ‘new’ timbers because of a post-| 
war shortage of traditional woods. 

“The new code demands that. 
timber finished to look like an-| 
other must be correctly described. | 

“Chestnut and ash may no long- 
er be described as ‘oak,’ and pine 
or birch finished as walnut must 
be described as ‘grained, painted 
or polished’ as walnut. 

“If case goods are made from 
more than one timber, the fact 
must be stated. An oak sideboard 
with elm sides must not be said to 
be oak without qualification. 

“In using terms attributing cer- 
tain qualities to goods,” the code 
says, “retailers must insure as for 
as possible that the merchandise 
does possess these attributes. If, 


after normal use, they are shown 


not to possess them, the retailer 


must replace them or refund the 


price.” 


s “Another important section,” 
Mr. Sheridan says, “deals with di- 


mensions. Beds and bedding may 


no longer be described merely as 


‘double bed size’ or ‘single bed size’ | 
unless the actual measurements 
are quoted.” 

The association regards “the 
abuses of comparative prices” as 
the most important single form of 
misrepresentation in the retail 
trade. 


This may take the form, the. 
association says, of a simple quo- 
tation of two prices, the higher 
one being deleted or modified by 


inclusion of expressions such as 


made,” the code says, “the higher 
price quoted or implied must be 
that at which exactly similar mer- 
chandise has been on sale for a 
reasonable time at the retailer’s 
own shop or elsewhere.” 


es Similar provisions, Mr. Sheridan 
reports, “are made in respect to 
offers during sales ‘events,’ ‘weeks,’ 
or ‘anniversaries.’ ” 

The code condemns bait offers 
and makes it obligatory to state) 
the number or quantity of goods 
available if this is likely to be 


“suggestions that supplies are es- 
pecially limited may no longer 
be made as an inducement to buy. 
All statements of quantity must 
be strictly accurate. For example, 
a £10,000 sale must mean that 
goods to the total value of at least 
£10,000 are offered.” 


Joins Western Advertising 


Charles W. Stubbs, formerly ac- 
count representative for Western 
Lithograph Co., Los Angeles, has 
been appointed an account execu- 
tive with Western Advertising 


“usually,” “previous price,” “made lower than the anticipated de- | Agency, Los Angeles. 


copy chief for the men’s advertis- 
ing department of General Shoe 
Corp., Nashville, has been ap- 
pointed advertising manager for 
Temco Inc., Nashville, maker of 
Temco gas floor furnaces, wall 
heaters and space heaters, effec- 
tive July 15. Mr. Ferriss succeeds 
Marvin Smith, who has resigned 
because of ill health. 


Gray & Rogers Adds Partners 


Thelma Beresin, public relations 
director for Gray & Rogers, Phil- 
adelphia agency, and David B. 
Arnold, media director, have been 
|mamed agency partners. 
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WATERLOO, IOWA 


w 


CARRIED More LOCAL GROCERY 
LINAGE.... THAN ANY OTHER 
IOWA DAILY 


WATERLOO DAILY 
COURIER 


Note: For the first 6 month period of 1952 the Courier had 
167,944 lines of tie-ins in 6,195 insertions. 7 


Here's the proof. Here is one of the richest, most profitable 
A market covered only by the 


By the way, if you want to know how the Des Moines and 
Sioux City papers ranked, drop us a line. We'll be glad to give 


Brooks & Finley, Notional Advertising Representa 
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p Families in Survey | 
us U Ry MA ¢ C 4 E D _ New York, June 23—American 
Home readers are overwhelming- | 
ly in favor of a sedan car, accord- | 

in GROWTH 


A g 
} 


Sedans Top Choice 
for ‘American Homes’ 


'the magazine, shows that 93% 
own automobiles already; 73.9% 
of these own a sedan, and 82.5% | 
_planning to buy a new car intend 
to buy a sedan. | 
Women are chiefly interested in 
“ease of operation” (61.8%) when 
considering a car, although exter- 
ior appearance and comfort also 
affect their choice. Men place more 
emphasis on past experience 
(59.3%) and economy of operation | 
(59.1%), although economy of up-| 
-keep and a good trade-in value 
-also largely influence their choice. | 


that publication. 
| The report, based on the an-. 
swers of 1,597 families which read 

ing more than 700,000 circulation, The 

Elks had the greatest circulation gain 

for the 3 years ending June 1952. 


LINAGE INCREASE! 


The Elks Magazine added more linage 
in 1952 over 1951 than any of the 11 
other leading monthly magazines in the 
fraternal, outdoor and general groups. 


@ The reputation of the dealer and | 
| manufacturer carries more weight | 
| with the men—swaying 42% of | 
the male buyers as against 29.8% | 
_of the women. A heater is a first 
choice in extras by both sexes, and | 
both give equal preference to turn | 
‘indicators, radios and_ backing. 
| lights. | 
_ More men prefer speed and pow- | 
er in a car than women. Decision of | 
make and model of a car is made. 
jointly by husband and wife in 
63.2% of the families questioned. | 
TV Permit to WERE, Cleveland, 
| WERE, Cleveland, has been) 
granted a_ construction permit 
from the Federal Communications | 
Commission for a TV station on) 
/Channel 65. 


MAGAZINE 


New York © Chicago ¢ Detroit ¢ Los Angeles 


Things have changed 
in ARKANSAS, too! 


Arkansas has come a long way since the old 
“mule-and-plow” days — the majority of farms 
are now far more mechanized ... electrified .. . 
prosperous. Result: Arkansas Farm Income is 
132.3% greater than it was ten years ago — or 
a 16.0% greater increase than for the Nation as 
a whole.* 


There have been other changes in Arkansas, 
too. Almost all the State can now be covered 
with one radio station, KTHS in Little Rock — 
now CBS and the only Class 1-B Clear Channel 
station in the State. KTHS offers primary day- 
time coverage** of more than a million people. 
Secondary, interference-free daytime coverage+ 
adds 2,369,675 people and includes practically 
all of Arkansas! 


Write direct or ask The Branham Company for 


Advertising Age, June 29, 1953 


Getting Personal 


all the facts on the big, new KTHS! 


*U. S. Dept. of Agriculture figures. 


**Half millivolt | 


+One-tenth millivolt 


50,000 Watts - - - CBS Radio 


Represented by The Branham Co. 
Under Same Management as KWKH, Shreveport 
Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 


KT 


BROADCASTING FROM 


LITTLE ROCK, ARKANSAS 


; | 


Martin B. Monroe and Arthur Dawson, radio account executives 
with WOR, New York, have reached enviable milestones. Each has 
just been credited with bringing in his 1,000,000th dollar in net 
billings since joining the station. They received inscribed watches to 
mark their initiation into the “Million Dollar Men” club... 

Dorothea Mitchell, president of the Woman’s Advertising Club of 
Toronto, and J. Jay Fuller, president of his own Buffalo agency and 
a past president of that city’s ad club, were married in Toronto, 
June 6... 

American Federation of Television & Radio artists has bestowed 
the second honorary membership in its history, this time to former 
V.P. of the U.S. Alben W. Barkley, of “Meet the Veep” fame... 

Frank H. Burns, v.p. of Forbes magazine, is the new president of 
the Maine Society of New York... 

Radio Corp. of America chairman David Sarnoff received 
an honorary doctor of engineering degree from Drexel Institute of 
Technology, where he gave a commencement address. .. 

Millie Trager, public relations director for Raymond Spector Co., 
takes a six-months leave of absence July 1 to travel in Europe and 
the Near East and finish her book on publicity... 

Also traveling is Cowles Magazines v.p. S. O. “Shap” Shapiro, who 
is spending four weeks with Mrs. Shapiro on a trip through Israel, 
Italy, France and England... At the same company, Look editorial 
director Dana Tasker received the Amherst College medal for emi- 
nent service at the school’s 132nd commencement exercises. .. 

Frederic H. Rider, assistant ad manager, Brooklyn Union Gas Co., 
has been appointed chairman of public information for the Brooklyn 
Red Cross chapter... 


RETIREMENT—More than 30 publishers’ representatives gave a testimonal dinner to 

L. A. (Bert) Weary, second from left, June 10, on the eve of his retirement from This 

Week Magazine. Pictured with him are (left to right) Hal Wheeler, Vogue, Ray 
Clark, Puck—The Comic Weekly, and Al Butter, McCall’s Magazine 


Kenyon & Eckhardt chairman Thomas D’Arcy Brophy, also presi- 
dent of the American Heritage Foundation, has been elected a life 
member of Massachusetts Institute of Technology Corp. He has 
been an alumni term member for five years... 

One of the winners of a Harvard Nieman fellowship is Harold M. 
Schmeck Jr., reporter for the Times-Union, Rochester, N. Y. His 
father is an account executive with Batten, Barton, Durstine & 
Osborn... 

Lloyd S. Howard, boss of LSH Associates, New York, and his 
staffers got a chuckle recently when a befuddled, bewildered, but 
beautiful June graduate—out on an interview from an employment 
agency—wandered into the office and asked, “Is this the J. Walter 
Thompson Co?” She didn’t understand the burst of laughter from 
Mr. Howard, who directed her two blocks east to 420 Lexington 
Ave... 

Howard Browne, editor of the fiction group for Ziff-Davis, is 
writing “Thin Air,” a whodunnit novel with an advertising agency 
locale. Cosmopolitan will run it as a 30,000-word novelette in 
October and Simon & Schuster will publish it next spring. In the 
past, Mr. Browne has written under the pseudonym of John Evans. .. 

Leonard Dreyfuss, president of United Advertising Corp., has 
been elected v.p. of the New Jersey state chamber of commerce 
and a member of its executive board... 

When Leonard Magnuson, new president of International Affilia- 
tion of Sales & Advertising Clubs, arrived at the affiliation’s meet- 
ing in Hamilton, Ont., he received a surprise—he became a grand- 
father twice. His son’s wife gave birth to twins. The senior Mr. 
Magnuson also is the father of twins, both of whom are on military 
duty in Japan... 

The Canadian clubs in convention began each meal with a toast 
to the Queen and to the President of the United States. But three 
gentlemen from Milwaukee—Les Falk, Al Herr and Jim Dornoff— 
were observed to raise their glasses a third time and whisper ex- 
uberantly, “The Milwaukee Braves”... 

It’s likely to be a long time before W. E. (Mac) McCauley of 
Sawyer, Ferguson, Walker Co. forgets this year’s San Francisco 
Chronicle tour for advertisers and agency men. S-F-W represents 
the Chronicle, and Mac helped steer the party out from Chicago. 
He came back with more mementos than he had figured on: (1) 
some 200 color shots which he took of the crowd and the scenery, 
and which he plans to show at a luncheon in Chicago; (2) an auto- 
graphed print, off the original negative, of the famous Iwo Jima 
flag-raising picture taken by Joe Rosenthal, Chronicle photographer, 
and (3) a broken shoulder suffered when he tripped on a cobble- 
stone on Sutter St. and did an unpremeditated dive into the pave- 


ment... 
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REWARD: 


Stable Fly: Reduced Iowa livestock profits 
by more than $200,000,000 in the last 10 
years. Habitual criminal and still at large. 


Also Be On Watch For: Cutworm, Wire- 
worm, Sweet Clover Weevil, Alfalfa Leaf- 
hopper, Corn Earworm, Grasshopper, Corn 


For Information Leading to 
The Arrest of These Pests 


Corn Borer: Robbed Iowa farmers of more | Leaf Aphid, White Grub, Seed Corn Maggot, 
than $400,000,000 during the past 10 years. 

Credited $30,000,000 worth of damage in | 
1952. More damage likely in 1953. 


Corn Rootworm: Charged with damage 
amounting to more than $300,000,000 since 
1943. Long record of thievery. Apparently 
growing bolder. 


Horn Fly, Heel Fly, House Fly. 

Chemical insecticides point the way to 
more effective control. 
er and Iowa Homestead tells farmers how to 
use them. 


In a survey conducted by the Statistical 
Laboratory of Iowa State College, 60.5 per- 
cent of Iowa farmers said they depended 
most on WF&IH for “information on weed 
and insect pest control.” 
national magazine) scored 9.3 percent. 


Iowa farmers are out to catch and kill more 
thieves this year. The rewards add up to 
millions. 


And Wallaces’ Farm- 


Next in line (a 


Published by Wallaces’ Farmer and Iowa Homestead .. . . . Leading Farm Publication in Iowa . . . 


Des Moines, lowa 


More Kilowatts—More Corn 
More Pigs—More Sales 


One reason Iowa farmers raise more corn and more hogs than anybody else is 
that they use more kilowatts. And let’s face it . .. they have more of all the 


things it takes to be top farmers. 


All except the hired man. Electricity is taking the place of this vanishing 


American. 


Chores by lantern light took three times as long. That’s one of the reasons why 
farmers grabbed for electricity in the first place. Now practically every farmer 
who reads Wallaces’ Farmer and Iowa Homestead has electricity. And that means 


just about every farmer in Iowa. 


But lights were just the beginning. 

Once farmers learned what could be 
done with Edison’s pet, they went on 
from there and really hooked into the 
line. 


Look at these items: Heat Bulbs for 
baby pigs, Electric Welders, Corn Dry- 
ers, Seed Cleaners, Fanning Mills, Wa- 
ter Systems, Chick Brooders, Milking 
Machines, Shop Tools, Ventilators, Barn 
Cleaners, Milk Coolers, Air Condition- 
ing, Refrigerators, Freezers, Vacuum 
Cleaners, Clothes Dryers, Washing Ma- 
chines, Mixers, and just about every- 
thing else you can find in a good Corn 
Belt electrical appliance store. 


How much of this labor saving juice 
do Iowa farmers use? A Census Study 
of WF&IH farm subscribers shows that 
these farmers pay almost three times 
as big an electric bill as the average 
U. S. farmer. (Exact figure is 2.96 
times the U. S. average.) For further 
details on this and other data from the 
special Census study, write for ““Measur 
ing the World’s Biggest Farmer.” 


Running water (piped, that is) is 
getting into farm homes and barnyards 
with the help of electricity. The Census 
shows that 65 percent of our farm sub- 
scribers had electric water pumps in 
1950. More now. (U.S. farms averaged 
only 37.5 percent.) 


Automatic hot water for dishes, for 
clothes, or to sluice the dust off the old 
man after a day in the field ... that’s 
coming into style too. In 1950, 29 per- 
cent of our Iowa farms had electric hot 
water heaters. Now more. 


Iowa farmers are natural born me- 
chanics. They keep looking for new 
jobs electricity can do, for new gadgets 
to hook up to the power lines. 


As early pig raising was revolution- 
ized by heat lamps . . . dozens of other 
revolutions are taking shape. 


Meanwhile the electric bill goes up. 
But who cares. 


Off the Cob... by George 


“Are you folks over the drouth yet?” asked 
an easterner from Indianapolis. No drouth 
in Iowa last year—or since 1936. Instead, 
Iowa had the biggest corn crop in history. 
We’re using it to feed out 25 percent of 
the nation’s spring pig crop. 

* * *x 


If you were selling manure spreaders, 
would you rather have your ad read by 
a farmer with no cows, with 1 to 9 
cows or with 10 cows or more. That’s 
the kind of information Wallaces’ 
Farmer and Iowa Homestead’s market 
analysis can provide. 

+ * * 


Recently hogs hit the highest price since 
1950. Makes it nice for the state with the 
most hogs. 
+ * 
An editorial-type ad will sometimes 
pull fewer readers than a conventional 
ad. All depends on how much help the 
copy gives the reader. There’s no 
magic in layout by itself. 
” * * 


How old is an Iowa pig when he’s weaned? 
And how much does he weigh? This in- 
formation may not sound important in 
New York, but it’s the breath of life to 
many feed men. If you’re interested, 
write us. 
a * ae 

If you sell cribs or bins .. . big cam- 

paign in Iowa now is to get enough 

cribs and bins built to handle the old 

crop of corn and the new crop that’s 

coming up. WF&IH is pounding hard 

on this. 

om a * 

We’ve been checking summer reading hab- 
its of farm people again. Women read 
about as much in summer as in winter. 
Men read almost as much, provided the 
editor keeps the copy short, timely, local 
and exciting. Ads of the same sort will 
get read, too. 


COW, nA + 


| a 
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Well Equipped? 


Seems as though Helen, on the left, daughter of Mrs, Royal Holz, of Greene 
County, lowa, is sort of excess labor with an electric dishwasher in the 
picture, The gas stove, electric refrigerator, new cabinet style sink and a 
halflozen other gadgets in the cupboards don’t make me think of grand- 


mother’s farm kitchen, 


Who’s Slaving Over a Hot Stove 
These Days? Not lowa Farm Wives! 


Today these homemakers enjoy most 
of the same conveniences as their city 
sisters, more of some, 

You’re probably remembering trips 
to the country in the so-called “good old 
days.” Then you saw women working 
over a hot wood or coal stove. 

A recent survey shows that only 3.5 
percent still use coal or wood burners. 

What about the rest? Bottle gas 
stoves, 39.1 percent; electric, 23.9 per- 
cent. Balance of total use combinations 
of fuels. 

And most likely, a ventilating fan 
keeps the kitchen clear of excess heat. 

You’d be surprised the way farm 
women these days look after big fam- 
ilies and help with the farm chores too. 

One young mother said that she 
irons hardly any of her children’s play 
clothes since she has a dryer... she 
takes them out before they are bone 
dry. folds and creases them, and puts 
them away. 


~1OWA HOP ESTEAD 


Des Moines, lowa 


Dante M. Pierce, Publisher 


Another young mother has her whole 
downstairs covered with linoleum. 

“When the children get a little older, 
we'll get carpeting,” she says. She has 
six children all under seven years. 

Farm meals are better than they were 
ten years ago. Good stoves, better ovens, 
made better cooks out of farm women 
just as it did the city gals. And no 
doubt recipes have improved a lot too. 

Home freezers have brought other 
changes. They’re filled with T-bone 
steaks and pork roasts, angel food cakes 
and apple pies. Other stuff too. 


There are fish Dad caught on his last 
trip up north with the “boys”; plus a 
lot of packaged delicacies from the 
super-market. 


And one farm family buy all their 
baby chicks so that they can have their 
own “fries” for the Fourth of July 
family picnic. 

A lot more of those 800 baby chicks 
they buy each year never grow to egg 
laying age. They vo into the freezer. 

In fact, farm women have all the 


things a city woman has—plus all the 


good food that comes fresh from their 
own yardens and orchards. 

Say, isn’t it about time you were 
paying a visit to Aunt Jennie out in the 
country? About meal time? 
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Advertise Your Company to Increase — 
Stock Ownership, Haskell Tells NIAA * 


| 


(Continued from Page 1) 


Outstanding points of the study, 


made by James E. Jump, whose Mr. Jump said, will cover policy 
research organization handled the considerations on handling inquir- 


study which will be released to in- 


ies and presentation of successful 


stitute members within the next) techniques based on case studies of 


few weeks. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$52,127,000 

effective buying income. | 
The Sun-Journal, New Bern’s only | 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO.: 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


32 industrial advertisers repre- 
sentative of all sizes and types of 
companies. 


® Tomlinson Fort, v.p., apparatus 
division, Westinghouse’ Electric 
Corp., speaking on what manage- 
ment expects from advertising 
managers, said that it expects ad- 
men to “exercise unusual self-con- 
trol over their department’s oper- 
ations”; that it expects admen to 
continue “development of criteria 
by which the results of advertising 
can be measured; and that it ex- 
pects admen to understand what 
it takes to make a sale at a profit 
and what it takes to make a dollar 
net after taxes.” 


3 


INDUSTRIAL ADMEN. On hand for the National Industrial Ad- 
'vertisers Assn. meetir, in Pittsburgh were (left to right) Ken 
Bayer, Oakleigh R. French & Associates; A. R. Tofte, Allis Chal- 
| mers Mfg. Co.; W. B. Montague, Jeffrey Mfg. Co.; Gene Weder- 


William C. Sproull, 
At right is H. F. 
William K. Beard J 


Alben W. Barkley, former v.p., Barrington Associates, which is 
of the U. S., told the conference conducting a study on industrial 
that “we are in the midst of a advertising budgets for the re- 
world-wide advertising contest be- search institute, gave some of the 
tween the democratic and the au-_ highlights of his findings. 

tocratic theories of government.” Few companies, Mr. Semlow 
Advertising, Mr. Barkley said, has said, are really satisfied with the 
justified itself through its contri- amount they are spending on ad- 
butions to the nation over the past 'vertising. Top management does 
|50 years, but it has its greatest;not have adequate yardsticks to 
challenge ahead. measure advertising expenditures; 


Walter J. Semlow, president, few companies have clean-cut, ba- 


Successful advertisers rate 


The Providence Journal-Bulletin 


an operating necessity in 


0 
(4 4 4, 


— — the nation’s 19th market 


PROVIDE 


The Providence 


With coverage of well over 100% in the 


A.B.C. Providence area alone, the Providence 
Journal-Bulletin is an operating necessity in 
the Providence-Rhode Island market. It's a 
city-state market—compact, stable and un- 
affected by nearby markets—that boasts re- 
tail sales of $821,208,000 and effective buying 
income of $1,246,147,000. 


For effective, responsive and economical 


coverage of New England's second largest 
market, use the ad medium that lets you put 
the sales pressure where pressure will do the 
most good—the Providence Journal-Bulletin, 
recognized for many years among the most 
productive in the country. 


Figures from 1953 Survey of Buying Power 


NC 


The Evening Bulletin 


JOURNAL- 
BULLETIN 


The Providence Sunday Journal 


Represented Nationally by WARD-GRIFFITH CO., Inc. 
Offices in New York, Chicago, Detroit, Philadelphia, Boston, Sen F ancisco and Atlante 


eit, Girdler Corp. and Tube Turns Inc., retiring NIAA president; 


Burroughs Corp., new head of the NIAA. 
Meyer, McGraw-Hill Publishing Co., with 
r., president of ABP. 


| sic, long-range sales objectives; 
little has been done to develop or- 
ganized methods for bringing 
about coordination of advertising 
expenditures, profit objectives, 
and plant utilization, he said. 
“Practically nobody thinks of 
advertising,” Mr. Semlow said, “as 
a means of reducing direct selling 
costs, reducing manufacturing cost 
\through more production, or as a 
‘vital help in reaching specific 


| growth or profit goals.” 


The projected study, he said, 
| will attempt to present answers to 
many of these problems, and par- 
‘ticular attention will be given to 
methods for securing consideration 
‘of advertising as an integral part 
of a company’s over-all subject. 


\@ K. J. Bayer, account executive, 
Oakleigh R. French & Associates, 
told the conference that “circula- 
tion and market figures and sur- 
'vey data are important, but we 
need more basic information that 
helps us determine for ourselves, 
and then to sell top management, 
on the fact that business papers we 
| are using do have a sound publish- 
‘ing philosophy behind them.” 
_ About 150 publishers, Mr. Bayer 
‘said, have prepared presentations 
based on NIAA’s publishers sales 
presentation form. About 100 of 
these, he said, are up-to-date. 
|'At least 1,000 more such state- 
ments are needed to enable adver- 
'tisers to have the benefits of a 
completely individualized presen- 
tation developed in standard se- 
quences, he said. 
_ Panel sessions on the technical 
aspects of industrial advertising 
and the annual banquet concluded 
the meeting. 
' Officers elected with Mr. Sproull 
include four v.p.s—Arthur W. 
Cowles, Carborundum Co.; Robert 
|C. Myers, U. S. Steel Corp.; Arne 
‘Oker, American Optical Co., and 
|Henry Tymick, Buchen Co. 

Kent S. Putnam, G. M. Basford 
Co., was elected secretary-treasur- 
er. 


Katz Agency Names Two 


Fred Nettere and Roger O’Con- 
‘nor have joined the television 
_sales staff of the Katz Agency, 
|New York radio-TV station rep- 
resentative. Mr. Nettere formerly 
was with the Wall Street Journal; 
Mr. O’Connor came to Katz from 
Avery-Knodel. 


Albany Assn. Picks Agency 
The New York Good Road 
Assn., Albany, has appointed 


Chapman-Nowak & _ Associates, 
Syracuse, to handle its advertising. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 


In 1952 the Morning Call carried 
more than 6,594,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
|people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST MORE Cass neereare THE CALL 


Nationally Represented 
WARD-GRIFFITH CO. 


The Ward-Griffith Co maintains offices 


in all principol advertising centers 
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Advertising Age, June 29, 1953 


|mewspapers last year reveals that, 16, has completed plans for its! 
more than 80% of the accounts 1953 “Best of Industry” contest for 
listed also used supplements in effective direct mail campaigns in 


ment budget represented as much 


Newspaper Supplements: 1952 Was a 
Good Year and ‘53 Looks Even Better —2v:,e:est represented as muen 


Cuicaco, June 24—Newspaper|total advertising space than for, 
supplements had a good year in the same period in 1952, and con- g Some changes in page size took 
1952, and it looks like 1953 will be | siderably larger amounts of space, place in the supplement field in 
even better. according to This Week. 1952 and early in ’53. The most 
The eight supplements measured notable change was made by The 
by Publishers Information Bureau # A new influence in the supple- American Weekly in May, 1952, 
—The American Weekly, Parade, ment field is the use of supple- when it abandoned its well-known 


’52. In some instances the supple- V@"ous industrial, consumer and 


farm classifications. All portfolios 
will be graded on the basis of a 
maximum of 100 points. 


|tiveness of objectives stated; 25 
|points for excellence of copy; 25 
/points for design, layout and ap- 
| pearance, and 20 points for plan 
‘and continuity. 


| 
} 


‘Expands Foreign Business 


Thirty | 


points will be counted for effece | ates, Chicago agency, has moved 


107 


Advertising Co., St. Louis, to di- 
rect its advertising. Previously, 
Maxwell Advertising Co., St. Louis, 
had the account. 


Rodgers Associates Moves 
Sherwin Robert Rodgers & Asso- 


to larger quarters at 60 E. Scott 
St. 


ROCKY MOUNT 


This Week Magazine, First 3 Mar- ments like those in the Locally- format and came out in four-color | Warner-Hudnut Inc., New York, | The LARGEST MARKET 


kets Group, New York Herald| Edited Group on a test basis, be- 
Tribune edition of This Week, cause of their market flexibility. 
New York Mirror Magazine, New As a result of these regional tests, 
York Times Magazine and Puck— many accounts have decided to go 
The Comic Weekly—had total ad national with ads in The Amer- 
revenue last year of $61,400,706, ican Weekly, Parade and This 


an increase of $1,854,890 over 1951. 
During the first four months of| 


Week. 


-rotogravure. Its page size was re- 
duced to 850 lines per page; this 
same page size was adopted in 
January, 1953, by the Locally- 
Edited Group, the First 3 Markets 
Group and the New York Mirror 
| Magazine. 


has divided its foreign business east of Raleigh and north of 


in 122 countries into three major Wilmington served exclusively 


geographical operations as a re- by its only newspaper the 


sult of expanding business. The) 
company’s pharmaceutical and cos- | Evening and Sunday Telegram 
SEND FOR OUR STANDARD MARKET DATA BOOK 


metic sales in the foreign field | 


amounted to more than $27,000,000 NORTH CAROLINA 


Supplements had a good year 


this year these same supplements ; ret riaee ‘ 
racked up $24,848,005 in ad AE both product and institutional DMAA Sets ‘53 Contest 


; advertising; a check of the 100) he Direct Mail 
enue, a fat $6,267,779 gain over ‘ p . : e uirec al 
the same oe of Vi leading national advertisers in’ Assn., 381 Fourth Ave., New York 


Advertising 


last year. 


Names Olian Advertising 


| John Bardenheier Wine & Liquor 
'Co., St. Louis, has appointed Olian 


Nationally Bepresented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers , 


These figures are only for the 
eight supplements or groups listed, 
and do not include revenue for 
such large and important groups as 
the Metropolitan Group (22-27 pa- 


pers) and the  Locally-Edited . 
Gravure Magazine Group (14 It costs 
papers). 


® Both food and drug manufactur- 
ers continued as strong users of 
supplements last year, with the 
former accounting for about 25% 
of all ad linage and the latter be- 
ing responsible for close to 33% 
of the total. Drug accounts using 
increased linage for institutional 
copy included Merck & Co., Sharp 
& Dohme, E. R. Squibb & Son and 
Druggists’ Supply Corp. 

Automotive linage was up in 
52, helped somewhat by the eas- 
ing of restrictions on automobile 
production. Motion picture adver- 
tising also got a boost last year, 
when several of the major pro- 
ducers bought supplement space. 

The Locally-Edited Group did 
some intensive promotional work 
among potential soft goods adver- 
tisers during the past year, and 
succeeded in adding accounts like 
Manhattan Shirt Co., Wilson Bros. 
Co., Fruit-of-the-Loom, Cannon 
Mills, etc. 


AD tess 


advertise and sell 


in the 


Canton, Ohio 


REPOSITORY 


| 
Fey —— 
Xv | 


s The promotional use of color 
continues to be the single most im- 
portant factor in the development 
of supplement accounts. The full- 
color editorial food pages used by 
the Locally-Edited Group have set | 
a new pattern in the supplement 
field. The American Weekly has’ 
redesigned its food pages, and now 
alternates between color and mon- 
otone, Parade uses monotone food 
pages, and This Week regularly 
features its food editor, Clementine | 


Paddleford. } 
This Week reports that four-| po ae 4 
color advertising in the first six. by 4 i 
months of this year represented ovesvinss 


BAST LON ve Oh 


50.45% of its total advertising. | ate 
with two-color advertising ac- 
counting for an additional 11.44%. / 
This color advertising sane @ went ~ BH wien “ cel 


“slightly higher proportions” of 


FAST CANTON j 


PROMOTE YOUR FOOD OR c 
DRUG PRODUCTS IN. 


PEORIA, ILL. GANS ea 

BY CONCENTRATING IN THE | ‘0 ij ie 

MEDIUM REACHING MOST HOMES (P Ninnte = 

THE JOURNAL STAR MDS | fl NW 
LINAGE TOTALS YEAR 1952 ied... ii y 


RETAIL DRUG ..... 499,468 
RETAIL GROCERS... 1,156,564 


Local Retailers responsible for these tre- 
mendous totals know, from long experi- | 
ence, that consistent advertising in the 
Journal-Star is the only sure method by | 
which they can increase their sales vol- 
ume at minimum cost. 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


Families in Canton, Ohio spend $1165.00, or 


42% more on food per year than the national 


average. Consequently, the food advertising 


dollar you invest in The Canton Repository reaches 
a market 42% richer than the national average. 


On a cost-per-sale basis, then, it costs 42% less to 


secure food sales through Canton’s only daily 


newspaper—The Canton Repository. Include this 


powerfully-selling newspaper on your food 


advertising schedule—get 100% city zone coverage 


(98.8% home delivered) in this rich market! 


A Brush-Moore newspaper -epresented nationally by Story, Brooks & Finley 
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Silva Named Head of WPTS 


Frank Silva, formerly a 
WICC, Bridgeport, Conn., has bee 
named manager of WPTS, ome 
‘1,000-watt radio outlet in Pitts- 
ton, Pa. 


Miss Lambert Named PR Head 
Joan Lambert, who has reek bon 

the copy department, has 

promoted to public relations we 


land, Me., upped its contract price 
from $114 to $116 a ton delivered 
in New York, effective April 1 
(AA, March 24, °52). In June, 
_AA reported that all large Cana- 


» High Cost of 


| prices $10 a ton and were quoting 
$126 a ton delivered in New York 


« 
Newsprint Still _ 
: Plagues Papers SAA deus sa why" she halves 
,/month Crown Zellerbach Corp. in- 


New York, June 23—Newsprint creased its price $10 a ton, bring- 


dian.producers had increased their | 


and advertising rates. 
“The results of this spiral are 
interesting,” the report points out. 
“Per capita circulation decreased 
in 1952 in thefage ef rising Pop- 
ulation. Advertising volume did 
not maintain its customary rise 
although other media did show an 
increase in advertising volume. 
| “This would seem to indicate 
|beyond question of doubt,” the 


rector of McKee & Albright, Phil- 
adelphia agency. 


hee mewspaper publishers. 


(2 lSsse aes 


SALISBURY 


NORTH CAROLINA 


ae several outstanding develop-| 
“ments. These include higher prices, 


MARKET sumption, stepped-up production, 

‘adoption of narrower’ column 
MEDIUM | widths by an increasing number 
cost ‘of newspapers to save newsprint, 


Sell the heart of the rich and prosper- |and experiments with raw mate- 
ous Carolina market through its only | 


newspaper—THE SALISBURY POST. | ably bagasse—for producing news- 


Nationally Represented by | | print. 
Reports of 
Ve Uae ech sia ee metemee hikes developed as early as Feb- 
ruary, 1952 (AA, Feb. 25, 52). In| 
| March, St. Croix Paper Co., Wood- | 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


— 


‘a new record for newsprint con-| 


rials other than wood pulp—not- | 


impending price 


continues to be a major cost factor ing it to $126 a ton at Pacific Coast. 


and a matter of serious concern to. | ports (AA, July 28, ’52). 


| 


The past year has been notable # As reported by the American) 


|Newspaper Publishers Assn. last 
April, “this represents. the : high- 
est contract price paid for news- 
print since the process of making 
‘newsprint from wood pulp was 
first inaugurated, except the first 
'quarter of 1921 when the price was 
$130 a ton. 

“More than 90% of this 1952 
increase in newsprint price,” the 
|'ANPA report says, “had to be paid 
by newspapers, thus adding to 
their already high costs of pro- 
duction. This made necessary im- 
‘mediate increases in circulation 


report emphasizes, “the inter-re- 
| lation of newsprint prices and 
|newspaper volume. It is d matter 
of serious consideration by both 
newspaper publishers and news- 
print manufacturers, because both 
are Operating their plants upon the iF. 


eure 
concept of mass production.” (AA, | | WILBUR C. “sill) JONES, rancor mer- 
April 27.) | chandising manager of home laundry equip- 


ment and kitchen appliances at Bendix 


‘ : home appliances division, Avco Mfg. Corp., 
# Newsprint production by Cana-| south Bend, has been named advertising 


dian mills reached a high in 1952 | manager of Hoover Co., North Canton, O., 
of 5,687,051 tons, an increase of | maker of vacuum cleaners and other prod- 
170,772 tons or 3.1% over 1951.! ucts. He succeeds Leo P. Corcoran, who 
Production by U. S. mills in ’52| has resigned. Hoover is moving its adver- 
was 1,146,864 tons, a gain of 22,-| tising department from Chicago to North 
116 tons over ’51, or 2%. Thus, Canton. Leo Burnett Co. continues as 
continental production of news- agency. 


5 See; * Pufc“s 


print reached the alltime high of 
6,833,915 tons. 


You Caut Sett. 


PENNSYLVANIA'S 3rd MARKET 


(SCRANTON and WILKES-BARRE) 


The Scranton Times 


The true Scranton-Wilkes-Barre area is exactly the same as it has always been. For 
statistical purposes the U.S. Census Bureau recently divided it into two county areas, 
but this did not change the geography. These counties are so closely allied that it is 
almost impossible to tell one from the other. There is no boundary line distribution- 


wise as the major chains and wholesalers will testify. 


The City of Scranton is larger than Wilkes-Barre. The two areas combined, 620,000 
population and 176,000 households, definitely makes this the THIRD MARKET in 
Pennsylvania, and actually the 24th Metropolitan County area in the country. 


WYOMING — 


Nay Tt, 
a 


Wilkes-Barre 
. 


The Scranton-Wilkes-Barre 
Metropolitan Area 
Population Excluding 

~ Hazleton 
not under the influence 


of Wilkes-Barre papers 


620,000. 


- (U.S. Census Report 1950) 


The SCRANTON TIMES Delivers 
79.8% COVERAGE 


in the Scranton City Zone 


| Newsprint consumption in the 
U. S. in ’52, according to ANPA, 
based on reports of 525 newspa- 
pers reporting to the association, 
was 4,551,238 tons, an increase of 
0.9% over ’51 and 0.2% over ’50. 
An additional 1,437,233 tons were 
consumed in ’52, ANPA estimates, 
making a total U. S. consumption 
of 5,988,471 tons, up 13,606 tons 
over ’51. Estimate for newsprint 
consumption in Canada for ’52 is 
375,000 tons. 

As a partial offset to recent 
newsprint price increases, many 
publishers have adopted narrower 
width newspaper roll sizes and 
this is being accelerated. Scandin- 
avian manufacturers have re- 
cently been offering two-page size 
rolls of newsprint at $100 a ton. 
A year ago imported narrow width 
rolls were selling above the mar- 
ket price. 


s Between 200 and 300 dailies have 
adopted narrower columns. This is 
the result of recommendations 
made by a special committee of 
ANPA in September, 1952, sug- 
gesting reduction of 12 pica col- 
umns to 11% picas (AA, Sept. 8, 
*§2). 

For the first four months of 
53, newsprint production has 
fallen off while consumption has 
|pushed ahead. Newsprint Service 
|Bureau reports North American 
|production for the period as 2,- 
|234, 185 tons against 2,262,393 tons 
‘for the first four months of ’52. 
| This is a drop of 28,208 tons or 
} 1. 2%. 

Consumption of newsprint for 
|the first four months of ’53 was 
| 2,010,054 tons, compared with 1,- 
956,149 tons for the same period 
|of ’52. This includes over-all con- 
‘sumption figures. ANPA reports 
‘consumption by 525 U. S. news- 
| papers representing approximately 
(76% of all newsprint consump- 
tion for the first four months at 


66 2% COVERAGE (1,527,641 tons, a gain of 2.8% over 
a s : 7, 


in the balance of Lackawanna Co. 


For more than fifty years the Scranton Times has 


been the leader in Scranton 


circulation and advertising acceptance. Because of 
this dominant position we repeat, you cannot sell 
Pennsylvania's Third Market Without .. . 


ithe like period of ’52 and 2.7% 
over the same months of ’51 (AA, 
|June 1). 


|@ Several experiments have been 
made with bagasse newsprint, 
|which is made from sugar cane 
' waste. Reports indicate good qual- 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada’s 

| Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 
Canada) 

— 80% coverage of Toronte 

— 50% coverage of 45 prosperous 
Ontario centers 

SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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ity paper and satisfactory press Same Brands on Top 


runs on relatively small-scale pro- 
duction. is 


: | in ‘53 in Salisbury, 
or bagasse newsprint to sell 
profitably here, experts say, four N, C,, Survey Shows 


things would be required: 
1. Canadian newsprint would 


/ questionnaires 
SaALisBuRY, N. C., June 23—No school children. It covered a total joined the radio-TV department in 


‘trailed by Ivory, Camay, Palm- ments. James E. Robertson has 


olive, Dial (the two have switched joined the radio-television depart- 
positions in a year), Sweetheart ment in Chicago to handle broad- 
and Lifebuov casting aioe ee duties. hg 
pale L. Smith, previously research pro- 

The survey Was = a ject director with Alfred Politz 
—_ — © Research Inc., New York, has 


have to sell at about $146 to $150 revolutionary buying changes have of 1,169 homes. Free copies may New York as head of the research 


a ton here. altered the brand-preference pic- | 
2. Substantially larger acreage ture in this southern town. 
would have to be planted in sugar; The Post’s seventh annual sur~ 
cane in sugar growing countries. | vey of brand preferences shows | 
3. Paper mills would have to be that people are buying substantial- | 


built for newsprint production in| ly the same brands they bought a - 


sugar growing countries for econ- | year ago and in relatively the same 
omic handling of bagasse. amounts. 
4. Both of the latter develop- Camel continues to be the favor- 
ments would require large capital | ite cigaret, with Lucky Strike sec- 
investment. ond, Chesterfield third, and Philip 
Despite this appraisal of the| Morris, Pall Mall, Kools and Old 
matter, Valentine Pulp & Paper| Gold preferred in that order. 
Corp. plans to build a plant at : ‘ ; 
Lockport, Ia., to manufacture bag-| ® Donald Duck is still the favorite 
asse newsprint. Construction is ex- | Orange Juice and grapefruit juice. 
pected to be completed by the end Snow Crop is the second favorite 
of 1953, and initial production | Orange Juice as last year and Libby 
capacity will be about 17,250 tons|once again the second for grape- 
annually (AA, Feb. 9). fruit juice. 
The lineup for bar soaps remains 


= Newsprint of 100% whole bag- the same, too. Lux is the leader, 


be had by writing the newspaper. staff. Betty Bakalian joins the art 


N. W. Ayer Adds Six to Staff ert Luebbers joins the same de- 
N. W. Ayer & Son has added six partment as layout artist. Ira 
members to its various depart- Rothbaum, formerly sales promo- 


; /copywriter 
department in Philadelphia; Rob-| 
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tion manager for the_ technical 
products division, RCA Victor, has 
been named to the Philadelphia 
copy department, and Charles N. 
Robinson joins the outdoor adver- 
tising department in Philadelphia. 


Varley to Beaumont, Heller 

William C. Varley, formerly 
with John Falkner 
Arndt & Co., Philadelphia, has 
joined the creative staff of Beau- 
mont, Heller & Sperling, Reading, 
Pa. 


represent of com 
paper selling. Call a Ward-Griffith man. 


™ THIS IS BILL SAUERBERG — ( Another W-G Salesman) 


William W. “Bill” Sauerberg, after twenty years with our company, was elected 
Chicago office manager effective June 1, ; 
salesman with a thorough knowledge and understanding of newspaper's advertis 
roblems. Bill’s promotion reflects company 
rom our ranks. That policy assures agencies, advertisers an 


1953. Bill is an aggressive and effective 


ing 
executive personne 
the newspapers we 


licy of developin 


tent salesmen, well educated in the principles of effective news- 


Please note individual advertisements of our newpsapers throughout this issue. 


WARD.-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
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asse pulp has been made and tests 
have been run on the presses of 
three Louisiana newspapers—Ope- 
lousas World; Franklin Banner 
Tribune, and Lafourche Coment. A 
smail pilot roll has been run for 
strength tests with reportedly good 
results on high-speed presses of the 
New Orleans Times-Picayune. 
Regarding the future, newsprint 
autherities entertain conflicting 
opinions. One school of thought 
sees supply and demand in more 
even balance, which will be main- 
tained by current and planned ex- 
pansion of domestic and Canadian 


NATURAL 


DELICATE 


mills. 

R. M. Fowler, president of Cana- 
dian Pulp & Paper Assn., says that 
new capital investment in pulp 
and paper facilities is likely to 
exceed $600,000,000 by 1955. In 
dollar terms, he says, this would 
be 70% greater than the growth 
in the 1946-1950 period, and in 
volume terms 35% greater than 
that of the first five years after 
World War II. 


# Cranston Williams, general 
manager, ANPA, told the annual 
meeting of the association last 
April (AA, April 27) that, “as of 
today, ANPA knows of no pub- 
lisher of a newspaper lacking suf- 
ficient supply and adequate inven- 
tory of newsprint.” 

Some publishers and dealers, 
however, are not optimistic. They 
see consumption increasing faster 
than production; apprehend fur- 
ther price “adjustments”; regard 
mill expansion as a _ long-range 
operation not likely to develop any 
faster than “absolutely necessary”; 
and intimate that unless U. S. pro- 
duction can be stepped up there 
will be no relief for American 
newsprint users “now at the mercy 
of a Canadian combine.” 


Newman Joins Fasco 
James L. Newman, for over four 


FLAVOR 


Three Words 


that made housewives forget 


years with Hutchins Advertising | 
Agency, Rochester, has _ been’ 
named advertising and sales man- | 


ager of Fasco Industries Inc., | 
Rochester. ; 
DAYTONA BEACH 


FLORIDA | 


| 
| 


Florida’s Year "Round Resort Covered By | 
DAYTONA BEACH NEWS-JOURNAL | 


1. Daytona Beach is an unusual test | 
market; its thousands of visitors 
come from all over the U.S., Canada, | 
Cuba and South America. Its Sum- | 
mer seasons now rival its Winters in| 
tourist popularity. 

. Over $98,723,000 effective buying in- 

come. 

. Over $83,353,000 retail sales. 

. A quality market index of 127. 
1952 total advertising 13,711,789 lines. | 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented by V. J. Ob Jr. in Jacksonvill 

Nationally Represented by 


Vp © 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


It was available. It was cheap. 
It was reasonably nutritious. But 
the flavor of World War I “oleo” 
was far from perfect. 


So when the wartime stimulus 
of eating it ‘‘to be patriotic’ ended, 
margarine production sank. 


Long before the start of World 
War II, however, scientists in 
Swift’s Food Research Laboratories 
had a dramatic development. They 
learned that by using choice ingre- 
dients and by exercising complete 
control through the processing, 
they could produce—without the 
addition of artificial flavoring—a 
margarine of definitely superior 
flavor and texture. 

This was Allsweet .. . a product 
so different from the World War I 
model that it was, in reality, a 
new product. 


How could housewives be per- 


suaded to try this new margarine 
_,. $0 nutritionally consistent and 
with the flavor and texture they 
wanted in a spread? 

Swift saw that the time was ripe 
to establish their new and different 
margarine. Because of the war, 
shortages had developed. But Swift 
knew that even shortages would 
not overcome a long memory of 
old-style margarine! 


To get millions of women to 
forget their long-standing preju- 
Jice against the very word marga- 

.e, our client enlisted the power 

mass education. 


In print and on the air, Swift 


said again and again, to as many 
housewives as possible, Allsweet is 
the margarine with ‘‘delicate 
natural flavor.” 


On billboards, in magazines and 
newspapers, on network radio, 
Swift held out the promise of this 
flavor. They kept that promise. 
The result? 

Today, Allsweet is one of 
America’s favorites. Every month 
more and more housewives set it 
proudly on their tables. 

Can these benefits of mass edu- 
cation be better utilized in your be- 
half as well? We'd be glad to talk 
to you about it. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N.Y. 
New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 


Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Cape Town, Durban, Bombay, Caleutta, New Dethi, Sydney, Melbourne, 
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Any way 


you figure it— 


in San Francisco 


you “start with 


The Examiner.” 


SAN FRANCISCO EXAMINER 


Hearst Advertising Service 


Nearly One-Third 
of U.S. Papers 
Offer R.0.P. Color 


| Cuicaco, June 24—Nearly one- 
third of the nation’s daily news- 
papers are now offering run-of- 
paper color facilities to advertis- 
ers. 

A revised report on r.o.p. color 
requirements just published by 
Lake Shore Electrotype division of 
Electrographic Corp. lists 580 daily 
papers in the U.S.—out of a total 
of 1,786—that now print at least 
two colors. 

The report also lists 288 papers 
now printing three colors and 211 
papers that now offer full four- 
color r.o.p., aS well as 21 papers 
in Canada, Alaska and Hawaii that 
offer either two, three or four col- 
ors. (See Page 98). 
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Leading Newspapers in R. O. P. Color 
Advertising: January-April, 1953 
Source: Media Records 


~Agate Lines 

Morning Evening Sunday Total 

| 1. Milwaukee Journa! ——— 216,806 198,923 415,009 

2. Dallas News 251,926 a 83,229 335,155 

| 3. Chicago Tribune 260,400 nae 47,120 307,520 

4. Fort Worth Press ——— 295,494 — 295,494 
5. New Orleans Times- 

Picayune & States 216,957 a 56,728 273,685 

6. Los Angeles Times 178,724 --- 75,963 254,687 

7. Dallas Times-Herald ——— 186,236 58,817 245,053 

8. Fort Worth Star-Telegram ——— 198,202 37,395 235,597 

9. Denver Post ——— 208,917 18,450 227,367 

10. Omaha World Heraid ——— 201,021 17,588 218,609 


Rh hn 


er said that it is almost “superflu- 
ous to mention that standardiza- 
tion of color inks is both necessary 
_and desirable for the uniform pro- 
duction of advertising.” 

| Questionnaires have been sent to 
367 daily newspapers to find out 
the following about process color 
'inks: purchasing and stock habits; 


s Despite its steady growth, how- | identity of inks used; whether or 
ever, r.o.p. color continues to offer not “other-than-usual” inks would 
its share of mechanical headaches. | be used upon request; practices re- 
In an effort to solve some of the garding three-color process print- 
problems peculiar to r.o.p. color, ing, and the effect of having a col- 
_a joint committee on newspaper or press in the same plant, with a 
_printing of the American Newspa-| possible desire to use comic inks 
_pers Publishers Assn. and the for r.o.p. color as well as comics. 


‘American Assn. of Advertising 
| Agencies set up a run-of-paper 
| sub-committee last December. 

| A report on the sub-committee’s 
activities to date was given last 
_ week in Milwaukee by Herbert T. 
Stanger, production manager of 


| Questions asked regarding ink 
‘for spot color were intended, Mr. 
| Stanger said, to “elicit responses 
which would reveal the extent of 
the special problems these inks 
cause, such as distance from sup- 
ply houses; time available for ob- 


taining them; under- and over-or- 
dering; disposal of left overs, and 
a Mr. Stanger told the 25th me- | the difficulty of making and get- 
chanical conference of the ANPA ting matches and identifying col- 
that the sub-committee’s final re- | Ors." 

port on r.o.p. color “will cover the | ; : 
‘role of the newspaper advertising # The most interesting recent de- 
department in r.o.p. color and will | velopment in the r.o.p. color field 
point out the importance of having | Was the introduction last April of 
all members of the advertising de- | a syndicated mat service for r.o.p. 
partment thoroughly educated on users (AA, April 13). 

the subject so they can most effec-| Cooperating in this venture were 
tively sell r.o.p. color. the Milwaukee Journal, Lake Shore 


the Christian Science Monitor. 


Electrotype and Vogue-Wright 
Studios (both Lake Shore and 
Vogue-Wright are divisions of 
Electrographic Corp.). 

Through an exchange service op- 
erated by the Journal, publishers 
are offered matrices from which 
color pages can be produced at a 
fraction of the cost of the original. 

The service enables subscribing 
newspapers to improve and diver- 
sify their editorial color content, 
achieve better quality printing, ob- 
tain more color advertising, and 
make it easier and more profitable 
for newspapers to use r.o.p. color 
regularly, according to the Journal. 

By June 1, 86 newspapers had 
contracted for this r.o.p. color 
service, the Journal reports. 


ELIZABETH 


NEW JERSEY 
One of the nation’s top 50 industrial areas 
which is dominated by the 
ELIZABETH DAILY JOURNAL 


There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 


Represented Nationally by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


“...While we in no sense of the. 
word must ever be put into the) 
position of apologizing for r.o.p. 
color work, we must recognize that | 
we are not competing with roto- 
gravure, offset or letterpress four- 
color magazine fine-screen repro- 
duction on coated paper stock. 
R.o.p. color is in a field of its own, 
and the advertising departments | 
...Must recognize it and sell it as) 
such,” he said 


® The first step taken by the sub- 
committee, Mr. Stanger said, was | 
to query newspaper publishers and | 
photoengravers that had dealt with 
r.o.p., plus a few electrotypers with 
considerable r.o.p. experience. 

As a result of these queries, he 
added, the sub-committee has 
reached two rather discouraging | 
conclusions: 

1. Too many of those queried 
seemed to be afraid of “sticking 
out their necks,” where r.o.p. color 
was concerned. 

2. Entirely too few knew enough 
about r.o.p. color to be able to ex- 
press any definite opinions. 

This combination of reticence 
and lack of knowledge on the part 
of those people who should know | 
about r.o.p. points up the obvious | 
need for a set of ro.p. standards, | 
Mr. Stanger said. 


| 
es He termed sever:! rules for the | 
preparation of r.0.p. copy as “bas-| 
ically evident.” These are: 
1. Strive for simplicity in the 
elements that make up a color ad. 
2. Strive for bril! ant color con- | 
trasts. 
3. Shy away from reverse letter- 
ing, especially in ‘.e small sizes 
where this occurs i: more than one 
plate of a set. 
4. Confine repea’ 


‘ce 


EDWARD H. BUTLER 


of solid letter | Editer ond Publisher 


ee, 4 tus Sais tien See are 
Pape. x Eee . 


BUSY BUFFALO PEOPLE 
MAKE A BUSY MARKET 


m@ . 


The big Buffalo Market 
is New York State's 
second largest. In the 
Buffalo City Zone, the 
Buffalo Evening News 
is read by over 91% 
of its families. 


Send for your copy of 
“Western New York 
Census”. . . facts and 
figures taken from the 
1950 U. S. Census. 


ee a aha nme ae 


> > Pm Pm SELL THE NEWS READERS AND YOU SELL THE 
WHOLE BUFFALO MARKET OF OVER 1,400,000 PEOPLE 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. 
National Repraseniotives 


from color to color ‘0 bold lines of | 
large size. WESTERN NEW YORK’S GREAT NEWSPAPER 
On the topic of inks, Mr. Stang- . 
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Semler Dieterich, 
Merchandising V. P. 


for Mennen Co., Dies 


Morristown, N. J., June 23—F. 
Semler Dieterich, 57, v.p. in charge 
of merchandising for Mennen Co., 
died June 18 after a long illness. 

Mr. Dieterich, who was born in 
Newark, joined Mennen in 1933 
as advertising manager. Previ- 
ously, he had been in the agency 
field with the Frank Presbrey Co. 
In 1936 he became general sales 
and advertising manager. Two 
years later he was named 2nd 
v.p., and in 1950 was promoted to 
the post he held at his death. 

As chairman of the manufactur- 
ers’ committee of the National 
Wholesale Druggists Assn., a post 
he held for some time, Mr. Dieter- 
ich instituted a number of studies 
of inventory and buying practices 
in the retail drug field. These re- 
sulted in modern inventory con- 
trol buying based on turnover as 
a means of increasing proceeds 
and releasing capital. 


THOMAS R. STEWART 

NEw York, June 24—Thomas R. 
Stewart, head of direct mail sales 
for Crowell-Collier Publishing Co., 
died after a heart attack here to- 
day. 

Mr. Stewart, who had been asso- 
ciated with Crowell-Collier since 
1920, was born in Scotland and 
attended Edinburgh Universitv. 
He began his career in the U. S. 
as a rare book expert with Ander- 
son Galleries. He was a member 
of the 100 Million Club, Direct 
Mail Advertising Assn., St. An- 
drews Society of New York and 
the Order of Scottish Clans. 

Mr. Stewart served with the 
AEF in World War I. 


BONNIE WEBER 


Cuicaco, June 23—Bonnie Web- 
er, 30, office manager of the TV 
film production department of 
Kling Studios Inc., died at Passa- 
vant Hospital here yesterday. 

A former TV actress, Miss Weber 
co-starred last year in the TV 
production, “Back Stage Diary.” 
She had also been active as an 
associate television producer. | 


OLIVIA BARTON STROHM 


Cuicaco, June 23—Mrs. Olivia 
Barton Strohm, 84, pioneer woman 
copywriter, died June 17 in her 
home here. 

A founding member of the Wo- 
men’s Advertising Club of Chica- 
go, Mrs. Strohm was a copywriter 
for Critchfield & Co. from 1910 to 
1932, working mainly on the Ford | 
and the Firestone accounts. She 
was a sister of Bayard Barton, | 
president of Critchfield at the 
time of his death in 1920. 


| 

ARTHUR T. BRUSH | 
Boston, June 24—Arthur T.. 
Brush, 44, commercial memeger | 
of WHDH, died after a heart at-| 


You Can't Miss With 
THE GAZETTE 


in Haverhill, Massachusetts 


George McLaughlin, 
Advertising Manager 


will furnish ef- 
fective merchan- Pate 
dising help for 

your product with the HAVERHILL 
GAZETTE and its 100% coverage 
of Haverhill, Massachusetts trading 
zone population of 110,488. 
Request more facts. It pays to use. 
the Gazette. 

Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


| 
i 


tack on June 21. A veteran of 20 
years in the broadcasting, adver- 


been with the radio station since 
1948. 

After college, Mr. Brush became 
a reporter for the Washingten 
Times Herald; he later shifted to 
the Boston Daily Record, where 
he rose to the post of promotion 
manager. In 1935 he was named 
advertising director of the Union 
Leader, Manchester, N. H. He 
switched to radio in 1946, joining 
WFEA, Manchester, as advertising 
director. 

Mr. Brush was v.p. of the New 


England Radio Executives Club) 


and a member of the Boston Ad- 
vertising Club. 


NORMAN ROSS 

CuHIcaco, June 23—Norman Ross, 
57, announcer for WMAQ, died 
suddenly June 19. A former Olym- 
pic swimming champion, Mr. Ross 
came here in the 1920’s as a sports 
writer for the old Chicago Journal, 
later becoming a publicist and pro- 


moter of sports events. 


He began his microphone career | 
tising and newspaper field, he had/in 1931 as an announcer, doing| Publications, Montreal, has been tj 


considerable free-lance radio work, 
including sports announcing, on 
‘many Chicago stations. He had 
/conducted the early morning “400 
Hour” program for the Chicago & 
_Northwestern Railroad on WMAQ 
benaees 1935. 
LOUIS P. BIRK 

New York, June 23—Louis P. 
Birk, 51, president of Birk & Co., 
publisher, and Brevity Inc., died 
suddenly after a heart attack June 
18. 
| Mr. Birk had been associated 
with book publishers for many 
years. He had been with Mac- 
millan, McGraw-Hill and Modern 
Age books. Later he established 
his own publishing houses, spe- 
cializing in booklets and special- 
|/purpose-comics for industry. A 
‘resident of Levittown, Long Island, 
Mr. Birk was bor: in Owensboro, 
Ky., and was graduated from 
Centre College in 1924. 


‘Canada Business Papers Elect 


are D. F. Hunter, v.p. and manag- 
ing director, Maclean-Hunter Pub- 


Mitchell, president, Mitchell Press 


National Business Publications 
Ltd., Gardenvale, Quebec, 2nd 
regional v.p.; R. H. G. Bonnycastle, 
president, Stovel-Advocate Press 
Ltd., Winnipeg, 3rd regional v.p.; 
A. A. Larkin, Toronto representa- 
tive, French Commercial Publica- 
tions Ltd., honorary secretary, and 
I. D. Carson, Toronto, manager. 


Nellson Telephone Boosts Lee 

Charles W. Lee, in charge of the 
IBM department for Nellson Tel- 
;ephone Directory Advertising 
| Service, Rochester, has been pro- 
|moted to account executive. Mr. 
Lee will supervise the servicing of 
the company’s upstate New York 
and western Pennsylvania clients. 


J. J. Wallace, president, Holliday 


lishing Co., Toronto, v.p.; H. T.! 


Ltd., Vancouver, Ist regional v.p.; | 
M. G. Christie, general manager, | 


111 


KVOA, Tucson, Names James 


E. P. H. James, formerly promo- 
on director for National Broad- 


'elected president of the Business casting Co. and a v.p. of Mutual 
Newspapers Assn. of Canada, Tor- Broadcasting System, has been 


onto, affiliated with the Periodical! appointed coordinator of television 
Press Assn. Other officers elected pianning and public relations for 


KVOA, Tucson. KVOA will be 
|affiliated with the NBC-TV net- 
work. It will start telecasting Sept. 
| 15. 


In CANADA 


31% of the sales made 
in retail stores are 


made to Families reading 
The STAR WEEKLY 


ask for information 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Weekly Star Farmer has more higher quality circulation 
than any other farm paper in Missouri and Kansas. 


It lays down more coverage in areas... 


Where farmers make more money. 
Where farmers grow most crops. 
Where farmers raise most livestock. 
Where farmers have most equipment. 


Each year Department of Agriculture of Missouri and 
Kansas detail major crop and livestock categories, and 
rank them according to importance. 


WHERE TOP 


FARM INCOME |S MADE, 


WEEKLY STAR FARMER PREDOMINATES. 


467,000 PAID SUBSCRIBERS © 
Kansas City 


Weekly 


NEE 


ff, 


1729 Grand Ave 
HArrison 1200 


Chicago 


The record 


shows: 


202 S. Stote St 


Webster 9-0532 New York 


Largest Weekly Farm Publication in America 


15 E 40th St 
Murray Hill 3-616) 
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Advertising Pages and Linage in Farm Publications 


Official Figures for May and Year-to-Date a; Compiled by Farm Publication Reports Inc. 


Publications with an * repor 


Commercial Dis- 
play Excluding 


lirectly to ADVERTISING AGE 


Commercial Dis- 
play Excluding 


Poultry, Classified Poultry, Classified 
«pelt oe and Livestock, in and Livestock, in 

~~——-Total Advertising, in Pages -———-—-Total Advertising, in Lines——. Lines -——Total Advertising, in Pages —-———Total Advertising, in Lines—— Lines 
May May Jan.-May Jan.-May May May = Jan.-May  Jan.-May = May May May May Jan.-May Jan.-May May May  Jan.-May Jan.-May = May May 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 

Farm Magazines Nebraska Farmer ....... 71.7 79.1 437.2 430.7 54,228 59,834 330,541 325,698 48,910 53,200 

¢Capper's Farmer ....... 64.2 61.4 325.0 303.9 27,556 41,742 148,410 206,691 26,487 40,465 ‘e™ England Homestead . 36.3 40.7 219.2 221.7 25,410 28,459 153,482 155,204 19,071 21,728 

¢Country Gentleman ..... 113.6 97.1 520.7 481.1 48,731 66,007 236,109 327,139 47,752 64,005 Dio Farmer_-.......... ey as fae aa. pogo 2 fee eee ee page 

Farm Journal ........... 111.0 109.6 523.2 513.6 47,634 47,014 224,467 220,318 46.222 45.225 pn sy HOR ereeee ae ee oe a py cos sae ste 

i i t: ee ee sees Bo OO ” - a Ve ’ ’ , Ny , ’ 
pg oy rie 214.1 1745 17,534 20,820 91,830 118,682 16,013 ; Prairie Farmer: 
pnd South Edition ' 426 33.5 2296 187.7 18283 22.802 98.469 127689 16.704 payed #Mlinois Edition ..... 75.2 821 451.6 439.1 54,732 59,776 328,749 319,648 46,556 52,393 
HSouthwest Edition ... 52.1 43.4 2863 243.3 22.350 29,507 122,82) 165.453 20.346 26.673  #Indiana Edition ..... 77.4 81.1 450.5 434.0 56,370 59,052 327,937 315,936 48,194 51,669 
Average 3 Editions .... 45.2 35.8 243.4 201.8 19,389 24,376 104,374 137,275 17.688 22166 ot ake teres bees os as peg aoaie pe mig pe pans an 

Progressive Farmer: ere ‘F6es es. . . . , , ’ ’ ’ , 
#Carolina-Va. Edition 105.8 101.4 538.8 508.1 71,964 68,980 366,380 345,507 69,524 66,160 Utah Farmer TET eee 54.5 58.8 292.2 262.2 41,169 44,459 220,928 198,247 38,208 40,010 
#Ga.-Ala.-Fla. Edition . 110.1 104.4 561.2 522.1 74,869 71,007 381,582 355,097 72180 68.426 ees ag ll seca Py ap as pos 34 —_— = an a — rye 
#Ky.-Tenn.-W. Va. ae : ? ‘ . ’ , ’ ’ , , 

” ‘i é ; ’ 354, ’ Western Farm Life ...... 35.6 40.2 190.1 195.3 27,928 31,486 149,054 153,076 25,701 29,169 
umn sa anaes ae ee: ee ee Oe tterdomen Eéition 21.8 22.9 2145 220.7 17,063 17,924 168,138 172,987 4,505 3,872 
NN i 102.1 104.8 520.4 512.2 69,449 71,273 353,889 348,282 67,280 69,004 Wisconsin Agriculturist .. 60.2 67.4 378.9 345.6 47,230 52,829 297,107 270,934 45,088 50,233 
Texas Edition ........ 109.5 1113 556.8 547.3 74,729 75,711 378,567 372,183 72.036 73.004 Total Group ......... 1,260.0 1,335.7 7,272.1 6,830.8 962,375 1,017,524 5,550,754 5,208,228 834,380 893,024 
Average 5 Editions ..... 105.8 104.1 539.8 517.0 71.920 70,186 367,068 351,617 69,512 68,258  +Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 

Successful Farming ...... 101.8 105.4 494.0 527.2 45,798 47,435 222,285 237,240 45,033 46.218 
Total Group .......... “$541.6 “513.4 2,646.1 2,544.6 ~261,026 297,390 1,302,713 1.480.280 252,694 286.517 ° 

*Changed from 680-line page to 429-line page in February 1953. {Changed from 680-line page to 429-line page in January Farm Linage Trend Figures in Thousands 

1953. #Not included in totals. 

Monthlies | MONTHLIES 

*Agricultural Leaders’ Digest 18.2 24.7 99.5 1211 3,570 4,844 19,504 23,730 3,570 4,844 MAGAZINES 1953 

American Fruit Grower... 34.6 28.0 187.9 167.2 14,957 12,079 81,160 72,193 14,787 11.885 1953 a5 

American Poultry Journal: MAY! 4 
#Eastern Edition ..... 27.6 29.6 226.3 228.5 11,838 12,714 97,069 98,064 9,195 9,088 | | MAY i 261 = Lé a 
#Central Edition ..... 21.9 25.3 177.3 184.7 9,390 10,852 76,052 79,233 7540 8115 ‘ 

#Western Edition ..... 231 20.3 1582 157.0 9,904 8.721 67.885 67,367 7,793 6857 | | apR.| 267 | apr.| 492 } 
Average 3 Editions .... 24.2 25.1 187.3 190.1 10,377 10,762 80,335 81,555 8176 8,020 1952 1952 

Arkansas Farmer ....... 23.1 18.2 108.3 87.1 17,455 13,773 81,823 65,868 16,829 13,157 

Better Farming Methods . 34.8 32.0 189.2 191.8 14,933 13,716 81,167 82,287 14,933 13.583 | | MAY (EA SRR Seams 

Breeder's Gazette ....... 17.0 188 102.4 1126 7,656 8470 46,122 50,658 5,661 6,937 Re ccna eek eT | 

Broiler Growing ......... 40.2 42.9 212.3 221.0 17,257- 18,398 91,072 94,771 10,056 11,397 omens 

*California Citrograph .... 21.8 20.4 1145 126.4 14,630 13,706 76,888 84,960 14,434 13,538 7 

Calteraia Fam Geom 8 = .. ...  seaeve SEMI-MONTHLIES ne a 
Re Raa 113 95 634 561 8574 7,175 47,928 42,410 7,924 6,587 1953 

*Carolina Co-operator . 90 9.0 438 53.6 3,780 3,780 18,368 22,510 3,780 3,780 MA Cc 

*Cattleman, The ........ 107.2 96.0 607.5 575.8 45,007 40,320 255,150 241,821 20,776 21,767 ¥|962 J MAY( 498 

*Electricity on the Farm. 13.3 15.7 626 74.0 4,761 5,595 22,380 26,394 4,761 5,595 

t*Farm Management . 21.6 15.6 83.7 466 9,734 7,019 37,683 20,988 9,734 7,019 APR.| 1.208 | ApR.|583 | 

{Farmer-Stockman ...... 50.5 41.9 275.9 213.1 21,644 31,854 118,346 162,027 19,990 30,311 1952 1952 

*Florida Cattleman ..... 56.4 47.9 390.4 296.1 23,697 20,101 163,958 124,304 13,493 11,648 

*Florida Grower ........ 17.2 19.1 1131 119.0 11,689 12,957 76,919 80,900 11,321 12,471 MAY - Cae 

Kentucky Farmer ........ 22.4 21.1 148.3 135.0 17,552 16,517 116,216 105,822 15,927 14,827 

*Michigan Farm News . 25 33 145 126 £5,792 7,724 33,460 29,298 5.688 7,644 da caeetell caren 

HSEMississippi Farmer ... 120 —— 95 —— 9,066 oe 37,661 — 8,988 — 

ations! Live Seech Predue 1396 «62 67MM «G69 aasea se 0ss | esse | ees | Di Weeklies 

National Live Stock Producer . . ‘ F A . i r ‘ ' , 

Sais, ae 9: 0 458 6 378 8.69 20,603 13.637 3169 009 Arizona Farmer. SEN 78.6 78.5 417.4 403.1 59,453 59,368 315,585 304,752 57,773 56,533 

*New Jersey Farm & Garden 55.9 ’ y i , ’ 6,001 681 6 k i 

*Ohio Farm Bureau News. 11.3 11.6 54.4 53.7 5,099 5,204 24556 24,137 4,699 4826 | Northern Edition — aoe oe oe. Oe ae a fe oe 
vie 2128 183910 17618 83 1 #Southern Edition .... 67.4 76.5 306.8 304.2 50,975 57,827 231,957 229,896 47,574 54,071 

—_ —— tenes 35.7 41.1 193.6 : ' 6 (063 91,139 11,762 13,347 | Average 2 Editions .... 67.3 76.7 311.1 302.8 50,902 58,021 235,193 228.896 47,501 54,265 
oultry tribune: *Dai f 5 a le Je , ’ ’ ’ ’ ’ 
Eestern Edition ..... 32.3 42.9 237.5 274.7 13,847 18,383 101,893 117,794 11,063 14,049 a 4 League Mews . 102 128 G1 _ 708 _ 7,399 ~~ __47,397 __ 51,534 __7,339 __ 9,305 
#Central Edition ..... 28.3 40.0 206.9 238.7 12,124 17,167 88,754 102,423 10,172 13,719 het | feted to 6 aa 156.0 168.0 793.6 776.7 117,694 126,6 598,175 585,182 112,613 120,103 
gtWestern Edition ..... 24.6 34.0 1748 199.1 10,561 14,568 75,003 85,403 9,035 11,967 ot included in totals. 

Average 3 Editions .... ey er oy ay va. ey a “akan ot ws 

*Southern Farm & Home . F \ y i A . , ‘ . ° P P i 

nh ie ........ 277 34.2 1885 179.0 19,397 23.938 13194] 125.298 18349 22584 All figures in the following groups were compiled by Advertising Age 

*Turkey World ......... 38.8 43.3 277.9 306.0 16,633 18,574 119,234 131,269 12,809 13,907 | wrooga 

sets Sects SOS aS SBS ea Saint Messe ARS ORES RES L5G | Mate sete 

. ivestock Journal 94. ; . . ‘ : ’ ; ; % : 

Ps wl — — Kansas Edition ....... 23.3 22.9 124.7 132.8 57,309 56,304 307,083 326,852 37,755 35,663 
SE a chasaves ics 26.3 21.8 107.4 88.1 23,576 19,502 96,184 78,918 19,544 17,052 page gy ors tees = =. ae oe op pag ot pd pny ks ge eo 
Total Group ......... “920.1 “9165 5,294.3 5,070.9 ~452,372 ~ 460,826 2,589,641 2,529,987 349,640 350,835 ae Se ‘ . - , 3,874 

Not included in totals. ¢Bi-monthly from January through April 1952. {Changed from 760-line page to 429-line page in Dailies 

ication i 1953. 
January 1953. §Started publication in January 195. Ghia Sally Gooere 
Fer 27.8 264 175.0 161.0 59,180 56,168 372,266 342,566 31,350 26,543 

Newspaper Monthly Farm Sections Py OPTS EE 

“Iowa Farm & Home .... 23.5 35.3 117.2 143.7 24,823 37,203 123,658 151,583 24,615 36,517 | Telegram ............ 6.5 30.4 204.2 203.3 56,290 64,699 434,441 432,491 26,150 36,866 

*Rural Gravure ......... 7.5 76 38.0 38.8 7,518 7,614 38,004 38,733 7,518 7,614 Omaha Daily Journal 

t*Texas Ranch & Farm... 118 205 849 1221 12,418 21,490 89,222 129,696 12,026 19,887 Stockman ........... 29.5 33.0 202.3 201.1 62,683 70,258 430,551 427,835 36,925 42,855 
Total Group .......... 428 63.4 240.1 304.6 44,759 66,307 250,884 320,012 44,159 64,018 | St. Louis Daily Livestock 

nee pare (1,065 lines) in May 1952. EE oe caseecenss 186 185 130.5 122.0 39,635 39,340 277,681 259,575 25,270 24,387 

| Total Group ......... 102.4 “108.3 “712.0 687.4 “217,788 ~ 230,465 1,514,939 1,462,467 119,695 130,651 

Semi-Monthlies 

American Agriculturist ... 28.4 35.4 175.7 173.4 20,680 25,766 127,956 126,264 18,194 23,384 Canadian 

*California Grange News. 126 10.4 65.6 48.2 13,631 11,276 71,603 52,512 6,446 6,370 | Country Guide.......... 513 45.7 249.7 228.8 36,947 32,924 179,830 164,737 36,947 32,924 

ora. Ss ‘an ons ‘aes See Sees ikuae Rae cane Glatee Eilon. 506 3167 GA7.7 4089 92612 115,085 817,790 Mase cna e2Ens 

* * ative Digest ..... ‘ . , . , y ' : x r iti , . , ‘ ’ ' ’ ’ ’ ’ 

Dakota forme Sopnceses 93.7 70.3 368.2 338.1 73,449 55,154 288,631 265,153 71,039 52,452 | | trang are tees jing ane et ane fag Bo aeue pope ane —_ 

Farmer, The ..........- 79.1 86.2 444.7 428.6 62,003 67,592 348,581 336,031 55,219 61,626 verage itions .... 84. . 3 ; ; ; ’ ' ; y 

Hoard’s Dairyman ...... 40.1 41.2 247.7 237.9 29,324 30,010 180,385 173,198 23,043 23,782 noe Advocate & Canadian “_— “a 

Idaho Farmer ...... <1, 53.7 53.6 279.9 244.5 40,631 40,515 211,586 184,820 38,112 38,171 Coun aa eeeeesees 8 54.9 298.2 244.3 46,754 38.4 08.659 1,025 39,474 31,199 

pe TR EE RS SP 

Kansas Farmer ........- . y ‘ , X ‘ ; ‘ , y J ' b ‘ ; . : , Y 

Michigan Farmer ....... 46.3 56.8 309.9 284.0 35,557 43,603 237,988 218,116 30,477 38,842 ‘Western Producer ...... 53.0 62.7 303.3 281.9 56.684 67,106 324,566 301,636 38,590 45,357 

Missouri Ruralist ....... 38.4 45.1 2786 242.2 29,181 34,312 211,741 184,155 25,110 31,297 Total Group ......... 529.6 536.7 2,335.3 2,192.3 498,006 512,239 2,154,333 2,069,091 259,200 272,928 

Montana Farmer-Stockman 67.0 69.1 344.3 316.4 50,631 52,269 260,274 239,267 39,921 44,583 tFour issues in May 1953; five issues in May 1952. #Not included in totals. 

Sedans Top Choice affect their choice. Men place more Willson Boosts Sun Glasses 'Mo., through the affiliation of Canada Magazine Assn. Elects 
emphasis on past experience, Willson Products Inc., Reading, ng Herndon, an account exec- | Noel R. Barbour, advertising 

for ‘American Home’ (59.3%) and economy of operation pa,, sun glass manufacturer, this tori hy — vice viet, Manager for Chatelaine, Toronto, 
(59.1%), although economy of up- summer is promoting its product ‘Saean A R A pe tisi “yw has been elected president of the 

F ilies in Surve keep and a good trade-in value by sponsoring a segment of “The Kansas Cit — VOC TERINS *| Magazine Publishers’ Assn. of 
am Y also largely influence their choice Big Pay-Off,” television program y: |Canada, Toronto, affiliated with 


New York, June 23—American 
Home readers are overwhelming- 
ly in favor of a sedan car, accord- 


ing to a survey just completed by 


that publication. 

The report, based on the an- 
swers of 1,597 families which read 
the magazine, shows that 93% 
own automobiles already; 73.9% 
of these own a sedan, and 82.5% 
planning to buy a new car intend 
to buy a sedan. 

Women are chiefly interested in 
“ease of operation” (61.8%) when 
considering a car, although exter- 
ior appearance and comfort also 


ee ime Ye a 


of car. 


® The reputation of the dealer and 
manufacturer carries more weight 
with the men—swaying 42.0% of 
the male buyers as against 29.8% 
of the women. A heater is a first 
choice in extras by both sexes, and 
both give equal preference to turn 
indicators, radio and back-up light. 

More men prefer speed and pow- 


‘er in a car than women. 


Decision of make and model of 
a car is made jointly by husband 
and wife in 63.2% of the families 
questioned in the survey. 


seen Monday through Friday at 3 
p.m. on CBS Television and on 
Sunday at 8 p.m. over National 
Broadcasting Co. Willson will par- 
ticipate, four times weekly, on the 
Tuesday, Wednesday and Friday 
daytime shows and on the Sunday 
evening program through July 31. 
The promotion is intended to aid 
summer sales in drug stores, de- 
partment stores and variety stores. 
Beaumont, Heller 


Agency Adds 17 Accounts 
A total of 17 regional and na- 
tional accounts have been added 


‘by Rogers & Smith, Kansas City, 


: & Sperling, | 
Reading, is placing the time. 


WCAE Promotes Alan Trench 


ithe Periodical Press Assn. Other 
officers elected are H. E. Cooke, 


Alan W. Trench, for the past v.p. in charge of sales, publication 
seven years an acccunt executive division, Consolidated Press Ltd., 
‘for WCAE, Pittsburgh, has been Toronto, Ist v.p.; Hall Linton, ad- 
' promoted to assistant sales mana- vertising manager, Maclean’s, Tor- 
| ger. Mr. Trench will assist Carl M. onto, 2nd v.p.; R. R. Robinson, 
Dozer, station sales manager, on managing editor, Health, Toronto, 


both national and local accounts. 


N.C. Advertising Co. Bows 


honorary secretary, and I. D. Car- 
_son, Toronto, manager. 


- North Carolina Advertising Co., Nappe-Smith Names Sherres 
| Greensboro, N. C., has been formed 


Nappe-Smith Mfg. Co., Farm- 


‘with capital stock of $100,000. ingdale, N. J., manufacturer of in- 


‘Principals include 


Huffine, 


William D. sulated bags, has named Marvin 
Ruth C. Huffine and Sherres Inc., New York, to direct 


Woodus H. Stanley, all of Greens-|its advertising. Halsted & Van 


| boro. 


| Vechten is the previous agency. 


EX 
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TELEVISION-APPLIANCE RETAILERS 
target for '54... 


hit the bull’s eye in this expanding market 


with the 
new 
magazine 
for retailers— 


Merchandising 
A ppliances 
Radios 
Television . 
COMING IN SEPTEMBER! PRETESTED FOR 8 MONTHS! DEMANDED BY RETAILERS! 
WHAT IS MART? WHAT IS MART’S NEW EDITORIAL WHY IS MART CALLED THE TELEVISION- 
MART is a new king-size magazine for the television-oppliance APPROACH? APPLIANCE RETAILER’S MAGAZINE? 
retailer. There's no other magazine like it—because MART is jam- MART will bring the television-appliance retailer refreshingly original fea- That's becouse MART is edited for the retailer . . . is distributed to 
packed with the information the retailer wants and needs to step up tures and exclusive news—prepared by its large staff of merchandising the retailer. MART's selective and controlled circulation will go to 
his profits. Proof? We've pretested MART for 8 months as a regular experts who know and understand the retailer's problems. Scores of exper- retailers of all types selling television and appliances. These include: 
supplement of TELEVISION RETAILING — and the response from ienced men will comb the more importent sections of the country to report television-appliance dealers, department stores, furniture stores, 
retailers has been phenomenal—the greatest, the most laudatory in market and inventory conditions. Charts, figures, facts, hard-hitting crusades chain and department stores, public utilities, hardware stores, and 
our publishing history. That's why we've decided to give the tele- —all calculated to increase the retailer's income—will highlight issue after automotive outlets. MART’s circulation is 35,000 guaranteed, includ- 
vision-appliance retailer the magazine he demands—MART. issue. ing 31,000 minimum monthly retailer circulation. That means: 89 
MART is o successor to TELEVISION RETAILING, the oldest, and the To make it easy for the busy retailer to get the news fast, the first page of per cent of MART's total circulation is composed of retailers! Yes, 
preferred publication in the television-appliance field. MART will be streamlined into a newspaper format with rapid-reading head- indeed, MART is the television-appliance retailer's magazine! 
lines, tersely written stories, all-meat subject matter. The features inside the 
cover will contain money-making information for the retoilers—information 
that will come to them first and exclusively through the pages of MART. 
HAVE Most cae yas have not been a ® ‘obtain AND— Just glance at the chart below. It's graphic 
TV-appli retailer acceptance. Possibly, only 4 
> AN ESTIMATE OF THE MART MARKET AHEAD— YOU ane pec oat Ineo: alt deeaninenan ell an MART Proof that MART reaches your market at less 
PRODUCT Total Units Percent Estimated 1954 Sales— once .. . been able to break through the dealer- cost - per - thousand - retailers than any other 
i754 visa. sold in 1954 Sone ct umn BROKEN acceptance barrier. And yet——the TV-appliance 1S publication in the field. What's more, MART's 
Television Receivers 28,000,000 63.6 7,000,000  $1,960,000,000 THE manufacturer's greatest need is to sell the retailers YOUR _ new king-size (9” by 12”) gives your adver- 
Refrigerators 40,200,000 91.3 4,200,000 1,176,000,000 —and to get the retailers to re-order. Certainly, tisement greater see-ability ond helps cut 
Washing Machines “rr 8=—s Sa 8 Py nye Avyooy eed DEALER- consumer advertising is desirable and necessary, BEST yh Ps 
fecesere 120'soe'eeo $98.0 -—«:19'908,000 570,000,000 but thot kind of advertising is wasted if the plate costs, too. Write or call for MART rate 
Ranges, Electric 11,900,000 a eo ay on eyes ACCEPTANCE retailer doesn't perform his function of getting BUY = card today. 
‘Room Air Conditioners 582, , 7000, eee your lines to the consumer. Remember: the con- 
pay — 7F000/000 “3 > 300/000 350,000,000 BARRIER? aie rool one kind of eantiones (refrigerator, DOLLAR-WISE 
Water Heaters, Electric eae by need Hay say ood TV set, ey on bag pian te _ _— = 
Sewing Machines, Electric 000, ‘ Os = yeors——the retailer buys and sells everyday. 
Stehwashore ery 2° —_ yy consumer is the retailer's customer. The retailer is 
en sees Ch es Saeeaee Sum customer. Aad Ge tag ‘oan 40 sages COMPARED crave, 
Housewares, Electric - - - 960,000,000 4 your selling to the retailer is through the pages of 
Misc. (Supplies, bulbs, etc.) —_ in ore 1,000,000,000 MART. Start with the September issue. Reserve ee ~————---—-- rN 
TOTAL $8,756,000,000 4 your space today! soma — marrniie bocce $097 | nae 
*Two percent of electric customers without radio; but multiple-unit owners among 98.0%, “Publication “. Cow oor thousand tetailers:* $21 «| 29,082 
occount for 120,500,000 units. 2 eRe hipaa ~ av anos — 
foe dey Th gg cre simply estimates based on nee om manufacturers and Publication “C ; Cost per thousand retailers:® $25.65 26,896 
Publication i e Con per thousand retailers:* $32.99 16,709 
| i i 4 *based on the 12-time page rate 


EXCLUSIVE PE ATU RE! The ‘Price Mart''—the retailers’ ‘‘Bible'’-—MART is the only magazine publishing specifications 
and prices of TV and appliance lines. 


SO...be sure you’re in the firs! issue of the DATES Closing ote — 51h of ‘month 


To prior to date of publication 


great, momentous MART—out § »ptember Ist. REMEMBER Isvonce Date! of month of 
Reserve your space TODAY! 


CACDWELL-CLEMENTS, INC. © 480 LEXINGTON AVENUE © NEW YORK 17, N. Y. 
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WISCONSIN'S 


BIGGEST 


PAYCHECK! 


and Shopping Center for Six 
Farm-Rich Counties! 


TWO FIGURES 
TELL THE STORY 


$83.86 


Average industrial weekly wage 
for 1952 higher than any other 
Wisconsin city, regardless of 
size. Industrial Employment up 
20% over 1951. (Report of Indus- 
trial Commission of Wisconsin.) 


$80,357,000 


Total Farm Income in The 
Leader and Telegram’s six cov- 
erage counties! $5,460 average 
farm family income! Nearly $500 
more than the national average! 
... and growing with the growth 
of the Eau Claire market! 


me 
For 


CONCENTRATED COVERAGE 


The Leader and Telegram offer 
you 98% coverage in the Eau 
Claire City Zone, and intensive, 
highly merchandisable sales 
penetration throughout its 50- 
mile radius, 6-county coverage 
area. 


The 
EAU CLAIRE LEADER 


(morning) 


& 
DAILY TELEGRAM 


(evening) 


National Representatives 
SHANNON & ASSOCIATES, INC. 


| 


6-Day $40,000 Drive | 


|rug-selling caravan wended its| 


|olis last Wednesday and set up a 


Chicago Rug Retailer 
Uses Amphitheater fa 


Cuicaco, June 23—An oriental 


way into this midwestern metrop-| 


bazaar in the International Am-| 
phitheater as part of a six-day|§ 
$40,000 promotion. 
The promotion, which has al- | 
ready hit three other cities—New | 
York, Denver and Cleveland—} 
used full pages in the four major |} 
Chicago dailies, the Chicago De-|> 
fender, a Negro daily, and the) 
Drover’s Journal. 
In addition, 300 one-minute ra- 
dio spots on Chicago stations 
backed the newspaper CaMpalgn TAMPERPROOF—This powdered cream prod- 
during this period. “uct has been introduced in Minneapolis, 
St. Paul and Des Moines by Sanna Dair- 
ies, Madison, Wis. The plastic seal pre- 
vents “tampering in the grocery stores,” 
company says. Ruthrauff & Ryan is 
the agency. 


s The campaign in Chicago, offer- 
ing $2,700,000 worth of broadloom th 
carpets and rugs and $500,000 '® 
worth of imported oriental rugs, | 
was sponsored by Royalton Ru 
& Dateet Co. 4 is ec . died the advertising for Royalton, 
part of a promotion conceived-by #94 Folger S. Decker directed 
Kaufmann Carpet Co., New York | Publicity. 


retailer, who works through local Jydd Joins ‘Modern Grocer’ 
retailers in the various cities in| Ray S. Judd has joined Modern 
which the drive is put on. Rugs of Grocer, formerly Independent Gro- 
Persia, New York rug importer,|cer, to handle advertising sales. 
shares in the promotion. 'He formerly was associated with 

All publicity for the sale was Borden Co., and Minute Maid 
given an oriental flavor, with Corp. 


an Arabian camp set up in the) : : 
Amphitheater and oriental dent+| tae ee ag gg oo 


ing girls on tap for the entertain- | appointed Avery-Knodel, radio 
ment of carpet browsers. station reresentative, its national 
H. M. Wexberg Advertising han- representative. 


Direct Mail Group 
Sets Up $25,000 
Development Fund 


New York, June 16—A $25,000, 
development fund “to broaden the | 


association’s activities in postal 


'and legislative matters” was an- 


nounced yesterday by the Direct 
Mail Advertising Assn. 
A secondary target for the fund 


|will be a “public relations pro- 
|gram pointed towards better rec- 
|ognition and understanding of di- 
|rect mail.” 

| Lester Suhler, subscription man- 


ager of Look and president of 
DMAA, said that participation in 
the fund is not limited to associa- 
tion members, “but is open to all 
those generally interested in the 
welfare of direct mail advertising.” 


w The fund drive will be headed 
by Harry A. Porter, senior v.p. of 
Harris Seybold Co., Cleveland, and 
A. M. Anderson, Reuben H. Don- 
nelley Corp., Chicago. A charter 
group of 90 companies has already 
contributed $10,000. 

The association has also launched 
its annual “best of industry” con- 
test with the announcement of 
judges who include S. R. Bern- 
stein, editor, ADVERTISING AGE; 
Henry Hoke, publisher, Reporter 
of Direct Mail Advertising; Paul 
Penfield, supervisor of advertis- 
ing, Detroit Edison Co.; Perce Har- 
vey Jr., president, Harvey Adver- 
tising Agency; Pau! Bringe, Mil- 
waukee Dustless Brush Co.; A. S. 
Gibbins, advertising manager, cel- 
lophane division, Canadian Indus- 
tries Ltd., and Robert J. Walker, 
field service supervisor for Mutual 
Life Insurance Co. of New York. 

Best of industry awards, like the 


Advertising Age, June 29, 1953 


|development fund contributions, 


are open not only to members of 
the association but also to any en- 
thusiastic user of direct mail. 
Awards, based on campaigns 
staged between Sept. 1, 1952, and 
Aug. 31, 1953, will be made at 
DMAA’s annual convention Sept. 
30 in Detroit. Entries should be 
addressed to the association at 381 
Fourth Ave., New York 16. 


St. Louis Marketers Elect 


C. Sewell Pangman, account ex- 
ecutive and media director with 
Oakleigh R. French & Associates, 
St. Louis, has been elected presi- 
dent of the Industrial Marketing 
Club of St. Louis. Other officers 
elected are Walter W. Dannen- 
maier, assistant sales promotion 
manager, Wagner Electric Corp., 
v.p., Bert Menke, Menke Printing 
Co., secretary, and Henry MclIn- 
erney, advertising manager, Cen- 
tury Electric Co., treasurer. 


Harnischteger Boosts Three 


Harnischfeger Corp., Milwau- 
kee, has promoted three in its 
P&H products advertising depart- 
ment. Robert D. Sawyer becomes 
assistant advertising manager; 
Harold W. Talbot manager of 
company publications, and David 
F. Ninstil, advertising production 
manager. 


Ptaelzer Names Lasworth 


Earl J. lLasworth, formerly 
assistant to the advertising man- 
ager of Automatic Electric Co., 
Chicago, has been appointed ad- 
vertising manager for Pfaelzer 
Bros., Chicago purveyor of meat, 
poultry and food specialties. 


McCutcheon to Price & Price 


McCutcheon Distributing Co., 
Pittsburgh appliances distributor, 
has named Price & Price, Pitts- 
burgh, to handle its advertising. 
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METROPOLITAN OAKLAND'S 
GREAT NEWSPAPER 


Only The Tribune, with the Greatest Home 
Delivered Circulation in Northern California, 
gives complete coverage of the Metropolitan 
Oakland Area 
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CRESMER & WOODWARD, INC. 
| Representatives Including Sunday Magazi 


WORCESTER 


th 


Manufacturing 
ee | in the 

United States...with 
$692,000,000 

in value added 

by manufacture. 


(Source: Sales Man- 
agement Survey of 
Buying Power, May 
10, 1953; further 
reproduction not 
licensed.) 


OWNERS OF RADIO 


STATION WTAG 


WORCESTER TH BEST 
TEST MARKET 


In its Population Group (150,000 to 250,000) 


WORCESTER, MASSACHUSETTS 
George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


AND WTAG-FM 
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Bust or Boom... 


Management Must 
Be Alert These 
Days, AMA Told 


New York, June 24—Emphasis 
on corporate flexibility and plan- 
ning to meet either continued 
boom or sudden recession high- 
lighted the general management 
conference of American Manage- 
ment Assn. here last week. 


“Business should think about) j 


shifting gears right now,” Paul E. 
Crocker, treasurer of Pepperell 
Mfg. Co., told the conference. “If 
we are at the top of a hill now,” 
Mr. Crocker said, “the grades and 
curves ahead and the possible de- 
tours through rough terrain make 
the choice of gears and controls of | 
highest importance. 

“Study your previous post-boom 
history,” he advised, “and take 
corrective steps based on what you 
learned then. Those concerns 
which put their houses in order 
now can better absorb the shocks 
of recession. 


s “The transition from inflation 
may come so fast,” he said, “that 
the time of operating officials may 
be tied up with physical and per- 
sonnel problems involved. At such 
a time, you reap the benefits if 
plans for cost controls have been 
prepared or put into effect in ad- 
vance.” 

W. D. Kyle Jr., president of Line 


|Material Co., told the 600 execu-_| 


should extend into the future as) 
far as commitments. Actual length | 
of the forecast, he said, depends 
on problems of each industry. 

Last January, he said, Line Ma- Three months would be long-range 
terial put into action on a “dress for campaign buttons, while a 
rehearsal” basis a program to con-| power plant should not be under- 
solidate its position, reduce over- taken without an assured demand | 


tives attending the conference that 
‘his company is set for either pros- 
perity or recession. 


head expenses and slash produc- for 40 or 50 years. 
tion costs. | Experience shows that Ameri-| 
'can consumers reward manufac- 
= The results, Mr. Kyle reported, turers most for introducing new 
“demonstrated our flexibility and products, C. W. Walton, general 
ability to meet within a short Manager of the adhesives and 
period a_ situation of reduced coatings division of Minnesota 
sales.’ The rehearsal, he said,| Mining & Mfg. Co., said, in a state- 
brought to light some facts useful! ment read in his absence by Dr. 
even in a period of expanding W. J. Clayton of the same com- 
sales and production. | pany. 
Analysis of shipping, warehous- Progressive companies, he said, 


showed the need for a competent of their research budgets search- 
packaging and materials handling | ing for new products and process- | 
engineer. Accountants found some es. Success in introducing new | 
report forms that could be elimi- | products, he said, calls for plan- 
nated with the loss of only minor | ning, confidence and “a good 
information. gambling instinct.” 
“For a period,’ Mr. Kyle said, 

‘we were all extremely cost-con-|m Lee S. Bickmore, \.p. of sales, | 
scious, and it shows that by get-| National Biscuit Co., told the con-_ 
ting in that frame of mind, savings | ference that from now on, the suc- | 
can be accomplished.” cessful retailer will succeed more | 
because of merchandising skill | 
‘than because of a special deal or 


# Curtis H. Gager, v.p. and direc- 
tor, General Foods Corp., empha-| good buy. 

sized that management must keep | The size and efficiency of sue | 
itself completely flexible if it is permarket operations, Mr. Bick- | 
to survive change and competition. | more said, is forcing manufactur- | 


/Conn., 


Appoints McCann-Erickson 


Holmes & Edwards, a division of | 
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Glenn Promotes Burgess 
Duke Burgess, with Glenn Ad- 


International Silver Co., Meriden, | vertising, Fort Worth, since 1942, 


has appointed McCann- 
Erickson, New York, to handle ad- 
vertising of its sterling inlaid sil- 


_verplate in both flatware and hol- 
loware. 


Newspapers and maga- 


| zines will be used. 


Genge to Ketchum, MacLeod 

William H. Genge, formerly in 
charge of dealer direct mail activ- 
ities for Gulf Oil Corp., has been 
appointed an account executive for 
Ketchum, MacLeod & Grove, Pitts- 
burgh agency. 


Alice Walsh Co. Moves 


Alice Walsh Co., Los Angeles 
agency, has moved to new offices 


/at 1250 Wilshire Blvd. 


has been promoted to a v.p. 


LYNCHBURG 


“Metropolitan” Lynchburg retail 
sales—38% HIGHER THAN THE 
U. S. AVERAGE! 

Only the News-Advance covers this 
basic Virginia market of over 
50,000 city zone population. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


He advocated planning today in 
terms of more than one likely | 
course to protect company growth 
and stability under different sets 
of possible circumstances. 

Dr. Lewis E. Lloyd of Dow 
Chemical Co. said that the more, 
people who get into the act, the 


more effective company planning 
' will be. Forecasting, he suggested, 


/ want facts, 


1953: 


Just another year— 


or a banner year? 


THE ANSWER 
DEPENDS ON 
ADVERTISING! 


ers to be more efficient. Dealers | 
a complete, well-| 
thought-out promotion, he said. 
They budget their floor space, ad- | 
vertising space and promotional 
space. A manufacturer must main- 
tain a sound program for sales| 
promotion and advertising sup- | 
port, point of purchase material, | 
price information, including any 
display or promotion allowance, 
plus the merchandising activity | 
that will be performed by the 
manufacturer’s sales force. 

“Every phase of our selling, | 
marketing and distribution is un- 
der careful scrutiny,” 


more said. “Currently we are 


working out details for a change | 


in our field selling organization. 
This change will effect economies 


and should make us more flexible. | 
In addition, we are experimenting | 
| with specialized selling and mer- | 
chandising. Our discount terms, 
| which have been in effect for 10) 
_ years, are obsolete. They are in the | 
process of being changed to meet | 


|present-day competitive condi- 


Mr. Bick- | 


YOUR KEY TO 
REACHING AMERICA’S | 
-NO.1 NEGRO MARKET 
OF 600,000! 


This year of 1953 has all the makings of a banner year. ies and trends.” 


Whether it proves a banner year or just another year may | 
depend very largely upon your advertising . . . particularly 
where you PLACE your ads! 


There are tremendous opportunities!!! 


Example: In our part of the Illinois Valley, monthly retail 
sales are in excess of $3,000,000.00. 


To get your share of this volume, ADVERTISE YOUR 
PRODUCT in... 


(LA SALLE, ILLINOIS) 


Serving La Salle, Peru, Oglesby, Utica, Spring Valley, 
Mendota, DePue, Granville 


. with over 90% home delivery! 


DAILY CIRCULATION IN EXCESS OF 14,500! 


The News-Tribune is the only paper serving La Salle, Peru 
and Oglesby, Illinois, the community shopping center for over 
75,000 people! 


The Daily News-Tribune is published daily eo Sundays) in the 
heart of Central Illinois’ rich agricultural area; and likewise important 
in industry, producing clocks, cement, zinc products, chemicals, nails, 
electrical products, heating equipment, brewing, etc. — thus varied in- 
dustries assure stability. 


This newspaper has proved again and again that its advertising “pulls”. 


INCLUDE .. . The Daily News-Tribune in your next advertising schedule. 
CONTACT OUR NATIONAL REPRESENTATIVES: 


WEST-HOLLIDAY CO., Inc. 


NEW YORK CHICAGO SAN FRANCISCO 
ILLINOIS CONSUMER ANALYSIS AVAILABLE 


| 


# Five new divisional v.p.s and a 
| vice-chairman of the executive 
| committee were elected at the an- 
nual business meeting. 

Keith S. McHugh, president, 
New York Telephone Co., was 
elected vice-chairman of the ex- 
ecutive committee, a new office. 

New v.p.s are Daniel M. Shee- 
_han, v.p. and controller, Monsanto 
Chemical Co.; A. A. Stambaugh, 


(Ohio); Henry Anderson, insur- 
|}ance manager, American Broad- 
casting-Paramount Theatres Inc.; 
J. Keith Louden, v.p., York Corp., 
}and Wayne J. Holman Jr., presi- 
'dent, Chicopee Mills Inc. 


| 

Chevrolet Backs Newscasts 

| The Chevrolet Motor division of 
General Motors Corp., Detroit, has 
signed a contract to sponsor 24 
five-minute weekend newscasts 
over the full American Broadcast- 


ing Co. network. The newscasts 
started June 27, and 12 broadcasts 
are scheduled on Saturdays and 
Sundays thereafter. Campbell-' 
Ewald, Detroit, is th: Chevrolet 
agency. 


Tranter Appoints C: nroy 


Tranter Mfg. In Lansing, 
Mich., producer of frigeration 
equipment and produ in the in- 
dustrial and dome heating 
fields, has named J. F oert Conroy 
| Associates, Detroit, . «4 its affil- 
fate Berens Organ tion, New 
York, to direct its pu c relations. 
Jaqua Co., Grand R: ds, contin- 
‘ues to handle Trante «dvertising. 


| board chairman, Standard Oil Co. | 


THE DAILY NEWS-TRIBUNE 


Over 75% of all adult Negroes 
in Metropolitan Chicago read 
the Chicago Defender! 


* ere... 
. « Md 


Write for your free copy of THE CHICAGO DEFENDER’S 
“First Annual Consumer Market Survey”—just 
published. Study the brand by brand preferences of 
metropolitan Chicago's 600,000 Negro consumers 

—a population equaling America’s 16th largest city. 
Reach their eyes and hearts through their newspaper. 


| DEFENDER PUBLICATIONS wae. pairs ‘Sites Meese of National Advertising 
SERVING AMERICA'S 


we Gucaee, Sareea, Bret. As 
000 000 000 435 South Indiana Ave., icago, Illinois 
$15, af . Please send me THE CHICAGO DEFENDER’S ‘First Annual 
NEGRO MARKET! Consumer Market Survey” . without obligation, of 
course! 
Chicago Defender 


Gary Defender Nome Title rt 

Michigan Chronicle 

National Defender Firm Name 

Tri-State Defender v 

Louisville Defender Address 

New York Age ees) i. 
Defender City = Zone Stote 


a ae Pia "SiS oR CO Past ete a fe ea PR URES Set aA Rotten one ag Beech Sra oe Mae ah aN 2) has aOR i O21 Mee es Rae et = LF Ue RSC rae icc 0 sere RS aR Tae ies ABER a rigs |” 8S he Cae mere RRS SA, MT aoe a 
Pi - A ohana Marais is ‘ J Pe ese 4 (feed Fue, gaan Sal Wat Baroy Vex Ei Ged Fone ae hades fo) Le oma: awe iia Settee ety eae ale Vee sp iatod aaa i ee ae ee eee 4 a Be an Pe ht ne eis a 
] : 1 NDAs REG BSN hee eo geeks COpSeRS hehe ee oe eee, pees ee. Ba pale SANS © Sitter bee aLad. SR OMNES R Cd cm mi Eee ile, "oe eee ae ae 
a = : . ¢ ; | ie 
- . ” ° ’ pa ie = 7 
i 
" ne: = 
. 
e , — ee is 
! a re ere 
n- t ; 
ee : 
ns ff or aCe aT an 
nd | | 
“4 Po 
pt. { 
= 2 VIRGINIA | 
81 4 : 
| 
if 
: 
i} > 
X- 
ith 
es, 
Si- y 
ng 
eC 
ed | ee : 
n- ; — - 
7 3 ae 
n- " LL Fac: ae 
n- > Ee Sy 
Aol saa 
Bok sighs 
ta i ee 
(a rie Bi 
iu- " ee 
its pi, 
rt- Care 
1eS ; he ie ot 
a 
of es 
vid gone : 
on Rensie 
‘ ‘ 7 
i 
rly oe 
in- e an, 
J Pha on 
‘O., - i 
id- 
zer pa a 
at, Be 
oe — 
j : 4, = ‘ 
. aie 
20.5 es 
or, Br 
ts- ee ee i eas 
ee OS 
j eal 4% um SURVpy ‘ Bie: 
as Ce Pe ee ae 
a. F ane a) Fa" Vea Be 
leer. tL q He ect eet eae Ph ee 
ae oe heer eee = ME 
>. oF a a ee ef ae 
eR ee Ss re Se 
he mon... Sage, ie ' ‘7 | . 
sii aa ant rare nee aot reer i : ’ eae’ 
ee iia “ca ies ’ Boot 
ee : 7 jy ke ee SOF oe its ae 
pS ees x Tee ts a ae ee 
ras ra aos age "ty ie foe 
a ¥ ‘ ry fs tag Pal 7 has: 
i, we tt oe Bee 
aus) wee aces ie 
2a ie eee aan 
a een an es eo 
= Sr Bae ae 
eee ie ae j j a am 
» ; a F; BY oe 
ie Bate: 
| ; Ben 2) 
ee bc 
Laan 
ee ) 
ee —_= = 
- > ¥ i * de a FES hun ded s 2 y . - x od ; ' r a 7 = P 


magazine field? 


he no secret that the magazine field as a whole has been doing 
very handsomely. 


In 1952 national advertisers invested more dollars in magazines 
than in any other medium. In fact, 1952 was the biggest year in 
magazine history, with advertising revenue and circulation at all- 
time highs. 


But do you realize what’s been happening inside the magazine 


field? 


Several big changes have been taking place . .. changes of impor- 
tance to every national advertiser. 


To see what’s been going on, you need only glance at the compara- 
tive advertising revenues for the last six years. [See box at right. ] 


You'll note that of twelve leading magazines, eight have had in- 
creases. But here’s the significant point: 


Just four magazines have been awarded the lion’s share of the 
increases. 


These four have accounted for 91 per cent of the revenue gain. 
That's right... 9] per cent. 


The figures in the table show that the total gain for the eight 
leading consumer magazines that had gains was $104,790,152. 
But $95,777,450 of that amount was chalked up by just four of 
them. These were Look, Life, Post and Better Homes & Gardens. 


The advertising revenue figures sharply emphasize two facts: 


First, certain major magazines have become outstandingly eft- 
cient and powerful as national advertising vehicles. 


Second, these publications are showing continuing and consistent 
gains in spite of any and all competition . . . from newspapers, 
radio, television or other magazines. 


GARDNER COWLES, EDITOR 


GAIN OR LOSS IN ADVERTISING REVENUE [1952 vs. 1946] 


Dollars Per cent 
Life + $40,475,277 + 71.7% 
Post + 27,576,278 + 57.7% 
LOOK + 14,482,115 +225.3% 
Better Homes & Gardens + 13,243,780 + 151.6% 
Woman’s Home Companion + 2.533,485 + 28.0% 
McCall's + 2.434.478 + 23.7% 
Good Housekeeping + 2.280.873 + 183% 
American Home + 1.763.866 + 32.1% 
Ladies’ Home Journal — 433.718 — 2.2% 
American — 3.143.710 — 54.2% 
Cosmopolitan — 3.495.163 — 56.2% 
Collier's — 3,624,000 — 16.1% 
These are the twelve general consumer magazines which in 1946 had a circulation 


of more than 2,000,000 and carried the greatest advertising revenue. 


Why is it that Loox, Life, Post and Better Homes & Gardens have 
been running so far out front? 


At the risk of over-simplification, we believe there are four basic 
reasons: 


1. Each of these magazines has a vivid editorial personality 
... an intangible but unmistakable vitality. 


2. They are edited to appeal to both men and women. 


3. Three of them are wholly non-fiction. And the fourth is 
now predominantly non-fiction. 


4. They are edited to appeal to the largest number of people 
... people in all circumstances in all parts of America. 


These factors have made Look, Life, Post and Better Homes & 
Gardens the four most widely read magazines in the country. To 
put it another way, these are the four magazines that offer the 
greatest number of sales opportunities per advertising message. 


Certainly these are key factors in LooK’s success. LooK has an 
audience of more than 20,000,000 readers. And for every dollar 
an advertiser invests, Look delivers more readers than any other 


major magazine. 


More and more advertisers have been discovering this fact. In 1952 
they invested more than three times as many dollars in Look as 
they did in 1946. 


And the first half of 1953 has been the biggest six-month period 
in Loox’s history .. . in advertising revenue and in circulation, 


LOOK’s circulation now above 3,700,000... an all-time high. 
LOOK’s advertising revenue for first 6 months of 1953 up 14.6% to $11,084,000 . . . an all-time high. 
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Feature Section 


Advertisin 


C. M. Takes Exception to Exceptions 


Some Strong Words on Liquor Advertising 


THE NATIONAL NEWSPAPER.OF MARKETING 


Copy Is Puzzling in Airline Ad 


More Acclaim for the Ford TV Show 


Industry Must Offer More than Money 
to Attract Future Executives: Greenwalt 


In a speech before the Executives Club of Chicago, reproduced in part 
here, Crawford H. Greenwalt, president of E. I. du Pont de Nemours & Co., 
emphasizes industry’s need for new executives and offers some suggestions 


for attracting them. 

It has been estimated that half our 
present national working force is engaged 
in production and sales of things unheard 
of in 1902. A very large number are con- 
cerned with developments new since 1928. 
Should this trend continue, half our 
working population in the year 1978 may 
be making and selling things as yet un- 
known. What products these will be we 
do not know but we can be very sure that 
their contribution to our social progress 
will be immense. 

If this bright prospect is to become a 
reality, it wil) be due largely to people 
who are sufficiently acute and perceptive 
to venture into these unknown fields, and 
who can organize the technical and finan- 
cial resources required for success. For it 
is in this way that our economy has con- 
tinually refreshed its vitality. The initia- 
tive has come from our business man. This 
is not to deny that scientific discovery is 
the raw material of our advance. Yet 
science alone, invention alone, may be of 
only academic interest or significance— 
unless through business development it 
descends from the clouds to join the serv- 
ice of men. 

This in fact has been the peculiar geni- 
us of American business. Many of the im- 
portant scientific discoveries of the past 
have been of European origin, yet it was 
here that they found their real utility. 
Had the same atmosphere and incentives 
prevailed in the countries of their origin, 
I have no doubt that the necessary busi- 
ness talent would have appeared. Unfor- 
tunately it did not, and it was left to 
American business technology to bring 
many of these discoveries to popular use. 


# The principle of radio communication, 
for example, developed by an Italian, be- 
came the basis of a market that eventual- 
ly was to include every home and even 
most of the automobiles in America. 

The automobile has had much the same 
history. Many of the discoveries on which 
it was based originated abroad, but it was 
American business management that 
made it a commonplace and essential 
means of transportation. 

If you will permit me an example in my 
own field, let’s look at the case of cello- 
phane. Invented by a Swiss and first mar- 
keted in France, it was for years a high- 
priced specialty item for the boulevard 
trade. Today, the average American fam- 
ily uses about five pounds of it a year, 
and is very unhappy when war or some 
emergency puts it in short supply. Cello- 
phane is merely one of the many things 
that became a familiar necessity only be- 
cause American business management 
discovered ways of manufacturing them 
at prices at which broad markets could 
be created. 

As one last reminder, don’t forget the 
telephone, which we are told by Moscow 
was invented by a Russian. If that were 
so I would welcome it in support of my 
thesis, for there are far more telephone 
subscribers in the city of Chicago than 
in all the Soviet Union. Clearly Russia 


suffers from a dearth of executives, or 
perhaps the executives have appropriated 
all the telephones. 


= If we are to continue our rate of prog- 
ress, we’re going to need lots of bright 
young men coming into business. The 
more we have, the greater our chance of 
developing the leaders of tomorrow. 

And if business is to have its share of 
these bright young men against the de- 
mands of all other professions and activi- 
ties, we can’t trust to luck. In these days 
of high personal income taxes, the money 
incentives so characteristic of business 
are declining in attractiveness. There are 
some who take the wry view that taxes 
are here to stay, and that the rates will 
remain unduly high throughout the fore- 
seeable future. I think that to be realis- 
tic we must assume the chances of sub- 
stantial improvement in the tax picture 
are remote. 

So, if not money, what? Many com- 
panies have explored the possibilities of 
non-monetary incentives as the new coin 
of executive reward. Some of these seem 
to be simply compensation in disguise 
and may encounter adverse tax interpre- 
tations later on. Others, such as longer 
vacations, are transplanted from other 
fields and may or may not prove adapt- 
able to the business climate. 

Whether they will be fruitful we do not 
yet know. The nice thing about money is 
that it has such a wide circle of admirers. 
People spend it in different ways, but its 
appeal is generally the same, even ad- 
mitting that the perversities of human 
nature are such that whatever fascinates 
Peter may bore Paul. 


# I hope for the best in these interesting 
experiments, but in the long run I am 
afraid we must look elsewhere. I believe 
that the only solution—if there is a solu- 
tion—will appear through enhancing the 
prestige of an executive career. 

This is not a feat to be performed by 
superficial and artificial measures. It can- 
not be achieved by bestowing synthetic 
honors or, perish the thought, by making 
pious speeches. 

No, prestige comparable to the prestige 
attached to older and more traditional 
professions can really come only from 
within. What the world thinks about us is 
usually a reflection, in some degree, of 
what we think about ourselves. 

Could it be that behind the confident 
exterior of the business executive is the 
apologetic question mark? Do we in the 
business world secretly or even subcon- 
sciously feel that after all teaching or 
medicine or pure science is of greater 
worth or nobility? 

If so, it is high time that business sheds 
its inferiority complex and takes its right- 
ful place in the ranks of other honored 
professions. The older and more estab- 
lished callings have done much for the 
improvement of mankind, and continue to 
do so. There is no disparagement in the 
reflection that none has ever accom- 


plished as much in as short a time. 


® Business as a profession has come of 
age, and its members can stand before the 
world as practitioners of a difficult and 
complex art, without which the world 
would be the poorer. I would judge that 
‘the loss of only such goods and services 
“Ss are represented in this room today 
would be seriously damaging to our well 
being. And if lingering doubts remain as 
to the place of executive management, 
ask yourselves what your own companies 
would be today if the wrong decision had 
been made at the crucial moment. 
Prestige for this new profession will 


Salesense in Advertising... 


come, I know. It will come as people be- 
gin to understand and appreciate the con- 
tribution of business to the social, cul- 
tural and the spiritual advancement of 
America. This is a matter on which our 
innate and becoming modesty has thus 
far counseled us to let our deeds speak 
for themselves. We need, I am afraid, to 
do more. 

We must take real pride in the accom- 
plishments of the executive. We must 
share that pride with our associates, our 
families. We have every reason to be 
proud. If we are to enlarge the scope of 
our profession and insure its future, we 
must communicate that pride to all the 
world. 


There Is No Cheap Way to Buy and Hold 
Consumer Favor 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

More and more I am impressed with the 
fact that strong and active customer pref- 
erence for a given brand of merchandise 
cannot be bought for 10¢ dollars. I know 
of no cheap way to buy and hold public 
favor. There are in 
short, no bargain base- 
ment substitutes for 
effective consumer ed- 
ucation, which means 
transmitting the prod- 
uct story to the ulti- 
mate consumer—the 
citizen who does the 
voting in the market 
place. 

With the term “sub- 
stitutes” I am referring to merchandising 
gimmicks of every sort and description. 
There is no denying they are potent sales 
stimulators, but they are watery “medi- 
cine” indeed for the “patient” dying on 
the vine because the roots of the vine are 
withering in the sterile soil of consumer 
apathy. 

For example: A certain maker of a 
drug store product, known to me, con- 
trived to secure sparse retail distribution 
in four or five eastern cities of medium 
size. His program included an extremely 
thin campaign of radio spots, but most of 
his modest budget went into a variety of 
merchandising stunts designed to enlist 
active and enthusiastic dealer cooperation. 
The dealer cooperated fairly well, it 
seems, but the consumer didn’t. At the 
erd of two years the sales picture was 
p etty bleak. 


James D. Woolf 


» The agency was fired and a new one 
} red. The new agency bore down heavily 
. . the proposition that it is the ultimate 
sumer who does the voting in the 
rket place. “There is no hope for you,” 
_d the agency to its unhappy client, “ex- 
ot in a continuous program of consum- 
education. You must take the story of 
ur product to the people.” After a series 


of frustrating meetings, in which the cli- 
ent blew hot and cold on this recommenda- 
tion, a stepped-up program of gimmicks 
won the decision. The plot, which in- 
cluded a 1¢ offer, premiums, and con- 
signed merchandise, accomplished almost 
nothing—so that today, eight months la- 
ter, the sales picture is as discouraging 
as ever and the ink even redder than be- 
fore. 

I am not opposed to merchandising 
gimmicks as sales stimulators; in fact, I 
am an enthusiastic user of them. But there 
is no gimmick operation I ever heard of— 
giveaways, bargain premiums, 2-for-1 
sales, contests, coupon offers (“this cou- 
pon worth 10¢’’), etc.—that, as I have al- 
ready said, should be given precedence 
over a consistent program of consumer 
education. 


® It has definitely been my experience 
that gimmicks work best when they are 
used in behalf of a consumer-established 
prcduct. When the want is there—when 
the brand is known and respected—when 
the public has confidence in the integrity 
of the advertiser—we have an ideal cli- 
mate for the effective use of a stimulator 
to step up buying action. 

1 note in ApvertTIstInc Ace (issue of 
June 1) that Kraft Foods Co. last spring 
sold more than half a million pairs of 
nylon hosiery at 75¢ each plus an end 
piece from a Parkay margarine carton. 
The promotion was so phenomenally suc- 
cessful, reported AA, that Kraft expects 
to receive close to a million Parkay end 
pieces before the offer expires. 

Two most important reasons for the 
success of this promotion, in my judg- 
ment, are (1) the fact that the Kraft 
Foods Co. is universally known and high- 
ly respected as a quality house by all of 
America; (2) Parkay margarine enjoys, 
as a result of a continuously adequate ad- 
vertising program, a substantial measure 
of consumer acceptance and demand, not 
to mention its availability generally in 
food store outlets. 


a I cannot believe, as against this Kraft 
experience, that the Snerd Food Co., mak- 
er of Lummox margarine, unadvertised, 
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its virtues unsung, could have sold half 
a million pair of nylons at 75¢ per pair 
(which adds up to $375,000), plus a Lum- 
mox carton end piece. 

Experiences such as this one of Kraft’s, 
which happen every now and then, are 
so exciting and seemingly so magical that 
the vital importance of consumer educa- 
tion is discounted or forgotten. 

The incident of the drug store product, 
as related earlier in this piece, is not only 
true; it is all too typical. That continuous 
acceptance and demand for consumer- 


The Eye and Ear Department... 


bought products cannot be captured and 
held by merchandising gimmicks, is a les- 
son hard to teach to “advertisers” eager 
to buy customer-favor with 10¢ dollars. 

As for the retailer, there is nothing he 
respects so much as the wants of his cus- 
tomers. He will go along with a coupon 
deal or some such gimmick up to a point, 
but beyond that point his heart is of ice. 
He knows, within his own experience, 
that the people he serves over his counters 
are the people who do the voting at the 
cash register. 


Plaudits for the Ford Show 


Certainly the television event of this 
year—and of many years—will be the 
50th Anniversary Show which the Ford 
Motor Co. had on both NBC-TV and CBS- 
TV on Monday night, June 15, from 9 
to 11 p.m., EDT. 

A review of the American scene for the 
past half century, the show was enor- 
mously provocative—although, if it were 
aimed at the 65,000,000 who, according to 
Ed Murrow, have been born since the first 
election of Franklin D. Roosevelt, it did 
spend most of its time (or, perhaps, to 
these old eyes seemed to) on the preced- 
ing era. 

It fearlessly took one through the 
speakeasy period and showed women 
smoking for the first time in public. It 
nostalgically brought back Amos ‘n’ Andy 
—and Rudy Vallee. It showed old film 
clips and newsreels and—with commen- 
tators, including Wally Cox, Ed Murrow, 
Oscar Hammerstein II, and performers, 
including Mary Martin, Ethel Merman and 
Burr Tillstrom with Kukla and Ollie—por- 
trayed a slice of history which, like old 
Vienna, was highly colorful but will prob- 
ably never again be repeated. 


s Highlights of the show were Mary Mar- 
tin doing a remarkable travesty of female 
fashions, creating them before your eyes 
with an amazingly flexible sheath of cloth 


she wore...a duet by Mary Martin and 
Ethel Merman featuring popular songs of 
the past 50 years:..an inspiring dia- 
log between Murrow and Hammerstein 
on the responsibility of the United States 
in building world peace and stability. 

In fact, the show covered every aspect 
of high entertainment, from rich comedy, 
through pathos, to the thrilling inspiration 
of Marian Anderson singing “Mine Eyes 
Have Seen the Glory.” 


# Mention was made of Ford sponsorship, 
and there was one delightful scene on the 
Model T, but no commercial appeared as 
such. “A business man” was introduced at 
the close and, only after he had spoken, 
was he identified as Henry Ford II. Yet it 
is quite likely that this show will do Ford 
more good than any other of its TV pro- 
grams. This column has commented be- 
fore on the courage of Ford in trying new 
TV techniques. It wonders if, with its 
50th Anniversary Show, Ford hasn't 
shown the way again. When one reviews 
his own life, it is not the oft repeated 
things—like brushing his teeth, catching 
the train, buying a paper—that are the 
most memorable, so much as the things 
that happened once but were deeply and 
sincerely felt. In this respect, the idea of 
repetition in advertising—particularly on 
TV—may look completely cockeyed. 


Mail Order and Direct Mail Clinic... 


Study Direct Mail Use 
for Dealer Program 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail or- 
der business in Highland Park, 
Ill.) 

Business firms who sell through deal- 
ers should use direct mail consistently 
to cement friendly relations and to boost 
sales at each of their outlets. 

Recently our firm became a dealer for 
Bell & Howell Co., Chicago, a leader in 
the growing photographic industry. 

This progressive firm, it seems to me, 
knows how to use direct mail techniques 
to win friends and increase sales. 

Bell & Howell’s direct mail dealer pro- 
gram, sparked by the advertising depart- 
ment, is sound, intelligent and profitable. 

Here, for example, are seven specific 
mailings B&H makes to its new dealers: 


s 1.A friendly, personal letter from 
merchandising V.P. Carl Schreyer, per- 
sonally signed by him, which welcomes 
the dealer and lists company services and 
departments ready to assist the dealer. 

2. A second letter of welcome from the 
retail dealer department. 

3. A third letter of welcome from the 
director of advertising and sales promo- 
tion. This greeting also outlines B&H’s 


national advertising campaign, with con- 


crete suggestions on how the dealer can 
tie in with it most profitably. Enclosed 
with this third-of-a-series piece are the 
following dealer aids: (a) suggested direct 
mail copy; (b) order forms for tested 
sales promotion material, and (c) a copy 
of “Panorama,” a consumer publication 
which the dealer can arrange to have 
mailed to his customers each month. 

4. A letter of welcome from C. K. Pres- 
ton, p.r. director. This letter includes 
helpful tips on how to get local news and 
publicity coverage. Enclosed is a sample 
news release which can be filled in quick- 
ly by the dealer for use in his local paper. 
And the release, by the way, is the easy- 
to-read kind, in the proper form, which 
editors appreciate. 


#® 5. An _ attractive fluorescent plastic 
counter sign the dealer can use to tell his 
customers about B&H’s strong product 
guarantee. (In substance, this guarantee 
says B&H products are guaranteed for 
life, a most potent pledge.) 

6. A special sales promotion shipment. 
This contains a complete assortment of 
sales literature; a price list; ad mat proofs, 
showing mats available for announcing 
the new franchise; an assortment of tips 
booklets on movie making, and the B&H 
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The Creative Man’‘s Corner... 


Exception to Exceptions 


Occasionally we receive a letter taking exception to a critical opinion we 
voiced about a particular ad—on the ground that, despite what we had to 
say about it, the ad was successful. It sold goods. 

Frankly, we take exception to these exceptions. We subscribe wholehearted- 
ly to the theory that the primary purpose of advertising is to stimulate sales 
of the products or services advertised. But this has little to do with whether 
an ad is good or bad. Many bad ads sell goods. They remain, however, bad ads. 

If an ad is to be judged solely on the basis of whether it “works,” then a 
bank robber who gets away with it is entitled to congratulations—on the 
ground that he succeeded in making his pile with considerable more efficiency 
than semeone who has successfully wrestled with the problem of building an 
honest business over a period of years. Stalin (if we may be excused for haul- 
ing the Russians into this) deserves worldwide acclaim and commendation 
because he built a nation much larger than ours in a very much shorter span 
of years. We should also admit Mao Tse Tung into the UN because he man- 
aged to accomplish what Chiang Kai Shek failed to do—establish firm govern- 
ment over all of China. 


" [bee ehhenices are, tet while: oct pend tid another News Vooke 
is deciding for himself -by taste alonethat Rheingold Extra Dry 
is beer as beer should taste! That’s because it’s always brewed as 
genuine beer should be brewed. 


© Fee pram, Rheomgptt Foeore Dry tam 
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If the individuals cited above were all to be considered admirable because 
their methods had succeeded and their ends had been accomplishd, we would 
not feel at this point that we should apologize to Rheingold for bringing their 
name into the same commentary. However, when we saw this particular 
Rheingold ad, we felt impelled to deplore the type of argument used in it, 
which attempts to prove itself simply by repeating itself—Rheingold Extra 
Dry is beer as beer should taste, and that’s because Rheingold is always 
brewed as genuine beer should be brewed. This says absolutely nothing and 
is a remarkable example of an argument chasing its own tail. 

Even as we felt these feelings, however, we could envisage the letter saying, 
in effect, that we didn’t know what we were talking about, because it so hap- 
pens that Rheingold Extra Dry is New York City’s largest selling beer. 

Phooey. That has little to do with this particular piece of copy. In fact, we 
may go even farther: We are of the opinion that the whole thing shows little 
genuine thinking (as thinking should be thunk). For example, we read the 
ad in the morning paper—at which time, aecording to the copy, still another 
New Yorker was deciding for himself, by taste alone, that Rheingold Extra 
Dry is beer as beer should taste. 

At 7:30 in the morning? Perish the thought! 


dealer bulletin, beginning with the Jan- 


uary issue of the current year, thus bring- 
ing the new dealer up to date. 

7. Finally, a special promotional kit on 
the product B&H is pushing the hardest 
at the time the dealer joins the B&H 
family. This includes streamers, counter 
displays, and a flip book for counter sale 
use. 

As a new dealer—by the effective use 
of direct mail—we are definitely made to 


feel we've joined the B&H family, and 
that we’re important to the company. 

We are also supplied with plenty of 
sales helps, created to build our sales. 

In addition, we receive each month a 
bright, peppy and interesting dealer bul- 
letin which keeps our interest in the com- 
pany high. 

B&H’s direct mail dealer program, in 
my opinion, is a model other companies 
selling through dealers should study. 
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New LIFE research gives audience 


data on four leading media 


Covers leading Radio and Television shows, 


a Newspaper Supplement, and four Magazines 


Information never before available extends 
accumulative audience measurements 


E LATEST project in LIFE’s media research—A Study of 
Four Media—has just been completed by Alfred Politz 
Research, Inc. 


The original Politz research report—A Study of the Accu- 
mulative Audience of LIFE—was published in 1950. It showed 
advertisers, for the first time, how the audience of a single 
publication accumulates over the course of 13 issues... how 
often the same people will be reached ...and the size and 
characteristics of the audience at each stage of accumulation. 


The present study extends this new concept in audience 
measurement to other magazines and other leading media. 
These are the specific media covered: 


1. Radio: The four leading radio shows at the time the 
survey was begun. 


2. Television: The five leading television shows at the 
time the survey was begun. 


3. Newspaper Supplement: This Week. 


4. Magazines: Ladies’ Home Journal, LIFE, Look, The 
Saturday Evening Post. 


A Study of Four Media is not designed to give answers to such 
general questions as ‘“‘what’s best?” or ‘“‘who’s first?’’ 


It does not, for example, make the impossible assumption 
that a certain unit of broadcast time is equal to a certain unit 
of printed space. 


The findings do, however, give complete and reliable data 
on both audience accumulation and on audience repetition for 
each medium studied. 


These findings can be usefully applied in decisions related 
to a particular product and the particular aim of an advertis- 
ing campaign for that product. 


In the panel below, you will see exactly what data are 
given for the audience of each medium studied, and what 
breakdowns of each audience have been made available. 


The findings of this important new study are now being 
presented to advertisers and their agencies. For full infor- 
mation, write to A. Edward Miller, Research Director, LIFE, 
9 Rockefeller Plaza, New York 20, N. Y. 


The survey findings in A Study of Four Media will include: 


1. Average Issue or Program Audiences 


2. Accumulative Audiences 
(Extended over six issues for magazines 
and supplement; over four broadcasts 
for each radio and TV program) 


3. Projected Accumulative Audiences s 
(Thirteen issues for magazines and sup- 
plement) 


4. Audience Characteristics: By Age, Sex, 


: : design and procedures used in this study by Al- 
Education, Income, Urban-Rural— both fred Politz tc See Included in Ae ngoted 
for one-issue and one-program audiences tion is a complete explanati » of the essential 
and accumulated audiences. techniques of the study. Sor » of the newer re- 

search methods which were ;ioneered in this 


5. Repeat Audiences: the frequency with 


which the media studied are read or 
listened to—over six issues and thirteen 
issues for the print media; four broadcasts 
of each radio and TV show. (Repeat 
audiences are also analyzed in terms of 
the characteristics listed). 


There is also a section in A Study of Four Media 
which is a detailed statement of the operational 


study are also reported for t)._ first time. 
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Advertising Tailored to Local Markets 
Is Liquor Industry's Greatest Need 


Marvin Levin, publisher, Southern States Beverage Journal, sent us the 
speech reprinted here. It was delivered in May before the tenth annual 
meeting of Wine & Spirits Wholesalers of America at Miami Beach. As 
Mr. Levin says, it levels a serious charge against advertising agencies 
which service liquor accounts, and “it seems to me that the advertising 
field owes it both to itself and to its clients to make some reply.” 

Since many of the same sort of things which Mr. Maloney says here 
have been voiced by distributors, wholesalers and dealers in other fields, 
his criticisms should be of interest not only to agencies handling liquor 


accounts, but to all agencies and all national advertisers. 


Readers who 


would like to comment on this scorching indictment are invited to do so. 


By James J. Maloney 
V.P., McKesson & Robbins Inc. 


There’s an old story that says: “A dog 
has fleas to remind him—he’s a dog.” 

We wholesalers know distillers who 
have advertising agencies who have a 
bad habit of telling our members that we 
know little about our 
local markets, our lo- 
cal retailers, our local 
consumers. 

Now then, advertis- 
ing agencies have pro- 
duction men (oh yes, 
and 15% _ production 
costs, too). They have 
copy men—they have 
space buyers and point 
of sale buyers. They 
have marketing research experts, survey 
artists, fancy artists, and parlay artists. 
You can be sure they have the greatest 
“razzle-dazzle” salesmen in the world. 
And, of course, we cannot forget another 
fellow they call the layout man—and I 
don’t mean the undertaker. 


Gentlemen, please take it from me, the 
real layout men are the distillers and 
most of us wholesalers. Actually, these 
two groups lay out the dough and pay out 
the dough to a group of geniuses known 
as the advertising agency. 

This “lay-out” and “pay-out” is done 
on a strange and almost unbelievable 
basis; that is, the more money these 
agencies spend, the more money the dis- 
tiller and wholesaler pay them. It’s a 
helluva business—this advertising busi- 
ness. 


® Now, don’t get me wrong! There are 
some agencies associated with our indus- 
try who actually earn their money—in- 
cluding the mechanics and production 
costs—whatever they are. There are 
more who don’t. 


There are, perhaps, some agencies who 
have, since repeal 20 years ago, created 
or contributed something new to our 
business and which resulted in develop- 
ing that all important factor—consumer 
demand. This means more volume on the 
brand and that means more business for 
us. This is what good advertising should 
do. This is, I presume, why good adver- 
tising is bought: to create consumer 
demand. 


But you will agree that an alarming 
and exorbitant amount of dollars are 
wasted in what some people call good 
liquor advertising. Great sums of money 
are wasted on poor newspaper, magazine, 
and sales promotional material. Great 
sums of money are wasted because of 
bad timing, lack of understanding and a 
lack of coordination. Yes, we know, much 
sales promotional material may not have 
reached its destination—the retail prem- 
ise. Perhaps some wholesalers can be 
blamed, but rarely, if ever, does a good 
piece of material find its grave in the 
back of a salesman’s car or garage. 


s Rarely, if ever, is a good piece of ad- 
vertising side-tracked in a wholesaler’s 
warehouse—if the material has any real 
sell in it. Why is it taken for granted that 


every piece of material that is sent to a 
wholesaler is the perfect sales producing 
piece of the century? Why is it taken for 
granted that every piece of advertising— 
of any type or nature—is perfectly fitted 
to your market and ours? That it is a 
guarantee—to corner consumer demand? 


® No, nothing very new—at least no 
great amount of anything very new—has 
been produced or created in liquor ad- 
vertising in the past 20 years. 

It would be new and refreshing for all 
distiller advertising agencies to listen 
occasionally to the local wholesaler and 
the local problems confronting his client’s 
brand. This would make for better under- 
standing, and result, logically, in the de- 
velopment of material and advertising 
strategy tailored to overcome the local 
problems. 


It is hard for me to believe that adver- 
tising—or the thinking that goes into ad- 
vertising—has kept pace with the aggres- 
sive action and thinking of you men in 
sales, especially during the past two or 
three years. 


Yes, we are aware of the limitations 
confronting the agencies in the field of 
liquor advertising, brought about by the 
nature of various federal, state and local 
regulations. 


But we in sales meet with these same 
complications; we have the same obsta- 
cles confronting us—plus many others. 


s Now, here’s a good one—and don’t 
laugh—it’s serious! 

When the advertised brand has ob- 
tained the badge of consumer demand 
and sales volume, then the agency takes 
the credit. If the brand does not obtain 
the badge of consumer demand and ac- 
ceptance, the wholesaler gets the credit 
for the failure and in spades, too! Yes, 
the wholesaler, despite good distribution 
of a brand, gets the credit if a brand is 
a flop, and this has happened. 


The distiller? Why, of course, the dis- 
tiller is always safe in this kind of com- 
pany. The distiller is always right and 
he can prove it—because his advertising 
agency tells him he is right—and gets 
paid for it. 


You can see by now that I’m an expert. 

I would gamble that there are only a 
few, if any, wholesalers in this audience 
who would disagree when I say that—all 
business is local! 


Don’t misunderstand me. We whole- 
salers want all of the so-called national 
advertising and promotional material that 
money permits—if—if, gentlemen, the 
program creates consumer demand in our 
local market and if the advertising fits 
our local market and if the advertising 
can be legally used in our local market. 


® Mr. Distiller, your agency would save 
you many thousands of dollars by elim- 
inating the preparation of any program 
or material that cannot be used legally 
in our various local markets because of 
local regulations. We have seen shipped 
into our market thousands of dollars’ 
worth of advertising material which can- 


not be used. Both the distiller and the 
advertising agency should have been 
aware of this problem and waste for the 
past 20 years. 

Oh, yes! I almost forgot. These ad- 
vertising agencies don’t get paid for sav- 
ing money—they get paid for spending 
money. 

Many people say there is no such thing 
as a national market. We would like to 
have the agency and its sponsor, the dis- 
tiller, think about this. 


You, Mr. Wholesaler of Miami—-you, 


Mr. Wholesaler of Nevada—you, Mr. 


Wholesaler of Boston—you, Mr. Whole- 
saler of the state of Texas—all of you 
are interested in the business, the welfare, 
the health of our members in California, 
Hawaii, Alaska, New York, and Red 
Riding Hood, Ariz. Of course you are! 
But we know your primary interest, and 
justly so, is in your business; in the 
brands you market locally; in whether 
or not your brands have local consumer 
demand, and whether you are getting 
proper and sufficient local support to 
insure this consumer demand in your 
own markets. 


s Any wholesaler knows and recognizes 
that he must support and supplement the 
national advertising on brands he sells. 
And we do! But likewise the obligation 
and responsibility lies with the distiller 
to localize and tailor much more adver- 
tising and promotion to local marketing 
conditions, whatever they may be. 


We wholesalers are not interested in a 
cloudburst of impact made by National 
Magazine in the state of Oklahoma. This 
is simply a dissipation of money because 
Okiahoma is as dry as a bone—or is it? 
Then why spend money advertising in 
Oklahoma? 


We should believe in and ask for more 
recognition for our local markets and the 
problems we find in them. And, for good- 
ness sakes, I mean local markets where 
liquor may be sold legally. 

We believe intensely that we should 
see more of the agency executives—the 
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men who sold the program to the distiller 
in the first place but forgot to sell the 
wholesaler and his salesmen. How many 
times have you wholesalers had an adver- 
tising agency executive or had the head 
of a distiller’s advertising department 
come down into your sales meetings to 
face your salesmen (whom they ask to 
sell the advertising) for the sole purpose 
of selling the advertising and promotion 
they created? How many times have they 
been on hand at your sales meetings to 
sell their super-duper, colossal, sales get- 
ting, profit making, and volume getting 
advertising program? The biggest “best- 
est” ever created! How many personal 
appearances have they made to excite 
you, and more important, your salesmen? 


= It has happened. It does happen, be- 
lieve it or not. There are some companies 
that do this. They recognize and use the 
powerful weapon of strong local support 
for local wholesalers and tailored to local 
conditions. These companies know it is 
largely their responsibility to create con- 
sumer demand and they do so. 


Let the distiller and the advertising 
agency develop a sound policy which will 
recognize the local wholesalers for their 
knowledge of their market, their exper- 
ience, abilities and their viewpoints. 


Let these people respect and recognize 
us as wholesalers—successful wholesalers, 
who know our local markets, who know 
our business, our retailers, and certainly 
our consumers. 


= Let these people come out and see us 
and talk to us—to the retailer—to the 
consumer, yes, and look at the markets 
they call national and we call local. 

It has not been my intention to antag- 
onize the distillers or their advertising 
agencies, but rather to arouse them to 
the point where they will give the proper 
attention to the development of advertis- 
ing tailored to local markets. 


This, ladies and gentlemen, is what our 
industry needs on the eve of its 20th 
anniversary. 


19 YEARS AGO—It was in June, 1934, that this picture was taken outside the Edge- 
water Beach Hotel in Chicago, where the annual convention of the Assn. of National 
Advertisers was being held. Left to right are Lee Bristol, president of Bristol-Myers; 
Mary E. Crain, then an AA staffer; Stuart Peabody, assistant v.p., The Borden Co.; 
Allyn McIntire, v.p. in charge of advertising, Pepperell Mfg. Co.; Felicita Albrecht, 
another AA staffer of those days, and Paul West, then managing director and now 


president of ANA. 
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Tips for the Production Man... 


Distinctive Lettering on a Thin Budget 


By Kenneth B. Butler 


(Mr. Butler is head of The 
Wayside Press and of Kenneth 
B. Butler & Associates, Men- 
dota, Ill.) 


An association editor at a recent all- 
day typographic workshop pointed proud- 
ly to a beautiful layout containing a head- 
line of hand-lettered type, but mopped 
his brow over the $70 fee he had to pay 
the artist for the lettering. 

The line of type was beautifully 
adapted to the subject of the story, which 
had an Indian tie-in, but he could have 
had the same work done for $6 or $7 by 
having it set in type and a blown-up zinc 
cut made. The type was Legend. 

He offered the explanation that his 
printer did not have this face and that 
his town does not have a composition shop 
with wide selections of type faces. 


s I was rather surprised that all produc- 
tion and layout people are not aware of 
the various kits of lettering for paste-ups 
that are available today. For the adver- 
tiser with a moderate budget there is 
Fototype, Artype, Unitized lettering, and 
others. In addition there are a number 
of concerns which have stables of letter- 
ing artists drawing special designs of un- 
usual lettering which they deliver, using 


Employe Communications... 


photography instead of actual type com- 
position. 

The use of these hand-lettered paste-up 
types is simple. Almost anyone can ac- 
complish an occasional line of interesting 
hand-lettering, with no specialized skill 
except to preserve good spacing and 
alignment. 

The office-set type also cornes in re- 
verse plate. Where sizes are not large 
enough, the paste-up can be blown up by 
any photostat house. The letters are 
printed on tissue, so that they may be 
used for a double-print or deep-etched 
effect on photos, saving considerable on 
engraving costs. 


s With these letters it is possible to get 
unusual alignments, such as the jumbled 
effect, or undulating line. The production 
man can combine faces to pep up his 
headline, or stick in an occasional inter- 
esting initial letter. 

For offset or lithography, the heads 
are merely pasted down on the form 
sheet. For letterpress an inexpensive 
zine etching provides the printing type 
required. 

Paste-up type is a handy accessory for 
the production man, and one which great- 
ly augments the selection of type faces 
available to him, particularly for occa- 
sional use for an unusual effect. 

The repoduction of these paste-up types 
is sharp and clear. 


A Formula for Public Relations 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


At a Rotary luncheon a short time ago, 
the publisher of the local daily found 
himself seated beside one of the commu- 
nity’s leading manufacturers. Their ac- 
quaintance was not as extensive as it 
should have been, and the manufacturer 
found himself asking the publisher ques- 
tions about the newspaper business, large- 
ly to provide fuel for conversation. 

The publisher furnished patient and 
helpful replies, but it soon began to dawn 
upon him that the manufacturer was 
either a superb actor seeking only to be 
neighborly, or else a blasted idiot with 


no knowledge of an essential craft. His 
second surmise was correct. 
s Under normal conditions, this story 


would have ended there. But the pub- 
lisher was fired by a crusade-in-the- 
making, and what he did was to call a 
meeting at his office of all the leading in- 
dustrialists and business men of the com- 
munity. He sought to do three things: 
(1) determine why the attitude of indus- 
try and business toward the local press 
was apathetic and uncooperative; (2) 
determine the state of ignorance among 
business leaders with respect to news and 
what constitutes news, and (3) develop, 
in harmony with local thought-leaders, a 
program that would benefit the entire 
community. 

Briefly, here’s what happened to points 
one and two. First, the publisher found 
that the local business attitude toward 


the press was apathetic and uncooperative 
because the newspaper itself had never 
made any intelligent effort to explain or 
describe or interpret itself; it had created 
the hostility of industry and then blamed 
industry for its creation. Second, the state 
of ignorance with respect to news was 
abysmal. 


s Point three—the solution to the prob- 
lem—is still in the development stage and 
the full fruits are yet to be tasted. But 
the publisher has before him the blue- 
print for a series of “classes” for repre- 
sentatives of industry, who will take a 
course in news gathering and news writ- 
ing. They will learn, as guests of the 
newspaper, what constitutes a story and 
what doesn’t. They will be instructed in 
how to handle their press contacts to in- 
sure the greatest accuracy and speed. 
Probably for the first time, some repre- 
sentatives of loca] industry will begin to 
look upon the local press not as a heart- 
less agency of news transmission, but as 
a friendly medium with a heart and soul 
and—-most of all—a mind. 


s Public relations handbooks, issued by 
press departments to local newshawks 
within companies, are fine and serve a 
useful purpose in tyro training. But no 
handbook ever written on the subject 
could have half the practical utility of a 
course of tips in basic journalism, passed 
on by the guy at the desk with the green 
eyeshade. 

If something really good develops out 
of this publisher’s luncheon confab with 
the manufacturer, this department will 
report it. Meanwhile it’s an idea that can 
stand some testing in most industrial 
communities of the country. 


the words: 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising who was at one 
time advertising manager of Mar- 
shall Field & Co.) 


In Ghio I picked up the ad shown 
here. The headline is forthright and fast. 
! read. At the left under each price are 


“one way including best 


connection.” What does that mean? 
Most ads of this type quote prices 
from West Coast points of departure. 
this one different? The ad carefully 
keeps it a secret. And if there is a sav- 
ing for round trip, which there usually 
is, it’s a secret too. It shouldn’t be, for 
most people who go can’t—unfortunate- 
{v—remain in the islands. 

A few days after I saw this ad, I saw 
one in St. Paul. Same thing. I wondered 
again. If I had remembered the Ohio 
prices in the ad, I would have had a 
clue to whether the price and its cap- 
tion meant from the West Coast or from 
the city in which the ad was run. But I 
didn’t remember the Ohio prices. By 
that time, I was anxious to know. 


Is 


Three days later 


in New York I 


passed a big, beautiful Pan American 
office. So I paused, retraced my steps— 


walked in. 


s I hadn’t the ad with me, 


so I ex- 


plained it and then precisely quoted the 
phrase accompanying the prices. ‘‘What 
does that mean,” I asked, “ ‘one way, in- 
cluding best connection’ ’’? 

The courteous young man couldn't tell 
me. “But,” he said, “I’ll go ask our tour 
specialist if you’ll wait a moment. She’ll 
know.” So he did. And she didn’t. 


He said to me: 


“We really don’t know 


what that phrase means. But if you’ll 
bring in the ad, we can compare its 
prices with our schedules here, and fig- 
ure it out.” 

Well—by that time I figured I had 
spent enough time trying to find out 
what Pan American had bought the ad 
to tell me, and many others. 

One of the principles we teach crea- 


ive staffs is: 


“Localize wherever possi- 


ble. Especially in national advertising.” I 
believe that’s what Pan American was 
trying to do, but I still don’t know. If 


that was their purpose, 
could have said: 
fare from Cleveland to Hawaii, 
St. Paul, “...from St. Paul to Hawaii,” 


and so on. 


s “Correlation 


the heading 
“Now—choose your 
” and in 


Then with half a dozen more words 
they could have made the entire propos- 
al clear, and—I think—far more power- 
ful and effective. 


is not causation” is a 


phrase I am using a good deal these 


days. 


The big food stores, 


the great 


department stores, some great manufac- 
turers with great sales organizations, be- 
lieve their advertising is great because 
their businesses are great. 

On the other hand, I point out that 
the greater and more dominant a busi- 
ness—the more effective its distribution 
tup—the greater its acceptance as a 
ult of excellent past effort—the more 
can coast on weak advertising for 


Sé 
ré 
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while. 


Correlation is not causation. 


The World's Most Experienced Airline 
offers you these 2 swift services 


221" ia 


Thrifty eee Sener” tourist service—Lowese 
air fare to Hawaiil You Peppers the 
“Serato” 


craved on The President. 

for comfortable, Jeep ng hy 
pow 1 time! Same ! Paa 
Pacific ; eel 193s! 


40 ighnorortheteomocenn ‘ated “Strato” 

Clippers featuring lower-deck Jounge, Sleep- 

erette® service lounge chairs on oie flights 

(berths available at $10 extra), delicious meals 

with champagne or vintage wine (cocktail 
sefvice also available), more attendants, fewer 

overnight bag . . . fresh flower 

allis.truly e Presidential welcome! 


For a carefree vacation, ask about exciting, pre-pianned Pes Am 
Solider, One low = 


y te te ad 


Werld Alrweys 
512 Union Commerce Baliding Clevelend 14, Obie 


Mare people fly to Hawaii by - 


Pan AMERICAN 
World's Most Experienced Airline 


The fact that Pan American is the 
world’s “most experienced airline” 
might suggest that in their advertising 
they should use the precepts and prin- 
ciples that have been laboriously and 
expensively isolated by the “most ex- 
perienced and brilliant advertising stu- 
dents of the past.” 

Am I unfair when I criticize an ad, 
not to mention its good points? Not to 
say that there are virtues present too? 
I don’t think so. However, there are vir- 
tues here, and good copy. But what is 
an ad for? To go part of the way for the 
money it costs? Or all the way possible? 
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Here's How to 
Make Newspaper 
Space Effective 


(Continued from Page 47) 
newspaper copy is based either on 
independent study, or on the Con- 
tinuing Study. In either case, it is 
almost exclusively concerned with 
readership. While no one would 
argue that readership and sales 
are synonymous, there is little ar- 
gument that the consumer cannot 
be persuaded by an advertisement 
which he does not read. (New stu- 
dies, notably those of the Chicago 
Sun-Times, have uncovered new 
readership data.) 


s Here are some basics of news- 
paper copy, as produced by the 
analyses of the Continuing Study 
(and confined, largely, to grocery 
advertising): 


Add the 
IMPACT 
of 


COLOR 


in 
ALTOONA. 


Add reader-pulling color, 
matched to your exact speci- 
fications in the Altoona Mirror 


every day. 


Use the combination you want 


Black plus 1 COLOR 


or 


Black plus 2COLORS 


Remember, color adds pulling 
power to your story, helping 
you sell ALL the over 33,000 
daily circulation of the Mirror. 


ALTOONA, PA.’S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Eltoona 
Mirror. 


| 1. Editorial techniques have,| 


when skillfully applied, consider- 
ably more pulling power than con- | 
‘ventional advertising techniques. 
Two and one-half times as many 
readers per line were attracted by | 
advertisements employing edito-) 
rial approaches like sports car- 
toons, character panels, news pho-. 
tos, food photos, continuity panels | 
(horizontal and vertical), hwmor 
panels, and comic strips. 

2. All-type ads do very well in 
small space, but tend (based on 
average) to drop rapidly in read- 
ership performance as the size is 
increased, and the text becomes 
longer. Because of the excellent 
performance of small-size, all-type 
ads in the grocery classification 
have sometimes outpulled all il- 
lustrated ads, although all-type 
ads account usually for less than 
3% of total linage. 


s 3. One illustration usually does 
better than two illustrations, one 
large and one small, or two of 
equal size. 

4. Dominant illustrations do bet- 
ter than incidental illustrations. 
Where the illustration accounts for 
20% or more of total space, the 
ads performed 7% above the norm, 
where incidental illustration (il- 
lustration occupying less than 20% 
but more than 5%) ads dropped 
23% below. 

5. Photographs do better than 
drawings. Wash drawings do some- 
what better than line drawings. 

6. Reverse piate ads (on the 
average) tend to low readership. 

7. Food pictures—in the grocery 
classification—out-perform other 
subjects. Finished products, prod- 
ucts ready for consumption, defi- 
nitely boost readership. 


s 8. Pictures of people and ani- 
mals boost readership. But the evi- 
dence is that they don’t boost 
equally. Pictures of babies, “per- 
sonalities,’ animals and children 
are all above par; pictures of a 
family, couple, a woman or a man 


are below par. 

9. Dominant package  illustra- 
tions turn in a general lacklustre 
performance. 

10. Recipes used with food ad-| 
vertising pictures boost readership, | 
but recipes by themselves drop be-| 
low the norm. 

11. Timeliness is a tremendous 
and little-used factor. Retailers are, 
immensely conscious of holidays, | 
weather, events like graduation, 
marriage, back-to-school, hunting 


boosted sales another 62%. 
volume recovered. 


‘Don't Sell Frequency Short’ 


One veteran space buyer noted that frequency is tremen- 
dously important, particularly when geared to retail movement. 
He cited an example of a proprietary which had lost 50% of 
its peak sales before it came to his agency; in examining the 
problem, the agency decided that 80% of the product’s sales 
were made in six months of the year. 
agency had scheduled 12 flights of newspaper ads in that period, 
the new strategy sent nearly 50 ads (all small space) out dur- 
ing the half-year. Sales improved 26%. 
using the same strategy, and adding spot radio, the company 
In three years, its previous sales 


Another knottier problem came with a product which records 
most of its sales in a three-month period. By determining which 
markets geographically were best for the product, a 50% sales 
boost was recorded. Three national magazines were scheduled 
to spread the story across the country, the rest of the budget 
went into intensive newspaper promotion, again small space 
and high frequency, in the markets indicated by research. 


Where the previous 


The following year, 


season openings. National adver- | 


tisers (except for highly special-| 


ized industries) pay surprisingly 
little attention. Yet national ads | 


| 
a 


SIZE 


Where the copy principles 


which are geared to current events, | emerge in sharply-defined form 
or have a seasonal slant, perform | ‘from the Continuing Studies, the 
much better than others in their, problem of size has no such defi- 


classifications, sometimes two to nite answers. 


three times par. 


12. Customers are serious and and pass the buck.. 
realistic. Copy relying on humor pends”... 


Advertisers and 
agency men tend to look vague 
-“that de- 
“to a considerable de- 


and whimsy had better be ex-/ gree, it’s governed by how much 


tremely apt, or genuinely funny. 


Applied to an ad which already is | 


basically sound, the light touch 
may improve readership. General- 
ly, consumers seem to pass them 
by. 


s It ought to be noted that none of 
these principles is really new. They 
have been bobbing up in the re- 
ports of the CSNR for 13 years, 
and appear on nearly every anal- 
ysis. They seem to be broadly ap- 
plicable to a wide range of news- 
paper classifications. 

What is unfortunately also true 
is that advertisers and agencies 
have managed to ignore a con- 
siderable part of these findings. 
Consistently, more space is de- 
voted by advertisers to subjects 
which rank below others in meas- 
| ured appeal; food advertisers 
cheerfully pass up food pictures 
in favor of other illustrations—and 
the vast majority of the ads meas- 


‘ured completely ignore the prin- 


ciples mentioned above. 

Like the farmer in the well-worn 
book salesman story, the advertiser 
isn’t advertising as well as he 
knows how. 


| 


money we have, and what the copy 
group comes up with’... “we'd 
take frequency over size, except 
that we might want more impact, 
and the prestige of large space.” 

What the studies show, consid- 
erably simplified, is this: 

1. Other things being equal, the 
bigger the ad, the more people who 
are likely to read it. 

2. The average national grocery 
display ad of 400-499 lines gets 
around seven and one-half times 
the readership of a 70-99 line com- 
petitor. 


s 3. There is evidence in grocery 
advertising that above 600 lines the 
curve flattens out, and that added 
space doesn’t necessarily bring 
equal added readership. 

4. The rapidity of the curve 
varies with the product. In grocery 
advertising, 70-99 lines average 2% 
readership, 100-199 4%, 200-299 
8%, 300-399 11%, 400-499 15%, 
and 500-600 also scored 15%. In 
financial, men readership climbed 
from 1.9% to 11.4% as the ads 
went up the same range reported 
above, while women readership 
went from 1.7% to 7.4% (and 
struck a high at 400-599 lines, per- 
haps indicating that women didn’t 
care for the larger ads in this 
sample). 


s 5. These figures and those pre- 
ceding them are based on aver- 
ages. The variations within the in- 
dividual size brackets are tremen- 
dous, and usually the reading peak 
is scored elsewhere than in the 
upper bracket. In other words, 
while larger ads tend to attract 
more readers, the individual copy 
tends to be most important, and 
the best read ad is often smaller. 

6. Big space without pictures 
doesn’t seem to perform well on a 
readership basis. Small (100-199 


lines) ads, with illustration, have 


‘yielded significantly higher aver- 
‘ages than larger (500 and more 


lines) space without illustration. 
To this extent at least, it seems 
clear that size is subordinate to 
copy. Essentially, the copy is more 


|important than the space unit em- 


| ployed. 


. This brings us back to the in- 


| 


tangibles mentioned earlier. If a 
500-line ad has a rating of 25, and 
a 1,000-line ad has a rating of 50, 
is the advertiser better off using 
two 500-line ads in a market in 
place of the single 1,000-line ad? 

Most agency men favored the 
single 1,000-line ad. In talking to 
AA, they emphasized that along 
with the problem of readership 
‘came certain others: competition, 
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'for instance, and how it stood in 
/the market, and will the 1,000-line 
ad stand out among others from 
rival brands? 

What about impact in the trade? 
The sales force is sweetly singing 
the story of the product to a group 
of dealers which is increasingly in- 
transigent; will the 1,000-line ad 
give the salesmen a lift? Will it 
convince the dealer that the prod- 
uct is getting a big consumer drive, 
that he’d better stock up? 

So runs the case for the Big Ad. 
Some agency men are honestly 
convinced that, unless there are 
considerable odds on picking up 
additional unduplicated readers, 
the Big Ad ought to be the choice. 


POSITION 


Here is one of the bugaboos of 
the advertising trade. Much is 
known about position, and much 
of what is “known” is unprovable. 
For years, insertion orders have 
been festooned with phrases like: 
“top of column requested,” “posi- 
tion next to reading matter,” “right 
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hand page forward of the center of 
the issue.” 

Space buyers tend to have pro- 
nounced opinions about position, 
and they have research to substan- 
tiate what they believe. Media gen- 
erally (and newspapers are no ex- 
ception to this rule) tend to have 
research to show that any position 
is a good position. 


® Let’s look at what the Continu- 
ing Study shows in this respect: 

1. In position, as in size, the 
most important part of the ad is 
what it says and how it says it, 
not where it is located in the news- 
paper, nor what position it occupies | 
on the page. In a representative’ 
sample, all better than average ads 
showed average readership of 14%, 
and the pages on which they ap- 


peared averaged 75% readership. | 
In the same sample, the below-) 


average ads averaged 4% reader- 
ship, but the reading of the pages 
on which they appeared averaged 
70% readership. 

2. On the other hand, the physi- 
cal makeup of the newspaper does 
do a certain amount of selecting 


— pavertisit’ | oO 


Left versus Right-Hand Pages 


Left-hand pages attract slightly more attention than 
right-hand pages. The difference is slight, but it does exist. 
Two analyses are offered here. The first shows the me- 
dians for 2203 left-hand pages and 2201 right-hand 
pages including all types of pages. The second analysis 


shows results for 1043 left-hand end 1032 right-hand 


pages carrying general news and ady«rtising. 


For all types of pages, men’s ard women’s medians 
are 3 to 4 percentage points higher for left-hand pages. 
For general news and advertising pozes, they are 2 to 5 
percentage points higher for left-hand pages. 


Men Women 
Left Right Left Right 
ALL PAGES (4404)'... Be eed, th Be ay 2203 2201 2203 2201 
Na vc sines a tdiedecadesermetasen 98% 100°; 9% 100% 
ON ERE ee rer eee Tre ery 3 3 l 1 
a EPR Pere iererre irr ree 62 58 71 68 
PAGES WITH GENERAL NEWS AND 
Po RR ere reereeee 1043 1032 1043 1032 
EE C4 hae 8d <0 b0s c0c0ttieteer octane 98% 98% 98% 99% 
MS NE fs wip hos cies. cabcccdaessaskacess 7 4 15 13 
Pr re ee eee 66 61 74 72 


*Fifty-six pages not rated because of a ehange in editions 


MYTH—Here’s the combined evidence of 138 studies by the Advertising Research 

Foundation in the Continuing Study of Newspaper Reading, which shows conclusive- 

ly that (1) there’s remarkably little difference between the reading of left and 
right-hand pages and (2) what little difference there is lies in favor of left. 


for an advertiser. If he places an| pages, large space ads also did 
ad on the sports page, he naturally well. Ads of 200-399 lines actual- 
gets a different audience than he ly seemed to do bette’ on the more 
might on the food page, or on the! crowded pages, 2,0°0 lines and 
society page, or nestled next to| more. When more thin 2,000 lines 
Hedda Hopper in the amusement are on pages, read:rship is re- 
section. (The accompanying chart tarded, but not among all age 
shows how readership of men and} groups. 
women varied in a typical edition | 6. Many of the mytiis about posi- 
of a newspaper; besides the varia-| tion just ain’t so. Left-hand pages 
tions from page to page, it ought to consistently do about as well as 
be noticed how uniform much of right-hand pages. Ads below the 
the reading is. In averaging out) fold do about as wel! as those at 
the figures for this kind of anal- | top of column. An ad on a page 
ysis, differences largely disap-|not next to reading matter may 
pear.) /outpull every ad on the page 
which is adjacent to reading mat- 
s 3. Position works if it works for ter. 
you. It is generally true that cer-| 
tain kinds of products, cast in cer- = Comment: Many advertising 
tain kinds of copy, can benefit men regard the position argument 
from positions on certain kinds of as puerile. They are much more 
pages. If you have a product ap-|concerned with other aspects of 
pealing to sports-minded men, for newspaper advertising. Enough 
instance, a sports-type cartoon ad|“position experts” exist in the 
on the sports page will probably | business, however, to remain a 
yield good readership. The fact) major source of irritation to the 
that the comic page shows higher | representative who must explain 


readership for men ought not to once more why the ad in question 
blind the advertiser to the fact) wound up on page six at the bot- 
_ that his natural market is awaiting|tom of the column not next to 
him a few pages away. reading matter. 

| 4. How many advertisers can| On the grocery score, some 
benefit? For some time, advertis- | agency men have synthesized their 
‘ers have eyed the crowded food| views on the Thursday night 
‘pages on Thursday evening with| pages: If you have big space, or 
distaste. But the shopping habits if you have exceptionally compel- 
of the housewife and the custom ling copy, the food pages are for 
of paying the Old Man on alternate! you; if your campaign is small, 
Fridays have convinced many an and competent enough but rather 
| Sdvertiser that it may be crowded | unexciting, you'll do better in a 


on the Thursday night food pages, less crowded issue. 


‘but it’s essential to be there. This 
‘is the most notable example of a. 
traffic jam in newspapers. From) 
the Continuing Study comes a note | 
‘of consolation—national grocery | Considering the longtime, plain- 
ads perform (as a whole) slightly tive cry of newspaper men that 
_better than average on combined their medium suffered in compari- 
women’s and food pages; further,| son with radio because radio’s 13- 
they do slightly better in food is- week cycles insured the adver- 


FREQUENCY 


123 


| ous projection. | plied by 12,000 homes, and his ads 
| But three facts which stand out have made 360,000 calls during the 
are these: frequency is not the year. Reality probably falls be- 
rule in newspapers; it is a major tween these two estimates, one 
weakness of the medium; most ad- | 
| vertisers are failing to use news- 
papers with enough frequency to 
get any worth while return on 
their newspaper investment—they 


are actually throwing money away. 


s 1. “On the averarge, newspaper 
use is skimpy.” Harold S. Barnes, 
director of the Bureau of Adver- 
tising, has pegged it this way: 
“80% of national advertisers use 
less than 5,000 lines a year in any 
one newspaper—60% less than 
2,500 lines.” The average number 
of insertions is seven. 

2. Locally, this means token use. 
An examination of Media Records’ 
annual recap reinforces an ob- 
server’s pessimism—in market aft- 
er market, advertisers of major 
products have kissed off the year’s | 
efforts with a few hundred, or a| 
couple of thousand, lines, and) 
trusted mightily in the power of) 
newspaper space, for they bought! 
precious little of it. 

3. For this reason, thoughtful 
media men often tell advertisers 
that newspapers cannot possibly | 
be expected to pay out unless the 
advertiser is prepared to use the 
medium sizably and often. (Ed: | 
This refers only to the use of| 
newspapers for moving consumer | 
goods, like package products, and | 
not to institutional and other cam- 
paigns where an occasional, full- 
dress ad may suffice.) 


Anne Gravette — from 
the city where MilL- 
LIONS are paid to 
tobacco farmers in 
the trade area, and 
where 99.4% of 
+ families read The 
© Register ond 
‘ Bee! 
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In 1952— 


Dan River Mills com- 
pleted a $3-millions 
addition... 


$4.5-millions spent 
on steam electric 


@ These media men work from 
hard-bitten experience. Here’s a 
typical example. The names of the 
town and the type of product are 
concealed. Otherwise this is fact. 
In a midwestern city, the single 
newspaper has a city zone circula- | 


Tobacco auction ware- 
house added 10,000 
square feet. .. and 


tion of 12,500. A national food. Everything's UP: 
manufacturer, working in a highly | EBI 42% 


competitive field, bought 3,000 
lines in the town in 1952. Now, let 
us suppose that the 12,500 city | 
zone circulation represents 12,000, 
homes reached by the newspaper. 
Let’s also suppose that the adver-| 
tiser, in an effort to stretch his 
3,000 lines as far as they’d go, 
elects to run 30 100-line ads. The 
average readership for his type of | 
product, in ads of that size, is. 
‘around 3%. Therefore the adver- 
'tiser buys, on the average, a mes-| 
sage to 360 households in the city | 
with each ad. By the end of his 
schedule, still working on aver-. 
ages, he has reached 10,800 house- 
holds. In a year, in other words, 
|his advertising schedule hasn’t 
‘permitted him to call once on 


Retail Sales 33% 
Food Sales 39% 
Auto Sales 26% 


Drug Seles 25% 
Soles Mgt. ‘53 vs. °S2 


REGISTER 


sues, and the larger size ads do 
| better in the food issues. Smaller 
|ads (70 to 100 lines) do better in 
non-food issues. 


‘tiser’s regular appearance every every household in the available 
week for at least three months, it) circulation. 
‘is surprising how very little reli- 


able information there is extant on 8 Say the media men, with an in-. 


‘the subject of frequency in news-|credulous look, “What the hell is 
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Morning - Evening - Sunday 
DANVILLE, VIRGINIA 
“World’s Largest Textile Mills” 


WOMEN’S STORE LINEAGE 1952 
Daily 1,324,375 lines 
Sunday 665,562 lines 


both Daily & Sunday _ 
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Western New York's 
‘Only Morning and Sunday Newspaper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


|@ 5. The amount of advertising on| papers. (The BofA has some ex- 
the page doesn’t vitiate advertis-| perience case histories which may 
| ing readership. On pages of 1,000 help some advertisers.) 

lines or less total advertising, small! And much of the information 
| space ads of 70 to 199 lines seemed which is available is either out of 


ito do particularly well; on similar date or depends on some precari- 


‘the use of going into a market if) 
you can’t do better than that?” 

The advertiser, perhaps fortu- 
nately for the newspaper business, 
doesn’t figure it this way. He fig-'| 
ures that 30 insertions are multi-' 
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M-E-R-C-H-A- 


— En Quality is our middle name... spelled: 


N-D-I-S-I-N-G! 


Texas Quality Newspapers were featuring Merchandising—getting tie-in listings, etc.—before most 
advertisers realized the value of such cooperation and started asking for itl 


For well-rounded merchandising helps in papers which pioneered that field, don't overlook these 8 


important Secondary Markets in Texas! 


Sunday 4-Color Comic Advertisers 
also get Merchandising—PLUS: 


Low Group-Frequency Rates 
in these papers’ Sunday Comic Sect'ons— 
SOUTHWEST COLOR GROUP 
185,141 Net Paid! 
GROUP RATE—FREQUENCY R, TES! 


Totals for Market Areas Effective Total 
Of Our Eight Papers Buying Retail Auto- 

(in thousands) Income: Sales: Food: motive Drug: 
Abilene Reporter-News 366,692 304,688 | 66,630 | 15,225 9,639 
The Big Spring Herald 66,523 43,577 9,006 | 10,368 1,260 
Corpus Christi Caller-Times $03,029 338,620 099 71,496 | 11,397 
The Denison Herald $5,563 76,885 | 21,245 | 18,392 2,464 
Marshall News Messenger 97,531 80,500 | 19.683 | 17,562 2,311 
The Paris News 67,233 67,890 | 18,928 | 15,842 2,245 
Sen Angelo Standard-Times 394,797 291,802 | 67,433 | 67,507 9,648 
The Snyder Daily News 46,919 35,645 5,275 6.641 194 

8-MARKET TOTALS 1,568,287 | 1,239,687 | 291,499 | 282,973 | 39,758 


Texas Quality Newspapers, Inc. 
Headquarters: ?27 National City Bldg., Dallas 1, Texas 


Rm. 602, 52 Vanderbilt Ave., New Yo k City 17 


400 N. Michigan Ave., Chicago 11, Ill. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


11 2S RMR Si EE ERRAND ESPEN RAED NOTE I CONOR AEE LDN LE LIRR ELLER LE. ; : 
‘folded in 1949-- partially because 


HELP WANTED 


AS8S’T ADVERTISING MANAGER 
For midwestern drug manufacturer. Must 
have creative experience with advertising 
agency or manufacturer of package prod- 
ucts. Will work closely with agency in 
preparation of radio and television com- 
mercials. This is an exceptional opportun- 
ity to the right man 30 to 45. Please write 
fully giving personal background and we 
will arrange interviews. . 

Box 5812, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 

LAYOUT ARTIST 
Large Mid West Advertising Agency look- 
ing for experienced layout man with 
voung ideas and creative drive. Salary de- 
pends upon ability. 5 days, private air- 
conditioned office, bonus after 6 months, 


Send complete resume to Box 5810, AD- | 


VERTISING AGE, 200 E. Illinois St., Chi- 
cago 11, Ul. 

FRED J. MASTERSON 

ADVERTISING - PUBLISHING 

All types of positions for men and women, 
185 N. Wabash Fr 2-0115 Chicago 

PROMOTION 

MANAGER 


promotion work for an unusually popular, 
long-established national monthly maga- 
zine - present circulation over 300,000. 
Now planning large expansion program 
in new market. Here is the opportunity 
for a man of initiative. To such a man 
would be given an opportunity to set 
himself up in a permanent position. ‘ 
Please write in confidence giving full de- 
tails, background, experience and salary 
desired to start. 
Box 5821, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y 


Are you this 
Art Director? 


Maybe you're No. 2 in a 
big agency with the pros- 
ct of becoming No. 1 a 
= way off. Or, maybe 
ou're No. 1 in a good 
but static organization. 
You've keyed important 
national consumer cam- 
paigns but you don’t look 
down your nose at a good 
industrial account. You 
can convey your ideas to 
a layout man of free lance 
with a few strokes of your 
pencil. You know good 
outside talent for any tech- 
nique. You buy with an 
eye on the budget. You 
can supervise and enthuse 
others in your department. 
You’re a good housekeep- 
er — insistent on having 
everything kept in good 
order. 
If that’s you —there’s a 
great spot for you as Art 
Director in a well estab- 
lished, fast-growing adver- 
tising agency in Philadel- 
phia. Opportunity limited 
only by yourself. Write 
in confidence and _ state 
salary. Box 556, Advertis- 
ing Age, 801 Second Ave., 
New York 17, N. Y. 


' copywriter. 


HELP WANTED 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover %3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 
SPACE REPRESENTATIVE 
DETROIT AREA 
Needed by long established trade maga- 

zine reaching industry in general. 
Box 5809, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 S. State St. Ha 7-1991 Chicago 


COPYWRITER 
Leading publisher seeks male top-notch 
Diversified experience’ in 
copywriting, creating and producing copy 
for successful magazine subscription mail 


| campaigns. College education preferred. 


| Office and Professional 
We want a man thoroughly experienced in | 


Age 28-38. Excellent opportunity. 
Box 5811, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


BARNARD 
A service for employers and applicants in 
the fields of advertising and publishing. 
CEntral 6-3178 
176 W. Adams Street Chicago 3, Il. 


POSITIONS WANTED 


Publie Relations and fund raising spe- 
cialist seeks position with future. Ex- 
tensive experience in sales, client contact, 
publicity and PR programs. Coll. grad., 30, 
family. Will relocate. 
Box 5814, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


Researchminded stitchtimely copysock is | 


not dead—available to fearless agency. 
Box 5820, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ACCOUNT EXECUTIVE, CHICAGO with 
wealth of agency experience since 1937. 
Know copy, mdsg., production, space & 
time buying, TV, etc. Good contact and 
idea man. Age 38. $10,000. 

Box 5816, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 

CREATIVE SALES COPYWRITER 
Experienced writer-editor salesmen's pub- 
lication, sales skits, create exhibits sales- 
men's and dealers conventions, promotion- 
al material sales meetings, sales training 
aids, employees communications. Assist- 
ant Director Sales Training. 

Box 5818, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, II. 


ADVERTISING - PUBLICITY 
4 yrs. exp. adv. & sales prom., copy con- 
tact. NU grad., 27. 2 yrs. own agcy. Publ., 
direct mail, catalogs. Pioneer in reminder 
adv. Rough layouts. Know radio-TV copy, 
script, prod. Box 5815, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Il. 


A JACK-OF-ALL AVAILABLE 
Top creative, art, layout, copy, production 
ability. BJ in adv., agency experience, 
draft exempt, 28, family, mid-west, $7000. 

Box 5817, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, III. 


REPRESENTATIVES AVAILABLE 


PUBLISHERS REPRESENTATIVE: Estab- 
lished firm with outstanding sales staff 
will represent trade or consumer publica- 
tion in the eastern states including New 
York City. Box 5813, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


MISCELLANEOUS 


CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


ADPLATE-ADMAT 
SALESMAN WANTED 


New York City Territory 
Write: CSW Plastic Types Inc. 
149 E. 40 St., New York 16, N. Y. 


PUBLISHER'S REPRESENTATIVE 


Desires additional magazine in the Chi- 
cago and midwest area. Six years experi- 
ence with consumer and industrial papers. 
Wel! established with a leading national 
trade paper. Will work with publisher in 
time to plan for 1954 campaign. 


Box 560 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


Virginia and other states. 


All phones: CE 6-5353 


“Our 42nd Year” 


TYPEWRITERS UNTHINKINGLY REPRODUCE WORDS 
COPYWRITERS THINKINGLY ARRANGE THEM 


Advertising agencies and companies have enough writing machines, but — 
they tell us —- they need copywriters —- now. 


No mechanical contrivance can ever replace the eye-catching semantic ideas 
of the creative advertising nan. We need them as well as sales promotion 
men, account executives and advertising managers, in California, Texas, 
Missouri, Wisconsin, Illinois, Indiana, Ohio, Massachusetts, New York, 


If you can think and write — think of us and write us today, since today’s 
opportunity always provides seniority over 


GLADER CORPORATION 


“The Agency's Agency” 

A Bonded Personn 

Stanley D. Koch, Director Advertising Division 
110 8S. Dearborn St. 


8 possibility. 


Service 
Chicago 3, Ill. 


glowingly optim: tic, one too dour. ' 

4. Efforts to i prove frequency 
by joint selling, or by a new dis- 
count structure have generally 
been unsuccessfi'. The last major 
‘effort in that cirection was for 
‘formation of the American News-)| 
paper Advertisiny Network, which 


‘it could not reconcile sizable seg- 
‘ments of the newspaper business) 
'to its operation. The ANAN did 
produce some studies and analysis, 
|of frequency and duplication, since | 
'that was the network’s primary 
stock in trade. They were made 
for the network by Marion Harper 
Associates in Toledo, and were) 
certified by Dr. Paul Lazarsfeld | 
They | 


‘of Columbia University. 
' showed: 


|large part in building a larger 


| audience. 

(b) That the unduplicated por- 
'tion of the audience rose geo- 
|metrically with the increase in 
| frequency. 


} 


SALESMAN WANTED 
EXPERIENCED | 
| ‘TRADE PAPER 


|| Successful leading business pa- 
per, national circulation ABC, 
|| has expanded its advertising 
sales staff and has an opening 
|] in their Chicago office for an 
'| experienced, aggressive adver- 
|] tising salesman between 30 and 
'| 40 years old. Attractive salary, 
commission, expenses. Unusual 
opportunity for advancement. 
Some traveling. Give full infor- 
mation and experience for in- 
terview which will be held in 
strict confidence. Box 558, AD- 
VERTISING AGE, 200 E. Illinois 
St., Chicago 11, Ill. 


| 
| 


WANT 
AN EGG IN IT TOO? 


Have a man with unusually wide 
and solid Public Relations and Ad- 
vertising background. He's particu- 
larly heavy and _ responsible in 
industrial, public and employee rela- 
tions experience ... all phases of 
communications . . . writer, account 
executive and creative marketing. 
An idea man grounded in foods, 
farm equipment, chemicals, insur- 
ance, automotive service and parts. 
Good variety of major national con- 
tacts. Interviews by ee 
with Agency or Industrial principals 
now being arranged. 


Personnel Consultant 
to Advertising and the Graphic Arts 


DOUG SMITH, INC. 
333 N. Michigan Ave., Chicago 1, Ill. 
FRanklin 2-3280 


Are you this 
ADVERTISING 
PRESENTATION MAN? 


Can you write advertising pres- 
entations for one of America’s 
largest newspapers in a competi- 
tive Eastern city ... presentations 
which are used by advertising 
salesmen, sometimes on specific 
accounts, sometimes on entire ad- 
vertising classifications? 

If you are a man who naturally 
reaches for a pencil and a piece 
of paper to explain the selli 

ints of a proposition, you wil 

ike this job. 
_ You will be presenting the sell- 
ing — of a leader in its field. 
You will have available ample 
data and statistics. It will be your 
job to present this story in sim- 
le, = and convincing form. 
o do this, you will need a mix- 
|| ture of imagination and practical 
|| selling sense. 

Quite a challenge — are you the 
man to handle it? If you think so, 
‘| sell yourself in a presentation, 
‘| with full details, including salary. 
| Our staff knows of this advertise- 

ment. Box 557, Advertising Age, 
a Second Ave., New York 17, 


Advertising Age, June 29, 1953 


this: 


advantage items than it would 


advertiser.” 


Why Newspapers Are Picked 


One of the largest advertising agencies summed it up like 


“The degree of home readership would dictate greater con- 
sideration for products bought by housewives. Department 
store linage and the character of this linage would be a factor 
of consideration. In other words, although the paper might have 
a tremendous amount of department store linage if it were 
weighted heavily toward basement items it would indicate a 
down-scale appeal and would be more desirable for price 


“Advertiser acceptance and usage by the product category 
is an important barometer. A paper’s leadership in grocery 
advertising linage would make it basic on the list for a food 


for quality goods. 


with an average observation of 
/10%, got an audience turnover of 
1.735 if his ads ran once a week 
'for two weeks, 2.350 if his ad ran 
three times a week for one week, 
or 3.118 if the ad ran five times a 
week for one week. 


| e Meantime, his total unduplicated 
'audience rose from 17.4% if his 
'ad ran once a week for two weeks, 
to 23.5% if it appeared three times 
in one week, to 31.2% 
appeared five times in one week. 


SELECTION 


It was said earlier that the for- 
/mat of a newspaper does a pre- 
| selection job within the newspaper. 
One can say with assurance that 
-more men than women read a 
| sports page; that the peak of wom- 
'en’s interest comes at the society 
‘and food pages; that although the 
| financial pages rank comparatively 
low in all reading, they are read 
by 50% more men than women. 

Selection of newspapers as a 
medium is usually based on the 
following points: 

1. Selectivity of markets. Due to 
a superb joint selling job by news- 
papers, representatives and the 
Bureau of Advertising, it is fairly 
well known that markets are not 
equally responsive for most ad- 
vertisers. Liquor advertisers, for 
instance, know that Cuyahoga 
County, Ohio (in which Cleveland 
is located) consumes more liquor 
than any one of 25 states; cereal 
advertisers ought to know that Los 
Angeles consumes more than twice 
as much wheat cereal per 1,000 
families as does New York; cof- 
fee advertisers presumably know 
by now that whereas regular coffee 
fluctuates very little across the 
country, the East uses more than 
five times as much soluble coffee 
as does the South, and twice that 
of the West. Newspapers (and 
newspaper research and market- 
ing data, of which more later) 
permit an advertiser to take ad- 
vantage of the predisposition of a 
market toward his product, to lay 
his dollars where they’re most 
productive. 


a 2. Timeliness. Quick production 
schedules let an advertiser make 
a rapid decision to go into a mar- 
ket, or group of markets, when a 
particular competitive situation, or 
a new product development, is 
sales news. 

3. Distribution dictates choice. 
It is increasingly evident that 
many products are not nationally- 
'distributed at all; they have re- 
gional distribution—or a series of 
/regional distribution setups. News- 
/papers can be used where they 


|have distribution, can be used to) 


help build distribution in neigh- 
boring markets as the product ex- 
pands. 

4. Retailer demand. There doesn’t 
‘seem to be any doubt that news- 
paper support is desired by retail- 
ers, and that they usually prefer 
‘newspaper support to other media. 
Further, the newspaper (see be- 
‘low) is frequently able to do a 
good deal to smooth the path of 
a product with retailers. (Since 


this is primarily confined to na-, 


if his ad| 


| (a) That frequency played a In other words, an advertiser, | tional advertising, there is no dis- 


/cussion of cooperative advertising 
|here, but many advertisers have 
‘found it both economical and ef- 
| ficient to combine their advertising 
with that of the retailer, getting 
his prestige and marketing know- 
-how—and a local rate.) 


gs 5. Sales control. Newspapers of- 
fer a unique opportunity for copy 
and product testing, under con- 
|trolled conditions so that the ef- 
ficiency of the product and the 
copy may be matched against sales. 
Because of the immediacy and 
‘confined nature of newspapers’ 
advertising impact, an advertiser 
frequently can obtain a fairly re- 
liable and quick picture of what a 
projected copy change, or product 
‘alteration, or merchandising deal, 
or price change, would do to his 
sales. 


6. Cost. While milline rates have 
risen about 20% since prewar 
days, newspapers still remain a 
fairly inexpensive medium for an 
advertiser whose problems are 
adapted to newspaper use. Indeed, 
for many advertisers, newspapers 
are simply the only choice. Their 
cost is low, and the pressure they 
exert on markets is high—and con- 
sequently, for many a_e small 
or regional marketer, newspapers 
represent the alpha and omega of 
his consumer advertising. 

7. Identification. Newspapers 
have local impact, importance, sig- 
nificance. Readers identify them- 
selves with newspapers in cities, 
pick out their hometown newspa- 
pers on out-of-town newsstands, 
believe that their choice of news- 
papers connotes  socio-economic- 
educational levels. Advertisers, 
particularly those selling intan- 
gibles, have exploited this aspect 
of newspapers profitably. 


® As for the choice between news- 
papers, and between markets, the 
reasons and procedures are no- 
where near as well-defined. Many 
representatives believe that space 
buyers employ a ready-made set 
of lists, A, B and C, for market 
selection and for newspapers with- 
in markets. Space buyers do not 
acknowledge this, claim to stud} 
each market and newspaper care- 
fully, to analyze market data and 
research material diligently, and 
to arrive at their decisions only 
after fasting and prayer. 

Briefly, buyers say they take in- 
to account: 

1. Consumer acceptance, as evi- 
denced by circulation. 

2. Home circulation (for some 
products). 

3. Strata reached by newspaper. 

4. Retailer acceptance as evi- 
denced by linage in various classi- 
fications. 

5. Knowledge of local situation 
gained by prior usage of newspa- 
pers. 

6. Marketing, merchandising, re- 
search services. 


@ Comment: Many space buyers 
are lukewarm to accepted indices 
of newspaper competition, local 
standing. One commented: “We 
have the feeling that retailers don’t 
buy newspapers as carefully as 
they might, that the rate is para- 
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Advertising Age, June 22, 1953 


mount.” Another comments that 
in hard goods field, unless the 
paper’s co-op policy is known, it) 
is easy to be mislead. Another 
points out that surveys on reader- | 
ship give newspapers a relatively | 


MERCHANDISING- 
RESEARCH SERVICES 


Newspapers usually have the 


poor standing in comparison with ™ost complete market data on 


listener or viewer impressions 
which the same amount of money 
will buy in radio or TV. 


BATON ROUGE... 


with 141,800 in population 
is 74th city in the nation. 


* * * 


BATON ROUGE... 


with effective buying in- 
come of $6,457 per fami- 
ly ranks 11th among all 
metropolitan county areas 
in the nation for 1952. 


* * * 


BATON ROUGE... 


with effective buying in- 
come of $1,892 per capita 
leads all other cities of 
Louisiana, 


* * * 


BATON ROUGE... 


is shopping center of nine 
parish market area with 
retail sales of $230,682,- 
000. 


* * * 


BATON ROUGE 


is served by 


STATE 2a&% TIMES 
MORNING ADVOCATE 


“TWO GOOD NEWSPAPERS 
with 97 per cent of its daily 
circulation of 52,302 confined 
to its market area. . . offering 


60 per cent coverage of nine 
rich parishes of Louisiana. 


Ask the John Budd Co. about 


BATON ROUGE 
and the 


STATE 28% TIMES 
MORNING ADVOCATE 


Affiliated with Radio 
Station WJBO 


Bovres: May 10, 1953, $M Survey 
vying Power and Audit Bureau 
Circulations. 


SLRS A EERTITIT— T 


their various cities, which are 
available to advertisers either free 


or at nominal cost. Many of these 


‘are available either from the na- 


‘tional advertising manager of the 
newspaper, or from the newspa- 


per’s representative. 


fied as: 
1. Retail distribution studies. 


leading chains carry the brand, 


cent of all stores with brand. 


Worth Press, Indianapolis Times, 
Memphis Commercial Appeal and 
Press-Scimitar, Pittsburgh Press, 
San Francisco News, Scripps-How- 


Bureau (data for 48 cities). 


a 2. Family Preferences. 
types here, home and_ pantry 
inventories; opinion and 
studies (Milwaukee Journal type); 


|other than Journal type. 
Home and pantry inventories: 


Angeles Times 
Washington Post (annually); 
Opinion and recall of the Mil- 
waukee Journal type: Cincinnati 
Times-Star (starts June, ’53), Co- 


& News Tribune, Fresno-Modesto- 
Sacramento Bees, Honolulu Star- 
Bulletin, Indianapolis Star and 
News, Illinois Daily Newspaper 
Markets (32 cities), Long Beach 
Independent Press-Telegram, Mil- 
waukee Journal, Omaha World- 
Herald, Portland Press 
Evening Express and Sunday Tel- 
egram, St. Paul Dispatch and Pio- 
neer Press, Salt Lake City Trib- 
une, Deseret News & Telegram, 
San Jose Mercury & News, Seattle 
Times, Spokane Chronicle and 
Spokesman-Review, Washington 
Star, and a 17-market comparison 
of the foregoing markets, available 
from the Milwaukee Journal; 


Appleton Post, Birmingham News 


prise-Journal, Cincinnati Post, Des 
Moines Register and Tribune, New 
York Herald Tribune, Salisbury 
Post. 


® Retail sales of branded products. 
Two basic types here, a monthly 
grocery inventory which audits 23 
or more of 96 classifications in 
grocery stores in markets, and 
diary-type consumer panel studies. 
Monthly grocery inventories are 
operated by the Ft. Wayne Jour- 
nal-Gazette and News-Sentinel, 
New York World-Telegram & Sun, 
St. Louis Globe-Democrat, Spo- 
kane Chronicle and Spokesman- 
Review, Toledo Blade and Times, 
and Winston-Salem Journal and 
Twin City Sentinel (in addition, 
studies for a number of classifica- 
tions have been developed con- 


In general, these can be classi- | 


These usually indicate whether the | 


number or per cent of independ-. 
ents stocking the brand, and per 


Available from: Beaumont En- 
terprise-Journal, Cleveland Press, 


Denver Rocky Mountain News, El 
Paso Herald-Post and Times, Ft. 


ard Newspapers (13), and New) 
England Newspapers Advertising| 


recall | 


and opinion and recall studies’ 


Cleveland Press (annually), Hous- | 
ton Chronicle (semi-annually), Los 
(bi-monthly), 


lumbus Dispatch, Duluth Herald 


Herald, 


Other opinion and recall studies: | 


and Post-Herald, Beaumont Enter-. 
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150 = 299 Lines.. 198 100 3 - 3 29 i 6 143 7 141 5 2 
300 + 499 Lines.. 415 70 21 1 ‘4 2 2 10 $2 2 2 08 24 
S00 - 999 Lines.. 03 9 18 1 7 37 i 12 » 2 1 o4 » 
1000 Lines & Over.. 1104 BI *® WwW 18 73 ~«06Ul 21. =« 3 w 13 2 


Based on Per Cent Reading 
Study Page Total 

Advertisement No. No.t Lines MEN WOMEN 
Folger’ s Coffee (Color)... 127 5 2000 «440% «673% » 
Eight O'Clock Coffee 

(GolOE )occceccscececses © 13 206 4% 69 - ; 
McLaughlin's Manor House a4 is ee Ld | 

OB sais bees sa cesses 33 (12-13F 2200 24s 2, & 2 | 
Folger’s Coffee.....cseee. 7 sf 8 WV : 44 br : ae 
Eight O'Clock Coffee...... 16 26 «69S 1788 Liptan’s Tes.. . # bed 
Répeen’e Beascccccccccesss 26 ig Bey o s Lipton’s Tea.... 2: 33 17s sO a? 
Royal Crows Cole... .....00 © om «0 Bb 3 Lipton’ s Tea.... so 2 1B e - 
Qhase and Sanbom Coffee.. 10 5 69 IB 30 Solede Iced Tea......++++ ee a 
McCormick Tea... cccccscees 133 ie 700 8 30 
Gta 6: Titiss ces cscsnee 18 ” 20 «8 2 
Captan’s Tees coccccccccecs 15 2 91 ) 2° 


BETTING AVERAGES—Because of the size 
it is possible to say pretty definitely what 


of grocery copy by size of ads. Illustrated here is the summary for beverages, a 
classification which included ads for coffee, tea, cola drinks, and instant coffee. 
Note the disparity between high and low reading in all sizes, and note how the 


curve flattens out 


tinuously on these inventories by 
the Bureau since 1947); diary-type 
consumer panel studies are oper- 
ated by Baltimore \ ews-Post, Chi- 
cago Tribune, Cleveland Press, and 
Memphis Commercial Appeal (fre- 
quency varies from bi-monthly for 
‘some classifications to quarterly 
to semi-annually). 


Three. 


|@ 4. Regional variations in prod- 
uct consumption. A considerable 
amount of data has been collected 
by the Bureau of Advertising, 
based on Market Research Co. of 
/America’s 5,000-family consumer 
panel. 

(Ed.:Further information on all 
the research and merchandising 
services mentioned may be ob- 
‘tained from a Bureau _ booklet, 
|called “Advertising and Marketing 
Services from America’s Newspa- 
pers,” which includes specific in- 
‘formation on the executive han- 
dling studies for the individual 
newspaper, etc.) 

5. Media and Market Data Serv- 
ice from Bureau. The Bureau com- 
piles expenditure figures, and such 
‘generally applicable material as: 
a guide for quickly estimating the 
cost of newspaper space, and a 
series of reports covering a variety 
of statistical information on news- 
papers and newspaper markets. Al- 
so available from the Bureau are 
sharply competitive analyses of) 
newspapers vs. other media, in-| 
cluding a county-by-county com- 
parison of newspapers vs. 14 mag- | 
azines in their penetration of 3,072) 
U. S. counties. 


,@ The American Assn. of Newspa- 
per Representatives has a fistful 
of slide presentations available. 


Among them is “The Revolution | 


in Retailing and Its Impact on Ad- 


_vertising,” which stresses that the | 


only effective way advertisers can 
reach the mass of the customers is 
by making newspapers their basic 
medium and by giving the papers 
adequate space and frequent in- 
sertions. About 3,000 advertiser 
and agency people have viewed 
this so far. 

Other AANR surveys include 
“Toiletries and Cosmetics in the 
Mass Market,’ now about five 
years old, but periodically up- 
dated; “The Revolution in Con- 
sumer Buying Power,’ which was 
first shown this past April; and 
“Business Speak Up,” a sound 
movie shown to local business 


‘radio and furniture outlets; 
|wholesale distributors of major 


of the samples in the 138-study summary, 
an advertiser might count on in the range 


in the larger ads. 


groups to sell public relations ad- 
vertising. “TV Limited,” in book 
form, is two years old, but still 
gets calls. The AANR has scripts 
to go with all presentations. 


_® In addition to these, newspapers 
| across the country carry extensive 
| marketing and research aids which 
do not fall within any of the above 
'categories. A reasonably complete 
listing of these data is published 
(each year by ADVERTISING AGE, and 
‘the most recent issue was May 11, 
| 1953. 

| In many fields, advertisers have 
‘found route lists of considerable 
|help, enabling them to have a much 
‘clearer picture of distribution fa- 
cilities. Newspapers offering route 
| lists are also reported in AA’s May 
11 issue. 

The most common type of route 
list is a grocery list, next is a drug 
list, and other typical lists are 
liquor stores, paint-hardware deal- 
ers, appliance dealers, etc. A news- 
paper which provides a number of 
‘route lists is the Detroit News, 
and they are here recounted to 
|give an idea of what may be ob- 
tainable: 


s The News offers, among others, 
|(a) list of large volume outlets, 
| Detroit and suburbs; (b) specially- 
| designated distributors of liquor 
‘off the premises for city and 
suburbs; (c) household appliance, 
(d) 


household applicances; (e) hard- 
ware and paint outlets; (f) brok- 
ers, wagon jobbers and food rep- 
|resentatives; (g) grocery and meat 
store list; (h) drug list; (i) beer 
outlets; (j) gas station list; (k) 
specially designated distributors 
and liquor-by-glass' outlets’ in 
Michigan outside Detroit; (1) liq-| 
uor-by-glass outlets, city and sub- | 
urbs; (m) department, variety, dry | 
good stores and gift shops; (n) | 
/women’s apparel outlets; (0) ma-| 
jor shopping centers in metropoli-| 


tan Detroit. 


® In addition to these aia! 
which newspapers offer to adver- | 
tisers who wish to understand the 
market in which the newspaper | 
operates, many newspapers main- | 
tain sizable merchandising staffs! 
whose job it is to assist an adver-| 
tiser in bringing his goods to mar- | 
ket. This may be limited to con-| 
sultation, or perfunctory letters to} 
distributors and dealers, or it may | 


WE’LL TELL THE WORLD... 


No other medium can give 


you a more 


comprehensive coverage of the rich 
TOPEKA MARKET than the 


TOPEKA CAPITAL--STATE JOURNAL 


TOPEKA is the Shopping Center .. . the CAPITAL-JOU) NAL is 
the Shopping Guide of TOPEKA’S 21-County Drive-In Tre ie Area. 


@ 445,500 Population 


© $431,000,000 Annual Re’ :il Sales 


© $588,822,000 Effective Buying Income 
Represented by Capper Publications, Inc.—New York, Chicago, Cleveland, K nsas City and San Francisco 
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‘involve fairly intensive work by 
/men well-schooled in local market 


conditions, which can be of ines- 

timable help to the advertiser. 
The facilities and the quality of 

merchandising vary widely from 


/newspaper to newspaper, and de- 
'pend in part on the competitive 


situation within the market, and 
on the kind of selling philosophy 
governing the newspaper, and on 


the size of the campaign which the 


advertiser is planning or launch- 


Branh 


representing Media, 
serving Advertising 
Agencies & Adver- 
tisers 


Chicago 


~ New York © 


Detroit 


Atlanta 
Charlotte — 


St. Louis 


Memphis _ 


San Francisco 


.- tes Angeles : 


THE 
BRANHAM 
COMPANY 
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Newspapers Face Up to Problem of 
Getting More Adequate Local Rates 


Cuicaco, June 24—Through the 
years, newspaper admen and their 
general advertising customers 
have undoubtedly spent more time 
discussing retail-national rate dif- 
ferentials, and the twin problem 
of manufacturer-dealer co-op ad- 
vertising, than any other single 
thing. 

Until quite recently, the peren- 
nial discussions did little more 
than serve as a reminder of what 
one author once called “the dread- 
ful circularity of life.” The words 
and the accompanying lack of sig- 
nificant action were much the 
same, year in and year out. 


s But in the past two or three 
years, there has been a marked 
change in atmosphere, even 
though no striking action has yet 
been taken. The reason has been 
simple: Sharply rising costs have 
forced newspapers to re-examine 
their thinking on retail rates, 
which have in many cases been so 
low as to be uneconomic. 

In 1951, Apvertisinc Ace mir- 
rored the widespread feeling in 
the field when it said editorially 
that “most newspaper men wish 


pels ob Like 


about 


LUBBOCK 


(TEXAS) 


THE NATION'S TOP 
METROPOLITAN AREA! 


Registrations run rampant in 
Lubbock’s rich market, with 
family ownership of automo- 
biles averaging 1.6! Every 
day’s a field day for Lubbock 
auto dealers... and can be 
for you, too, when you push 
your product “A” schedules in 
Lubbock’s Avalanche-Journal. 


CIRCULATION OVER 52,000 


For data and know-how on selling 
this market, call 


TEXAS DAILY PRESS LEAGUE, Inc. 


National Representatives 


Dalles New Orleans New York 
Chicago Oklahoma City St. Louis 
Kansas City Los Angeles Detroit 
Memphis Denver San Francisco 


IAAL ATE ELD TEE IE, 


devoutly that the advertising 
world would simply accept the 
newspaper rate structure and quit 
talking about it.” That attitude 
can no longer be said to be true; 
newspaper men are giving more 
and more attention to the problem, 
without any particular prodding 
from outsiders. 


s Within recent years discussion 
of the problem at newspaper meet- 
ings has been more open and less 
heated than ever before, and there 
have been several developments 
which indicate that the subject is 
being moved out of the emotional 
area and into that of logic. 

For one thing, Editor & Pub- 
lisher, the organ of the newspaper 
business, last fall published a 
series of five articles by staff 
writer Robert B. McIntyre dis- 
cussing the problem, in an effort 
“to answer the question: Are 
newspaper advertising rates again 
under attack from within and 
without the industry?” Such a 
series, reviewing the problems 
objectively, probably would have 
caused pained expressions and 
lifted eyebrows ten years ago. 


@ Even more significantly, the 
Assn. of National Advertisers this 
spring worked out an arrangement 
with the Newspaper Advertising 
Executives Assn. under’ which 
ANA members will be supplied 


| with local rate « 
|NAEA member 


,ewspapers. The 
spaper Publish- 
y agreed to co-| 
upply local rate | 
mbers, some of) 


Pennsylvania N 
ers Assn. prom) 
operate, and to 
ecards for 50 n 
whom are not 
NAEA. Only a \ 
Carolina news, 
men’s associatic 
come along, and 
are almost sure 

Although sup; 


ek or so ago, the 
per advertising 
also decided to 
ther state groups 
» follow. 

ving national ad- 
vertisers with lc 1] rate cards may 
seem a small tl ng, it is actually 
highly significe .: as the signal 
for a new app: ach to conven- 
tional thinking. or example, The 
American Ass: of Advertising 
Agencies’ committee on newspa- 
pers produces ai) annual report on 
newspaper rate differentials, and 
one recent such report pointed out 
that “raw data on which this re- 
port is based are obtained from 
sources believed to be as reliable 
as are available’ (the italics are 
ours). 


@ It is difficult and perhaps dan- 
gerous to generalize in the local- 
national rate field, but the studies 
which the Four A’s has made al- 
most yearly since 1934 indicate 
that national or general newspaper 
rates are somewhere around 50% 
higher than retail rates on daily 
newspapers, and better than 60% 
higher than retail rates for Sun- 
day newspapers. 

The actual percentage changes 
from year to year, of course, and 
there are great variations between 
individual papers. But the range 
of change has been narrow, and 


DUNCAN HINES USES THE RIGHT RECIPE 
FOR QUICK RESULTS IN ST. PAUL 


Sewn 


Sy 


A vital ingredient in the fast rise of Duncan Hines Cake 


Mix consumer popularity in the St. 


Paul area is the effective 


measure of advertising being used in the ONLY newspapers that 


blanket this prosperous market—the St. 


Press. 
In the rich St. 


Paul market, where 73.9% 


Paul Dispatch-Pioneer 


of the women 


covered by the) 


buy cake mixes, Duncan Hines mix appeared on grocers’ shelves 
for the first time in 1951, and rose to 21.8% consumer prefer- 
ence in two short years. Well worth remembering is the signifi- 
cant fact that the Duncan Hines rise in popularity followed on 
the heels of an extensive, consistent advertising campaign in the 
Dispatch-Pioneer Press. Here is the Duncan Hines success story 
as it is graphically told in the 1953 St. Paul Consumer Analysis 


Survey: 

CUSTOMER BRAND PREFERENCE IN ST. PAUL 
1953 1952 1951 

a Fe re 35.5% 26.6", 23.0% 

Duncan Hines ........ 21.8 3.0 ‘ae 

SE re 16.5 21.1 23.4 

ie AES Rares 10.3 10.3 8.6 


The FULL St. Paal market story is to be found in the St. 
Paul Consumer Analysis Survey, which provides complete in- 
formation on brand preferences and buying habits for many 
types of products in this vital market. If you desir’ a copy, con- 
et your Ridder-Johns representative or write Cons:.mer Analysis, 

ept. 


Rep esentatives 


‘eat RIDDE -JOHNS, INC 
DISPATCH CHICAeO 
A ee ore wiwsrares DETROIT 
PIONEER PRESS MOT PAUL 


|to be approximately 53% on 
weekdays, and approximately 61% 
on Sundays. Actually, they are 
probably higher when the com- 
parison is based on the minimum 
rates paid by the largest and most 
consistent retail advertisers, such 
as department stores. 


@ Newspapers have traditionally 
justified the differential on sev- 
eral bases. One is that general 
(national) advertising is commis- 
sionable to advertising agencies, 
while local retail advertising nor- 
mally is not. Another is that news- 
papers must pay sales commissions 
to representatives, or maintain 
their own offices in leading na- 
tional advertising centers, and 
that general advertising is conse- 
quently more expensive to sell 
than is local retail advertising. 

Newspaper advertising men also 
point out, with considerable justi- 
fication, that general advertisers 
ask for and get more service from 
newspapers than do many retail 
advertisers. General advertisers 
frequently demand market data 
information, such things as route 
lists and maps, and merchandis- 
ing assistance which are not nor- 
mally requested by retail accounts. 

They point out, too, that the 
normal national account, which 
promotes a brand or a_ product 
rather than a _ particular retail 
outlet, can work effectively on 
every single reader of the news- 
paper, no matter where he may be 
located geographically, while the 
retailer’s normal traffic pattern 
may make his ad relatively value- 
less to readers who may be remote 
from his actual location. Hence, 
newspaper men say, a_ national 
advertiser makes completely ef- 
fective use of entire circulation of 
the newspaper he uses, whereas 
the local merchant may some- 
times be getting circulation which 
cannot result in actual traffic or 
sales in his store. 


# To all these arguments, nation- 
al advertisers have normally been 
unresponsive. Most of them have 
admitted, without much argument, 
that sound reasons exist for some 
differential in rate between na- 
tional and local copy. But, they 
say, the difference is greater than 
it should be. 

Until fairly recent years, this 
attitude on the part of national 
advertisers and their agencies has 
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ds of about 600 latest figures are said to show an/| been interpreted as a demand for 
excess of general over retail rate 
|for newspapers in about 300 cities 


lower national advertising rates. 
In general that was true. But re- 
cent publishing cost increases have 
convinced many advertisers, even 
though they may not admit it pub- 
licly, that the spread is even more 
important than the dollars-and- 
cents cost of national space. 

Most advertisers feel that news- 
papers have gone farther than 
other media in passing costs on 
to the reader in terms of higher 
copy prices, but they also feel that 
in many instances retail rates 
were set at uneconomic levels, and 
that there has been too little evi- 
dence of newspapers’ willingness 
to adjust them to present costs on 
a realistic basis. 


s A narrowing of the differential 
is what most national advertisers 
want most. The general feeling 
seems to be that realistic increases 
in retail rates might enable news- 
papers to institute modest reduc- 
tions in national rates, or at least 
tend to prevent further increases. 
But more than anything else, na- 
tional advertisers want a smaller 
spread between the rates they pay 
and the rates paid by retailers for 
advertising in the same newspa- 
pers. 

The size of the spread between 
these rates, national advertisers 
believe, is the principal reason for 
the problem which most of them 
face in connection with dealer co- 
operative advertising. Even those 
national advertisers who have no 
inherent objection to dealer co- 
op advertising allowances—and 
there are many—are continually 
irked by the difficulties which 
face them in handling such pro- 
grams. 

Although “double billing,” un- 
der which some retailers have suc- 
ceeded in inducing newspapers to 
bill them at higher than actual 
rates so that they could pass the 
invoices on to manufacturers and 
thus collect more than they actual- 
ly spent, has been pretty much 
eliminated, the suspicion of its 
existence still lingers in the minds 
of many national advertisers. 

Far more important than “dou- 
dle billing,” however, is the fairly 


FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 
7 Division of 
900 Kibby St., Lima, Ohie, U.S.A. 
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SIGNS OF LONG LIFE 


A prominent all Jefferson, 
once made the statement that if he were 
forced to choose between government 
without newspapers and newspapers with- — 


out remap he bh = engined i To show the newspaper is ne. 


our purpose present ortrait 
of a Newspaper Market,” a new 36-page 
book, an intimate study of Roanoke and 
“the newspapers which serve it: 


en into the fabric of the daily lives 


of its readers, and the business lives of 


its advertisers; to show how the news- 
per helps to maintain the importance 
a great city as a trading center for its 
ket area; and to show how the inter- 
pendeni of the city, its market area, 


f readers, is an important factor i in 


f 
j 
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widespread practice of billing re-| 
‘so that they would have complete 
control over size, scheduling, fre-_ 


tailers at a rate that is higher than 
is likely to be earned, when vol- 
ume and frequency discounts are 
applied. In such instances, the re- | 


tailer is still able to bill the coop- | 


erating manufacturer at the “ac-| 
tual” rate, secure in the knowledge | 
that at the end of his contract 
year, he will have earned a sub- 


own advertising in newspapers, 


quency and timing, as well as 
basic media selection. Co-op ad- 
vertising, by its very nature, 


/means that they lose a greater or, 
lesser amount of control over 


‘their advertising dollars. 


uneconomic, sometimes. to 
point where increased linage from 
local advertisers enjoying mini- 
mum rates due to volume and fre- 
quency may actually earn less than 
the physical costs of production. 


stantial rebate from the newspa-|# It would scarcely be worth cases the newspapers seem to be 
per. The retailers who prorate this | spelling all this out, were it not \selling newsprint and printing in- 
rebate among manufacturers who for the fact that in recent years stead of advertising. 

a considerable number of news- @ 3. Increasing competition from 


have already reimbursed them for | 
their advertising expenditures are 
not numbered in the thousands, 
if indeed there are any of them. 
Thus many manufacturers— 
even those who believe firmly in 
the value of cooperative adver- 
tising—are convinced that the re- 
tail-national spread forces them 
to pay more than they are sup- 
posed to be paying to retailers 
who run advertising of their prod- 
ucts. Or, to put it another way, 
that they are not getting all the 
advertising to which their co-op 
expenditures entitle them. 


s As for the substantial number 
of national advertisers who inher- 
ently dislike dealer cooperative 
advertising, the rate spread pre- 
sents an even more difficult prob- 
lem, because it is so great that 
even if a retailer makes money on 
co-op advertising, he can still fre- 
quently buy it for the manufac- 
turer at a lower rate than the 
manufacturer can buy it for him- 
self. 

The consequence is easy to see. 
An increasingly larger percentage 
of national advertising dollars 
moves into co-op channels, instead 
of being spent directly by the 
manufacturer on his own national 
advertising. 

While a number of national ad- 


vertisers bow to the economics of 
this situation, most of them are 
extremely restive under it. They | 


paper advertising executives have | 
lent a more sympathetic ear to) 
discussions of this type than ever 
before. 

Many feel that national adver- 
tising rates have reached a point 
at which further increases which 
are not warranted by circulation 
gains cannot be put into effect, 
,and one instance of this thinking 
is the narrowing of column widths 
without rate adjustment. 

This practice, which became 
general in the newspaper field in 
recent months, has the advantage 
of reducing newsprint costs ma- 
terially and some other costs mod- 
estly, without requiring an adjust- 
ment in the dollar cost of lines. 
But it is admittedly a device 
which can be used only within 
narrow limits. 


s Faced with serious profit 
squeezes despite the initiation of 
numerous economy moves, plus 
strong indications that neither na- 
tional advertising rates nor price- 
per-copy can be raised substan- 
tially from present levels, news- 
papers are giving more serious 
consideration than ever before to 
the problem of raising local rates. 

Whereas even a few years ago 
there was marked resistance to 
increases in local rates, now there 
are potent indications that many 
newspaper advertising men be- 
lieve that: 


would much prefer to run their, @ 1. In many cases local rates are 


| eh \ 


The QUAD-CITIES 


Effective July 1, 1953 


No. 1 Radio Station . . -WHBF 


joins the nation’s 


No. 1 Radio Network . . CBS 


Leslie C. Johnson, V.P. and Gen. Mgr. 


o-Cc; 
om re, 


television, magazines and other 
media requires newspapers. to 
have high enough income to per- 
mit improvements in both the 
editorial and physical character- 
istics of their product; and con- 
versely, a rate which is so low 
that it forces editorial or mechan- 
ical cutbacks or corner-cutting 
may result in an inferior product 
which might ultimately economize 
itself out of busines:.. 

e 4. Higher (and rore realistic) 
retail rates might induce better 
advertising and more effective uti- 
lization of space on the part of 
local advertisers, to the consequent 
benefit of both the advertiser and 
the medium. 

Clyde Bedell, advertising con- 
sultant and ADVERTISING AGE 
columnist, bluntly spelled out this 
reasoning at the Newspaper Ad- 
vertising Executives Assn. meet- 
ing in Denver two years ago, and 
others have expressed the same 
thoughts with increasing fre- 
quency. 


# Mr. Bedell charged that news- 
papers are selling newsprint (at 
practically no profit) instead of 
advertising; that department 
stores, which can make the most 
effective utilization of a news- 
paper’s total circulation, are pay- 
ing less for their space than smal- 
ler stores which draw from a more 
limited area; that newspapers and 
retailers both must learn to think 
in terms of effective advertising 
rather than mere size of space; 
and that everyone would be better 
off if the newspaper retail rate 
were high enough to give news- 
papers a decent profit, even if 
this resulted in somewhat smaller 
linage totals. 

In fact, said Mr. Bedell, the un- 
economic methods of pricing de- 
partment store advertising have 
pers because newspapers 
in order to keep the wolf away 
from the door; and 
papers have in themselves con- 
tributed somewhat to the problems 
of getting the greatest possible 
benefit out of advertising. 

e 5. A too-wide differential be- 
tween local and national rates 


the | 


the larger | 


tends to reduce the actual amount 
of advertising money which goes 
into newspapers, by forcing na- 
tional advertisers to use devious 
methods which will either get 


'them a lower rate or which in ac- 
e 2. Physical volume—advertising | 
linage—has too frequently become | 
a fetish with newspaper advertis- 
ing departments, so that in some 


tual practice result in the diver- 
sion of a considerable amount of 
advertising funds into retailers’ 
pockets as a price concession. 

e 6. There might be some point in 
exploring the possibility of mak- 
ing all advertising commission- 
able, thus possibly helping to 
make local advertising more pro- 
fessional and more productive, and 
at the same time result in a sub- 
stantial closing of the gap between 
local and national rates. 

This problem is admittedly a 
difficult one, but many newspaper 
men believe it deserves careful 
attention, not only for the reasons 
already mentioned, but also be- 
cause some local advertising is 
diverted to radio and television 
and other media because such 
media usually pay agency com- 
missions on local as well as re- 
gional and national accounts. 


# It is unlikely that there will be 
any major moves along any of 
these lines in the near future. But 
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there is every indication that all 
of them will receive careful study, 
in the most serious attempt yet 
made to reach a solution to some 
of the toughest problems facing 
the newspaper as an advertising 
medium. 


Issues Sport Dealers’ Catalog 

Cc. C. Spink & Son, 2018 Wash- 
ing Ave., St. Louis 3, has published 
the 44th. edition of “The Directory 
of Sporting Goods Jobbers & Man- 
ufacturers Representatives.” The 
322-page catalog gives trade infor- 
mation and lists jobbers, manufac- 
turers’ representatives and import- 
ers. 


NEWS ITEMS 
on any subject — 
From newspapers and magazines 


published throughout the country. 
Write for booklet . 


PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 7-5371 


(Advertisement) 


Outside Selling— 
How to Get It Done 


All the advertising and store dis- 
plays in the world cannot sell 
some products without the follow- 
through of hard-hitting personal 
salesmanship. 

Many such products can be 
bought in retail stores, but many 
a prospect for them never comes 
into a store to buy them. Merchan- 
dise costing considerable money, or 
products for which customers do 


resulted in larger and larger pa- | not feel a need or want, and most 
must | 
constantly push for greater linage | 


industrial goods, fall in this cate- 
gory. Salesmen must seek out the 
prospects for such merchandise. 
How to get salesmen to beat the 
bushes for orders is a job that 
baffles many a Sales Manager. 
Salesmen find it so much easier to 
phone, to fuss around the office or 
store writing reports, or to drink 
coffee and cokes at the nearest 


lunch counter! Today’s short work 


_|days make it more imperative than 


ever that they get out and stay out 
seeing prospects face-to-face! 

Men will work at outside selling 
in direct proportion to what they 
know about how to do it and how 
proficient they are at it. Teach 
them an approach that will gain 
favorable attention and a proce- 


r|dure that will close the sale, and 


they will show eagerness to get 
out and sell. 

Twelve years ago we developed 
a two-call sales procedure... 
after a great deal of observation in 
the field of the most successful 
salesmen ... for the use of the out- 
side salesmen of dealers in Ful-O- 
Pep feeds, and we portrayed it at 
work in a sound film, DOUBLE- 
BARRELLED SELLING. 

This film is still being used. As 
a clear exposition of the princi- 
ples and techniques of specialty 
or outside selling, DOUBLE- 
BARRELLED SELLING is unique. 

Veteran Sales Managers who 
won their spurs between World 
Wars I and II will see in this film 
the kind of selling that put them 
where they are today. Others may 
get from it a clue to the kind of 
creative selling that can cope with 
the toughest buyers’ market that 
may lie ahead. 


Francisco Films 


185 N. Wabash Ave., Phone: STate 2-0798 
CHICAGO 1 


PUBLISHED BY CAPPER PUBLICATIONS - LARGEST AGRICULTURAL PRESS IN THE WORLD 
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New Research Bureau Formed 
A new organization, Publishers. 


Beer Advertising Is Long on Hur 


Market R hB , has be Y 
eat Rete eo mureau, has been Short on Logic, Wood Tells Brew 


in the offices of Sheldon M. Hei- 
man Inc., 32 W. Randolph St., Chi-| 
cago. Purpose of the bureau is to! 
give member book publishers co- 
ordinated information on promo- 
tional activities in the book trade. 
Mr. Heiman, Chicago public rela- 
tions consultant, has been named 
p.r. representative. 


- | 
WHAT'S GOING ON?} 
Clippings from the business press, | 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 
Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00— it will soon save its cost. 


BACON’S CLIPPING BUREAU 


| 
} 


Cuicaco, June 23—Too many 
brewers base their advertising on 


‘hunch or impulse, instead of rely-. 


ing on logic and market research, 


says Albert J. Wood. 


“An idea strikes, and they 


plunge ahead,” he told a confer-— 
ence of the Brewers Assn. of Amer-_ 
ica. “Even if it is not their own) 


hunch or impulse, it is merely the 


hunch or impulse of their agency. | 
There is little logical structure be-— 


hind their advertising.” 


The head of A. J. Wood & Co.,| 


| Philadelphia market research firm, 
‘also leveled criticism at brewers 


| who do plan their advertising, but | 
use the wrong plan—fixed per-| 
| centage of sales. In this way, when 
‘sales are bad the brewer “pulls in| 


sales figures o 
bases for drawi! 
“I believe it m 
lazy managem 
wants to use th 
which will save 
plying some th 
he declared. 
Still a third a 
market analyst 
advertising was 
—trying differe 
-a combination i 
pay off. “The t: 


shes, 
TS 


of the poorest 
up an ad budget. 
t be a refuge of 
it who merely 
simplest formula 
1e trouble of ap- 
ight and work,” 


proach which the 


»jected to in beer 


‘trial and error” 
campaigns until 
nit that seems to 
al and error ap- 


proach applies tv both the adver- 
tising and the agency used,” Mr. 
Wood noted. “Switching agencies 
is a favorite way of trying to do 


a better advertis 


ing job.” 


his belt, cuts down expenses and g# In making his own brief for 
cuts down advertising—just at the beer advertising based on market 
| research, Mr. Wood told the brew- 


wrong time,’’ Mr. Wood argued. 


/ers first of all to 


think of what the 


Tes} @ He went on to call the use of advertising is tv accomplish. He 


reported four different advertising 
functions, each of which hits at 
sales from a different angle: 

1. Persuasion—making people 
try your brand of beer. 

2. Conversion—getting people to 
drink your brand regularly or) 
“converting them into favorers.” _ 

3. Reminding—letting people 
know continuously about your 
brand so they will have it in mind 
when they go to make a purchase. 

4. Protection—keeping people 
happy and satisfied with your 
brand so that they will not be out 
trying other brands. 

“The well-established brewer 
with a large share of the market 
is interested in the reminding and 
protective functions,” Mr. Wood 
explained. “He wants to hold on to 
his market. 

“On the other hand, the smaller 
brewer is interested primarily in 
persuasion. He wants to get people 
to try out his beer.” 


s To illustrate his functional ad 
theory, Mr. Wood pointed to pop- 
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| “protection,” 


Advertising Age, June 29, 1953 


ular beer slogans, some of which 
are highly persuasive but weak in 
while others are 
strong as prestige-builders, weak 


/asS persuaders or converters. “It 


happens that the two most famous 
beer slogans in the country fall in- 
to the latter category,” he said. 

One type of advertising ap- 
proach to which Mr. Wood gave 
at least qualified approval is to 
copy some other brewer—“prefer- 
ably far enough away so that it 
doesn’t look as if he’s’. being 
copied.” 

“Go ahead and copy and get the 
benefit of somebody else’s good 
work,” he told the brewers. But 
first, he warned them, find out 
whether the model program is ac- 
tually as successful as it appears 
on the surface. “You also have to 
know whether the circumstances 
surrounding the selling of your 
beer are sufficiently similar to the 
circumstances surrounding the 
selling of his,’”’ he added. 


a On that score, Mr. Wood cited 
the over-use of the term “dry” in 
current beer ads. “We see terms 
like ‘dry’ become ‘extra-dry,’ ‘pale 
dry,’ ‘golden dry,’ ‘frosty dry’ and 
even ‘very dry.’ Very few of these 
variants are successful because the 
term ‘dry’ has appeal only for spe- 
cific groups in specific areas.” 

Along with this plea for better 
understanding of the market 
aimed at and the type of selling 
to be done, Mr. Wood urged more 
integration between copy content 
and over-all merchandising. “Our 
surveys of advertising in the brew- 
ery field have invariably shown 
that beer symbols, when used, 
should be used throughout,” he 
declared. 


# They should appear not only in 
all of the ads in all of the media, 
he said, but also on beer packages, 
beer trucks and company letter- 
heads. 

“Once it is established that the 
symbol is good, it should be used 
as an integrating factor, a symbol 
of identification which relates to 
all parts of the business. 

“The whole problem of adver- 
tising revolves around the question 
of how much to spend, what to 
say, to whom to say it, how to say 
it and how often to say it,” Mr. 
Wood concluded. 

“It is poor business policy to try 
to answer these problems by guess, 
intuition and armchair specula- 
tion. The answers can be obtained 
by methods in which the people 
whom you are trying to reach... 
are given an opportunity to be sur- 
veyed and to express how they are 
influenced by advertising.” 


WANTED 


Appliance Sales Promoter 
or Advertising Manager 


for position of 


ACCOUNT 
EXECUTIVE 


One of nation's largest adver- 
tising agencies is seeking a 
man who has been highly suc- 
cessful in using advertising and 
promotion ideas to sell appli- 
ances. Agency experience not 
essential. We are interested in 
a man who knows how to move 
the goods. Age 30 to 45. Sal- 
ary open. If you feel you can 
qualify, write Box 559, Ad- 
vertising Age, 200 E. Illinois 
St., Chicago 11, Ill. All re- 
plies held in confidence. 
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Williams Stresses Need for Larger 


Ad Expenditures at AAW Convention 


(Continued from Page 1) 
ollary to increased investment in 
productive facilities.” 

Mr. Williams said that total ad- 


vertising expenditures last year | 
exceeded $7 billion, compared with | 


about $2 billion a year in 1939 and 
1940. But this big increase is by no 
means excessive, he declared. 

“Total advertising expenditures 
during the past two years as a 
percentage of disposable income 
and personal consumption expendi- 
tures are only slightly over the pre- 
war level, and in relation to total 
retail sales are below that level. 
Since, as incomes increase a larger 
proportion of consumer expendi- 
tures becomes discretionary, it 
would appear that the effort and 
expense directed toward sales pro- 
motion and advertising should in- 
crease more rapidiy than the level 
of incomes or consumer expendi- 
tures.” 


® There should be no fear, he said, 
that distribution costs already take 
too much of the consumer dollar. 
“It is more likely that total cost 
of distribution under present cir- 
cumstances is too low. 

“Increased expenditures in sales 
promotion and advertising, if made 
upon the basis of adequate market 
research, can be more than self- 
liquidating, can result in both 
higher profits for the producer and 
distributor, and lower prices for 
the consumer. The same is true of 
increased effort and expenditure 
in sales training, and in other 
areas of marketing operations.” 


s Mr. Williams’ plea for more ad- 
vertising was not the only one the 
AAW members heard at their 
golden anniversary meeting. Two 
other spokesmen who called for 
more advertising—particularly 
more “idea” advertising—were 
Bruce Barton, chairman of Batten, 
Barton, Durstine & Osborn, New 
York, and Fairfax M. Cone, presi- 
dent of Foote, Cone & Belding, Chi- 
cago. Their talks, both also un- 
usually strong appeals for higher 
standards of advertising, are re- 
ported elsewhere in this issue. 

Another key speaker at the con- 
vention was Clyde Bedell, Park 
Ridge, Ill., advertising consultant 
and AA columnist, who stressed 
that what advertising the national 
economy is getting today is not 
good enough. 


= In his opinion, advertising in 
newspapers is not the space it goes 
into but “what creative selling 
minds make to put into white 
space.” When an advertiser buys 
space, Mr. Bedell told the AAW, 
he is buying only the opportunity 
to advertise. In our inflated econo- 
my, he said, advertising people 
have not had to be powerfully ef- 
fective. They have followed lines 
of least resistance, and have neg- 
lected basic principles. 

“The average creative adman or 
woman today,” he said, “is rela- 
tively defenseless before attack... 
In stores they succumb before 
merchants and managements. In 
agencies they fall before account 
executives and clients.” 

Elon Borton, 


president of the) nt : : 
Advertising Federation of Ameri- vertising is truthful and inspires originator was Victo 


| Admen, he pointed out, believe 
in some regulation, and cooperate 
closely with better business bu- 
reaus, but “we feel that the pres- 


| ficient.” 


reaus are more dangerous than 
|ments. 


rulings are made by committees of 
three or five or seven men who 
have some authority by law and 
stretch it a bit further.” 

For example, he said, “the food 
and drug advertisers, how they get 
it in the neck. The Federal Trade 
Commission, the Food and Drug 
Administration, the Post Office 


regulatory bodies combine with 
scores of state bureaus to keep 
them in the straight and narrow 
way.” 

Admen, Mr. Borton concluded, 
must reduce bad advertising, must 
keep on the lookout for proposed 
restrictions and must inform legis- 
lators, bureaus and judges about 
the bad effects of any proposed 
regulations. 


@ At the closing session, Dr. Er- 
nest Dichter, president, Institute 
for Research in Mass Motivations, 
lost little attention by building his 
talk on a metaphore involving 
“girl friends.” 

“The copywriter,’ he __ said, 
“tends to feel about each ad 
that it is his baby, pretty much like 
you do about your girl friend. It 
seems to him his ad has the most 
beautiful layout; the product of 
his client has the most beautiful 
features... 

“Yet this isn’t exactly the con- 
sumer’s position. He is the guy 
who is always watching a beauty 
contest. The consumer is the fellow 
whose favors are sought not just 
by one good-looking girl: He finds 
himself trapped in a harem being 
lured and enticed by 20 good look- 
ing women. However pleasant such 
a trap may sound, it also has its 
confusing aspects. Even more con- 
fusing and less pleasant is when 
the pages of a magazine are sub- 
stituted for the harem and the 
competitive enticing is being done 
by mouthwash or _ toothpaste 
brands.” - 
_ Advertisers often make a lot 
of ‘mistakes in trying to convince 
the customer their products are 
the best, he said. The customer 
sees too many competitors making 
similar claims. Sometimes adver- 
tisers try to avoid this by stressing 
the superiority of a minor aspect 
of a product—and fail to do the 
one important thing: Prove to the 
consumer that the advertiser 
“shares and understands the con- 
sumer’s feelings’ better than an- 
other advertiser. 


# Among other speakers at the 
AAW sessions were: 

Muriel Tsvetkoff, general man- 
ager, Better Business Bureau of 
San Francisco, who told of many 
outlandish ad claims she has seen 
recently, but added that most ad- 


ent laws and rulings plus the self-— 
regulation in the industry are suf-| 


a Mr. Borton said government bu-_ 
‘courts or local and state govern- 


ee 
“These bureau or commission 


Department and other national) 
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| 
gS 


a 
5 


| 
| 


OFFICIAL—One of the bonored guests et 
in San Francisco was California’s own Governor Earl Warren (right), shown here 
with Robert Gros (left), Pacific Gas & Electric Co., new AAW president, and Bruce 


Barton, chairman of Batten, 


full house of AAW convention- | 
eers. This was possible because all | 
ten were allowed only five min-. 
utes each to speak tleir piece. As 
Kevin Sweeney, v.p. of the Broad- 
cast Advertising Bureau, New 
York, commented: “Every year it 
gets harder and harder for a media 
salesman to make an honest pitch 
to the AAW.” This panel meeting 
was more notable for the rapid 
speech of the panel members than 
for what they said. No one ran 
over his five minutes. 


s First-place awards announced 
at the meeting went to the follow- 
ing advertisers and their agencies: 

Magazine advertising (a $200 
award by the Magazine Advertis- 
ing Bureau): California Packing 
Corp., San Francisco, and McCann- 
Erickson. 

Newspaper ad ($100 award by 
Pacific Coast division of the Bu- 
reau of Advertising): General 
Petroleum Corp., Los Angeles, and 
West-Marquis. 

Outdoor posters (by Schmidt 
Lithograph Co., with $200 to the 
artist, James Hansen): Standard 
Oil Co. of California and Batten, 
Barton, Durstine & Osborn. 

Television commercials: Film 
commercial, one minute or shorter: 
Southern Arizona Bank, Tucson, 
and Cabat-Gill Advertising Agen- 
cy (for a local advertiser); Con- 
tinental Airlines, Denver, and 
Galen E. Broyles Co. (regional 
advertiser); Bardahl Mfg. Co., 
Seattle, and Wallace Mackay 
Agency (national); commercial of 
any length, Standard Oil of Cali- 
fornia and BBDO. The sweep- 
stakes award for best over-all en- 
try went to Bardahl. 


® Transit advertising (sponsored 
by Western Transit Advertising, 
$50 going to the artist and $50 to 
the idea originator in each classi- 
fication): car cards advertising 
products, California Packing Corp., 
San Francisco, and McCann-Erick- 
son; the agency originated the 
idea; Feyling-Wright handled the 
artwork. Car cards advertising 
services, Pacific Telephone & Tele- 
graph Co., San Francisco, and 
BBDO; the agency originated the 
|idea; Tom Collard was the art di- 
‘rector. Traveling di-plays: Crown 
Mills, Portland, an ‘| Richard G. 
‘Montgomery & As-ociates; idea 
Collin; artist 


ca (eastern counterpart of AAW), confidence. In fact, she said, most | was Charles Claytor 


brought the convention’s attention 


to the variety of legislative restric- | leading advertising probably do SO| program used in n 
tions facing advertisers, both pro- because they have learned that) networks, to White 


posed and in effect locally and na- 
tionally. 


s “These widely varied cases il- California, who stressed that a) 


lustrate,” he said, “how advertis- 
ing faces one grave threat—a trend 
which is gradually squeezing it 
and, unless stopped, may soon 
foreclose its freedom and its abili- 
ty to serve business and the public 
effectively.” 


people who foolishly fall for mis- 


practically all ads are honest. 
| Dr. Edward Canter Jr., depart- 
ment of psychology, University of 


favorable public attitude is the re- 
sult of a long process and no sin- 
gle ad, no matter what its special 
merit, gets lasting public accept- 
ance. 

Ten media, no less, were able to 
present their spokesmen before a 


Commercial 
ajor cities or 
<ing Soap Co., 


Radio advertising 


| Los Angeles, and laymond R. 
|Morgan Co. Comme. cia! spot an- 
/nouncement used c} efly in large 


cities, to Bardah] *!fg. Co. and 
Wallace Mackay C: Commercial 
spot used in sma cr cities, to 
Williams Bakery 0, Eugene, 
Ore., and Emil Rei .ardt Adver- 
tising, Oakland, Ca Here again, 
Bardahl was judgec ‘o have been 


| best, over-all. 


“AS Ee 
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the Advertising Assn. of the West meeting 


Barton, Durstine & Osborn. 


The association elected Robert 
R. Gros, manager, publicity and 
advertising, Pacific Gas & Electric, 


‘San Francisco, president to suc- 


ceed Arthur E. House of House & 
Leland, Portland. 

Others elected include Clair 
G. Henderson, general manager, 
Arthur G. Rippey & Co., Denver, 
senior v.p.; Mrs. Reata Howard 
Trombly, merchandiser for Charles 
F. Berg Inc., Portland, v.p. at 
large, and William O. Kyte, ad- 
vertising director in Los Angeles 
for the General Electric appliance 
department, secretary-treasurer. 

Robert O’Brien, advertising and 
publicity director, Stockton Cham- 
ber of Commerce, won the Ayres 
3-minute speaking contest held 
annually for members of junior 
clubs. 

The association decided to hold 
its 1954 annual meeting in Salt 
Lake City. 


AAW Members Will 
Work for More Ad 
Courses in Colleges 


San Francisco, June 23—So far 
as advertising people in the West 
are concerned, their work is defi- 
nitely that of a profession and 
ought to be recognized as such, 
anywhere. 

This week at the annual meet- 
ing of the Advertising Assn. of 
the West, they went on record to 
that effect. 

By unanimous vote, the AAW 
adopted a resolution urging all 
members to do their best to get 
colleges to expand advertising 
courses and offer degrees in the 
field. This, it was felt, will speed 
the day when men and women in 
advertising will be accorded the 
same professional standing that 
lawyers and doctors have. 

The resolution was endorsed by 
Don Belding, of Foote, Cone & 
Belding and American Heritage 
Foundation, and it came after a 
talk by Arthur L. Madsen, head 
of the Spokane, Wash., agency 
bearing his name, in which he 
told how the Spokane ad club had 
shepherded Whitworth College in 
|his city to establishing a workable 
four-year ad course leading to- 
|ward a degree. 


Graphic Arts Men Elect 


Samuel Lebon, Lebon Press Inc., 
'has been elected chairman of the 
Graphic Arts Trade Assn. of 
Hartford, Conn. Other officers 
elected are Dwight G. Phelps, Wil- 


liam H. Lockwood Sons, vice- 
chairman, and Arthur C. Biza, 
Storrs & Bement Co., treasurer. 


Gordon-Pilling Names Selvin 


George A. Selvin, formerly pres- 
ident of Westwood Furniture Co., 
has been appointed v.p. and mer- 


| 


| 


Republicans Face 
Unpopular Postal 
Bill Hiking Rates 


(Continued from Page 1) 
wait until the results of the in- 
vestigations are reviewed early 


next year. 


-@ On the other hand, Sen. Wil- 
‘liam F. Knowland (R., Cal.), the 


acting Senate majority leader, said, 
after a conference with Mr. Sum- 
merfield, that Senate action on a 
rate bill “is probable” (AA, June 
22). 

The administration program was 
outlined today in a letter from Mr. 
Summerfield to House Speaker Jo- 
seph Martin (R., Mass.) and V.P. 
Richard Nixon. 

Mr. Summerfield reported that 
the anticipated deficit for 1954 was 
$594,250,000. With the elimination 
of airmail subsidies, which are to 
be charged to the Civil Aeronautics 
Board in the future, the deficit is 
reduced to $515,000,000. 

In addition, Mr. Summerfield is 
anticipating $160,000,000 of new 
revenue from increased rates on 
parcel post and catalogs which he 
is obtaining from the Interstate 
Commerce Commission, reducing 
his deficit to $355,000,000. Finally, 
he promises another $40,000,000 
through administrative actions 
raising rates on international par- 
cel post, special services, and rent- 
al charges for post office boxes, 
for a net prospective deficit of 
$315,000,000. 


ws If the rate bill is passed, he told 
Congress, it would bring in $240,- 
000,000. The remaining $75,000,000 
deficit might be further reduced 
through the introduction of better 
operating methods during the 
coming year. 

These are the features of the 
rate plan: 

First class: The 4¢ rate on non- 
local first class letters to raise 
$150,000,000. The present 3¢ rate on 
non-local first class has been un- 
changed since 1932, Mr. Summer- 
field pointed out. 

Airmail: A 7¢ rate to produce 
$15,000,000 of new revenue. 

Second class: A 25% hike on 
publishers’ second class starting 
Oct. 1, and an additional 17% on 
July 1, 1954. Since the plan elim- 
inates the 10% hike already sched- 
uled for April 1, 1954, under legis- 
lation passed two years ago, the 
net hike for publishers’ second 
class is 32%, and the total new 
revenue $19,000,000. 

No change is suggested in the 
rates for handling so-called ex- 
empt publications of religious, ed- 
ucational, scientific, philanthropic, 
agricultural, labor or fraternal 
non-profit organizations. 


s Third class: Bulk rates, now 14¢ 
per pound, minimum 1%¢ per 
piece, would become 12¢ per 
pound, minimum 2¢ per piece. 
Regular third class rate on cir- 
culars and miscellaneous printed 
matter, now 2¢ per piece, would 
go to 3¢ for the first two ounces 
plus 1¢ for each additional ounce. 
These new rates would increase 
the revenue from third class from 
$205,500,000 produced in 1952 to 
approximately $257,500,000. 
Controlled circulation publica- 
tions (up to eight ounces): Pres- 
ent rate of 10¢ per pound, mini- 
mum 1¢ per piece, would go to 
12¢ per pound, with a minimum 
of 2¢ per piece. Revenue from 
this class—largely business pub- 


lications using controlled circula- 
tion distribution methods, is now 
| $637,000 annually, and would be 
increased by $125,000. 

Books: An increase of about 
25%. 


Thomas Collators Boosts Oliver 
George W. Oliver, v.p. in charge 


chandising consultant with Gor- of sales for Thomas Collators Inc., 
don-Pilling, Paterson, N. J., agen- New York, has been promoted to 
cy. 


iv.p. and general manager. 
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Plans ‘Fisherman‘s Handbook’ This Week in Washington 


The Fisherman Press Ine., 11 


42nd St., New York, publisher of 
the Fisherman Magazine, about. 
Dec. 15 will issue the Fisherman’s 
Handbook for 1954. Running 320) 
pages plus cover, the book will) 
carry a limited number of pages) 
of advertising, and will cover) 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, June 25—The new 


every aspect of fishing. The hand-| managers of the Department of| 


book will sell at $1 on newsstands. | Commerce are busily putting the 
Pacific Nati IN Two — touches to a reorganization 
acific Nationa! Names !w plan which is supposed to make 
‘ ig 4 rasan i er operat | the department considerably more 
ng his own | : 
has been appointed art director ST =n a network 
with Pacific National Advertising is plan in P sare 
Agency, Seattle. Taylor Lewis has, 0f about 20 industry divisions. 
been named agency art consultant. These divisions are supposed to 
' serve as a central contact point for 
| business men dealing with the 


JUST ASK FOR MARIE: | government. 
Call! WAbash 2-8655 and) ask; fu | Each division would have a 
Marie Maize on your se m™ |small professional staff. Each 


| would also have at its top a suc- 
|cessful business man, here on a 
\“without compensation” basis for 
a six-month tour of duty. 
Secretary Sinclair Weeks and 


line. THE LETTE S E 
Dearborn St., Chicago 5 
i 23rd ice fis! ‘ 
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NEW 


ALL-PURPOSE 
‘BOARD 


3 IN1 
1. PROCESS 
2. PASTE 
3. PAINT 


Note these features — 
1. ALL STEEL CONSTRUCTION 
2. ENAMEL FINISH 
3. MODERN STYLING 


4. SIGN PANEL CHANGED 
IN TWO MINUTES 


FREE franchises OPEN in all cities 


Write today for full details 


Manufactured by C O U R TE S Y 


610 WHITE STREET @ 


HOUSTON, TEXAS 


EXPERIENCED SALESMAN 


for one of the country’s leading 
merchandising publications 


ing volume this year will exceed 
$1,000,000. 


There aren't many business pub- 
lications, issued once a month, 
that can top this figure. 


Tue MAN we are looking for is 
between 30 and 40. He may now 
be with a business publication or 
with a consumer magazine. He is 
doing well where he is but would 
like to find a spot where he can 
move faster than seems possible in 
his present set-up. 

For 3) years, Progressive Grocer 
has been doing an outstanding 
job in the field of food distribu- 
tion. We have a C. C. A. circula- 
tion of more than 76,000. The big 
volume retailers who read Pro- 
gressive Grocer do a volume of 
more than 12 billion dollars a 
year. We have always been the 
leading publication in the field— 
both in volume of advertising 
and in reader interest. Advertis- 


We are sorry, frankly, that we 
cannot fill this job from our own 
ranks. But the particular circum- 
stance creates an opportunity for 
someone outside of our own or- 
ganization. 


Only written applications can 
be considered. No phone or per- 
sonal calls, please. Don’t be afraid 
to give us the works in your letter. 
If-you are the kind of man we 


how to start the sale through the 
written word. 


Leonard Tingle, President 


PROGRESSIVE GROCER 


the magazine of SUPERMARKETS and SUPERETTES 
161 SIXTH AVENUE « NEW YORK 13, N. Y. 


are looking for, you will know | 


Commerce Department Reo: ganizes — 


ve the plan goes | 
rd restoring the | 
e department of- 
ay under Herbert | 
resent time, they 
ss than half as 
much on servic: to business as it 
did before the *.:w Deal. 

Since these 1: w divisions will 
take over the ai ocation of mate- 
rials, and other remaining duties 
of the National Production Author- 
ity, the plan doe: not involve new 
expenditures. In fact, as more busi- 
ness men are brought into the De- 
partment of Commerce for a tour 
of duty, officials believe the indus- 
try divisions will show how to 
simplify or eliminate some of the 
work that has been carried on by 
old-line units of the department. 

. . * 

Assisted by a handful of Re- 
publican stragglers, Senate Demo- 
crats beat off a move to put the 
government into the business of 
financing small, speculative busi- 
ness enterprises. 

Under existing law, the govern- 
ment loans money to defense firms. 
In renewing the Defense Produc- 
tion Act for another year, House 
Republicans put through a rider 
which established a permanent 
agency with blanket authority to 
loan as much as $100,000 to any 
“independently” owned and “op- 
erated” small business “which is 
not dominant in its field of oper- 
ation.” 

Democrats were no less enthus- 
iastic about socialized credit than 
Republicans. They were merely 
objecting to the creation of the 
agency without full Senate hear- 
ings and debate. 

*. > * 

The House ways and means com- 
mittee is giving its approval to a 
plan for simplified customs regu- 
lations. But in its final bill, the 
|committee decided to go along 
with retailers who have urged that 
the government continue to collect 
|customs on all articles valued at 
| $1 or more. 
| In asking for customs simplifi- 
ication the Treasury Department 
“suggested that Congress exempt 
‘articles valued at $3 wholesale, 
‘foreign currency. The American 
|Retail Federation expressed fear, 
|however, that the liberalized ex- 
emption would stimulate a tremen- 
dous mail order business in items 
which ordinarily sell for as much 
as $10 retail in this country. 

© * - 

The latest gimmick introduced 
by the Federal Communications 
Commission and local lawyers to 
speed up the processing of con- 
tested TV applications is a “mock 
hearing,” which is to be held next 
Monday, in an effort to show law- 
yers how a competitive hearing 
can be speeded up. 

Monday’s demonstration, worked 
out by the commission staff and 
the Federal Communications Bar 
Assn., emphasizes the use of “pre- 
hearing conferences” which enable 
competing attorneys to confine the 
formal hearing to essentials. The 
first TV hearing using a pre-hear- 
ing conference required only four 
days, compared with 40 to 60 days 
in previous cases, the FCC says. 

. 6 + 

Traveling salesman had their 
“day in court” as the House ways 
and means committee continued 
| hearings this week on proposals to 
improve the income tax laws. 
Salesmen pointed to arbitrary tax 
regulations which prevent them 
‘from recovering tl! cir full expendi- 
‘tures, particularly for entertain- 
ment and‘for dis} |ay rooms. 

The ways and !.eans committee 
will not make an) changes in the 


his associates be 
a long way to, 
type of service 
fered in its hey- 
Hoover. At the 
say, it spends 


tax laws until nex year, when the 
its own 


/Treasury is to ) resent 
plans for more ec iitable taxation. 
'Meanwhile, howe er, it is collect- 
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| Newsprint Cost: From $50 to $126 Since 1938 


T . 7 


Price of Newsprint in the United States, 
, 1938-1953 


—s 


June 15, 1952,+ 
$126.00 
1 J 


— 


T\ 
Nov. |, 1950, 
$106.00 


Mar. I, 1943, $58.00 
$54.00 1 


t t 
|Sept. 1, 1943, 


sf 


1938 1939 1940 1941 1942 1943 1944 1945 1946 1947 1948 1949 1950 1951 1952 1953 


—Copyright, 1953, by the Chicago Tribune. Reprinted with permission. 


ing the ideas of salesmen, work- 
ing mothers and others who feel 
they get a bad deal under existing 
regulations. 

» * 

Postmaster General Arthur Sum- 
merfield’s courageous plan to go 
to Congress for a 4¢ letter may irk 
the public. But in the long run, 
Mr. Summerfield’s determined ef- 
fort to improve the postal service 
seems sure to pay dividends for 
the Republicans. 

So far, he is steering clear of two 
deliveries a day in residential dis- 
tricts. But he is making a real ef- 
fort to eliminate some of the man- 
agement indifference which slowed 
down mail service in recent years. 

By experimenting here he dis- 
covered that later mail collections 
and more sensible window hours 
could be restored simply by stag- 
gering the hours of postal work- 
ers. This later collection means 
that in Washington alone 80,000 
letters daily are moving at least 
24 hours sooner. 

Later collections and window 
hours were extended this week to 
28 other big cities, and Mr. Sum- 
merfield promises that additional 
cities will be getting improved 
service soon. 


Joins Kenyon & Eckhardt 


Wauhillau La Hay, director of 
radio-TV clients publicity for N. 
W. Ayer & Son for the past 10 
years, will join the promotion de- 
partment of Kenyon & Eckhardt, 


New York, Aug. 3. She will be} 


director of the women’s service 
division. 


Olken, Schurr Join Arndt 

Hyman Olken, formerly editor 
of “Technical Reports News Let- 
ter,” of the office of technical 
services of the Department of 
Commerce, Washington, and Wil- 
liam Schurr, previously public re- 
lations administrator for Piasecki 
Helicopter Corp., Morton, Pa., have 
joined the industrial public rela- 
tions staff of John Falkner Arndt 
& Co., Philadelphia. 


Appoints Shaw & Schreiber 

Lehigh Spinning Co., Allentown, 
Pa., textile manufacturer and pro- 
cessor, has appointed Shaw & 
Schreiber, Philadelphia, to handle 
its advertising. 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


“DAKOTA 
FARMER 


Dakotas Own Mac azine 


ABERDEEN, SOUTH DAKOTA 
J. P. MALONEY, Advertising Monager 


«COLLINS, © 
MILLER & 
“HUTCHINGS, INC. 


LEADERSH 
IN ADVERTISING, as in sports, often de- 


advertising champions. 


on ¥ 2 
DD . 
. 


Pe re 
iP 


pends upon a last-minute spurt of 
quality. We are proud to contrib- 
ute the final touch of photoen- 


graving quality to many national 


prrarical- jinuat Phatetugaving Plant 
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Newspapers, like people, develop cha acter over a long period of time. 


Character, in turn, develops prestige and | 1dership. One of the inestimable assets 


of The Washington Star ts the value tha’ people in all walks of life place upon 


it as a newspaper. In the Congress of The United States, for instance— 


95 out of 96 


United States Senators 


buy and read 


‘Phe Washington Star 


THE SENATE: 
Total Membership 96 


The Evening Star is bought by 18 more 
Senators than the next Washington 
newspaper. 


DAILY NEWSPAPERS: 
95 Senators Buy 
The Evening Star 


77 Senators buy Paper B 
58 Senators buy Paper C 
24 Senators buy Paper D 


SUNDAY NEWSPAPERS: 
92 Senators Buy 
The Sunday Star 


62 Senators buy Paper B 
36 Senators buy Paper C 


Of the many ways to appraise a newspaper, one of the 
best is by the people who read it. In The Nation’s Capital, 
those who make the headlines that fash around the world 
turn to The Washington Star to read the story — and the 
reaction. The news and editorial integrity of The Star 


makes it the first choice of the informed citizen. 


The chairmen and members of virtually every major com- 
mittee in both Houses of Congress read ‘The Washington 
Star. The same preference will be detected among the 
highest figures in government. Official Washington wants 
wants it complete, 


its news the same day it happens .. . 


accurate and unvarnished. 


The prestige and leadership of ‘The Washington Star are 
also acknowledged by unofficial Washington. ‘The Wash- 
ington Star is delivered to more homes in the area than any 
other newspaper. In every city there is one newspaper that 
is known and accepted as THE newspaper. In the Capital 
that newspaper is 


of the Nation... and the world... 


The Washington Star. 


THE HOUSE: 
Total Membership 435* 


The Evening Star is bought by 153 
more members of The House than the 
next Washington newspaper. 


DAILY NEWSPAPERS: 
406 House Members 
Buy The Evening Star 


253 House Members buy Paper B 
141 House Members buy Paper C 
74 House Members buy Paper D 


SUNDAY NEWSPAPERS: 
349 House Members 
Buy The Sunday Star 


206 House Members buy Paper B 
127 House Members buy Paper C 


*10 failed to answer; 2 seats vacant 


The high esteem in which the people of a city hold a newspaper is accurately reflected in the importance which national 


and local advertisers attach to it. During 1952 The Star published 4214 


million lines of advertising. This was 171, 


million lines more than the next paper. The Star also published more classified ads than the three other newspapers combined. 


IN WASHINGTON, THE OVERWHELMING PREF} RENCE 


IS FOR AN EVENING NEWSPAPER 


‘The Washington Star 


EVENING AND SUNDA) 


WASHINGTON, 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave. NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 


Special Florida Representative: The Leonard Co 311 Lincoln Road, Miami Beach, Florida. 


Source : We asked each of the 531 members of Congress this question: ‘Which Washingtor newspapers do you buy at the newsstand or have delivered to your office or home ?"’ 
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Up Goes Circulation— 


Down Comes the Cost! 


athfinder, the TOwN JoURNAL has become the fastest growing 
eral in Country-Side America. Gaining new subscribers by the 
tens of thousands, month after month, it is giving advertisers more and 
more for their money. 


That’s the way you like it. That’s the way we like it. That’s the way it 
will continue to be for we’re publishing a magazine which serves the families 
of this big market as no other magazine ever has. 


Re-casting Pathfinder in its new role as the TOWN JOURNAL of 
Country-Side America broadened its reader-appeal enormously. Most every- 
one predicted it would grow. How much and how soon even we couldn’t 
tell. Now we know. 


Throughout the late summer and fall TOWN JOURNAL advertisers will 
get a whopping bonus. The net paid circulation of the August issue is 
1,300,000—100,000 over the present guarantee and there is still a waiting 
list. With the October issue the bonus will be 175,000. Circulation will cross 
the million and a half mark with the December issue. 


You'll like the new rate card. We've raised the guarantee and sharply 
reduced the cost per thousand. It becomes effective with the February 1954 
issue. Right from the start there’ll be a healthy bonus. 


We plan no change in rates for the balance of °54 though we will con- 
tinue to grow. We are out to build the biggest, most successful magazine 
ever in Country-Side America. We’ve already built one leader in FARM 
JOURNAL. We are well on the way with the TOwN JOURNAL. 


Be on. the lookout for our new Country-Side Unit rate card. You'll find 
important new services for advertisers who ‘want the whole Country-Side 
Market, town and farm with the TOWN JOURNAL and FARM JOURNAL. 


Pathfinder. ..the 
‘Tk J 
Own. JOUTTL 
Graham Patterson, Publisher 


FARM JOURNAL, INC. 
Washington Square, Philadelphia 5, Pa. 
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FCC to Weigh 
NBC Offer of 
‘54 Color TV 


(Continued from Page 1) 
by Columbia Broadcasting System. 
In the interim, however, RCA has 
introduced refinements to elimi- 
nate color infidelity which trou- 
bled the commission during the 
earlier proceeding. 


In petitioning FCC today, RCA 
said the system meets all of FCC’s 
specifications and provides good 
b&w signals for existing sets. RCA 
Chairman David Sarnoff said RCA 
and NBC had already spent $25,- 
000,000 on color, and were pre- 
pared to spend another $15,000,000 
in the coming year to get color 
under way. 

He called on other manufactur- 
ers and telecasters to get behind 
color. He said RCA expects to 
expedite the production of equip- 
ment and receivers and that it is 
prepared to assist competing man- 
ufacturers and broadcasters. 

The timing of FCC’s handling of 
the petition remained uncertain 
for the moment, but it appeared 
likely that the commission would 
act expeditiously. 


Colgate Reopens 
Chlorophyll Suit 
Against Rystan 


New York, June 26—Taking a 
page from its activities of a year 
ago, Colgate-Palmolive-Peet Co. 
has filed a complaint in southern 
district federal court asking that 
the Gruskin patent 2,120,667, 
which pertains to therapeutic use 
of water-soluble chlorophyll, be 
declared “void and invalid.” 

Defendant in the action is Ry- 
stan Co., Mount Vernon, N. Y., 
which last year was sued by Col- 
gate for the same reason (AA, 
April 7, ’52). Rystan owns the 
patent. Colgate subsequently 
agreed to drop its suit and take a 
license from Rystan to manufac- 


ture chlorophyll products (AA, 
June 16, ’52). 
Counsel for Colgate told AA 


that the toothpaste manufacturer 
took out the license for a one- 
year period, subject to review. It 
has decided that the patent does 
not have “enough validity to war- 
rant renewal,” and that Colgate 
will no longer pay “substantial 
royalties” to Rystan for the priv- 
ilege of manufacturing chloro- 
phyll products. 

In a statement issued to AA, 
Rystan President O’Neill Ryan Jr. 
said his company “is greatly sur- 
prised by the action of Colgate.” 


ihes 


‘Ss completed 
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_ Last Minute News Fl: 


Swerzy Chocolates Will Use Huyler’s Nam 


New York, June 26—Huyler’s, candy manufacturer, 
|a licensing arrangement with John S. Swerzy, preside 
'Chocolates, Maspeth, N. Y., for national and internat 
_the Huyler’s name. Mr. Swerzy, who was an executive \ 
resigned in 1950 to organize his own company. The de 
clude the Huyler’s restaurants. 


‘Norton Jackson Named Popai Director 


| New York, June 26—Norton B. Jackson, formerly 
'director for Scheideler, Beck & Werner, has been na 
| director of the Point of Purchase Advertising Institute, . 
' Jackson, who was at one time advertising manager of : 


| Co., succeeds J. Kingsley Gould, who resigned. 


Pliskin Moving to McCann as Art Director 


New York, June 26—Robert Pliskin, art director : 
Cairns, will shortly resign to join McCann-Erickson ir 
| pacity. 


Kastor, Farrell Will Handle Kaz Vaporizers 


_ New York, June 26—Kaz Mfg. Co., maker of electric vaporizers, has 
-named Kastor, Farrell, Chesley & Clifford to handle :\s advertising. 
| Kaz, a 37-year-old company with national distribution, is a new ad- 
_vertiser. Magazines, newspapers and TV will be used. 


Breck to Open Ads on Price Offer Aug. 10 


SPRINGFIELD, MaAss., June 26—Beginning Aug. 10, John H. Breck Inc. 
will stage a promotion for its shampoo-cream treatment combination, 
priced at $1. The shampoo alone normally sells for $1. Color pages fea- 
| turing the offer will run in September issues of 15 women’s magazines 

and two Sunday supplements. Car cards in selected areas and co-op 
| newspaper ads will also be used. Charles Sheldon Advertising is the 
| agency. 


Lightolier Sets $100,000 Budget for Fall Campaign 


JERSEY City, N. J., June 26—A budget in excess of $100,000 will back 
an advertising and promotion campaign starting in September for 
Lightolier Inc. lamps and lighting fixtures. A high-fashion approach 
will feature b&w bleed pages in consumer and business publications 
including Architectural Forum, House Beautiful, Interiors, Living for 
Young Homemakers and Progressive Architecture. In addition to a 
full-color spread in the October issue of House Beautiful, merchandis- 
ing will include retail display material, direct mail, counter cards, ra- 
dio spots and newspaper mats. Alfred Auerbach Associates is the 
agency. 


Y&R Elects 8 V. P.s: Other Late News 


e Young & Rubicam, New York, has promoted eight executives to 
vice-presidencies. They are Edward L. Bond, Aldis P. Butler, Robert 
E. Clayton, Wilson H. Kierstead, G. Montagu Miller, Bernard Pagen- 
stecher, Paul C. Richardson and Luis G. Weil. 


e Cal J. McCarthy, senior v.p., treasurer and director of Ruthrauff & 
Ryan, retires July 1 from active management after 31 years. He will 
continue in a consulting capacity. During the next six months he ex- 
pects to devote much of his time to launching and promoting a new 
line of cosmetic and allied products through Calmac Inc., which he 
recently organized. Promotion is expected to break shortly after Labor 
Day. No successor at R&R has been named. 


e Joseph S. Hildreth, president, Chilton Co., Philadelphia, formerly 
president of National Business Publications, Washington, D. C., has 
been named board chairman of NBP, and Robert E. Harper, formerly 
executive v.p., becomes president of the association. 
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e Norge Division of Borg-Warner Corp., Chicago, will become a par- 
ticipating sponsor of the “Garry Moore Show” on CBS-TYV, starting 
Sept. 10. J. Walter Thompson Co. is the Norge agency. 


e J. A. Folger & Co., San Francisco, has appointed Brooke, Smith, 
French & Dorrance of the Pacific Coast to handle consumer and trade 
advertising for Folger’s instant coffee. The new product is being in- 
troduced now in test markets, with newspapers, radio and outdoor. 


NARTB's TV 
Circulation Plan 
May Bow in July 


| discussed, it is believed to involve 
periodic studies covering every 
TV county in the country and re- 
quiring a large group of analysts 
utilizing telephone, mail and per- 
sonal interviews. 

At last week’s meeting of the 
TV board, the three-man televi- 
sion circulation study committee 


No Premium on Bleed Spread 


_ In breaking down the advertis- 
ing cost of the upcoming “picnic” | 
campaign planned by General 
Mills, Armour & Co. and Puritan 
Co. of America, AA on June 15 
gave the price of a four-color bleed | 
spread in Woman’s Day as $27,500, | 
including a 10% bleed premium. 
Actually, the magazine makes no 
premium charge for such a unit. 
It does ask 7.5% extra for a bleed 
spread in b&w or in black and one 
color. 


Gould Leaves POPAI 


J. Kingsley Gould, formerly 
managing director of the Point. 
of Purchase Advertising Institute, 
New York, has resigned. Mr. 
Gould had been with POPAI for 
the past five years, during which 
time the institute experienced its 
greatest years of growth and de- 
velopment. Following a vacation 
trip, Mr. Gould will announce his, 
plans. 


|headed by Campbell Arnoux of 


WASHINGTON, June 25—The Na- 
tional Assn. of Radio & Television 
broadcasters still doesn’t know 
when it will lift the wrap of sec- 
recy from its ambitious television 
circulation measurement plan. 

Devised by Dr. Franklin R. 
Cawl, New York consultant, the 
plan has been presented to the as- 
sociation’s television directors as 
an effective answer to newspaper 
and magazine audits. 

Despite the fact that the plan 
has been discussed at two sessions 
of the board and has been re- 
viewed by about 30 NARTB of- 
ficers and staff members, it re- 
mains the association’s “best kept” 
secret. 


# The plan has already been de- 
scribed, however, as exceedingly 
ambitious, involving expenditures 
of at least $1,000,000 annually. 


WTAR-TV, Norfolk, proposed that 
the time had arrive | to discuss the 
circulation measur:ment proposal 


with network presiijents and their! charge of product planning, Ser- 


research consultants. | 
® During the next week, NARTB| 
President Harold fellows is ex-| 
pected to name four to six addi- 
tional members to the committee, 
which, in addition to Mr. Arnoux, | 
includes Clair Collcugh of WGAL- | 
TV, Lancaster, Pa, and Kenneth) 
L. Crater of WAAM, Baltimore. 

An NARTB spokesman said the 
wraps may be stripped from the 
plan after the committee meets 
with the network group, some time 
during July. Soon afterwards, the 
plan is to be discussed with agen- 
cies and advertisers. 

The secrecy at this time, it is 
understood, is largely to guard 
against “piracy” until such time 


While the details are not being as NARTB is ready to go ahead. 


39% of All New York 
Families Own 3 or 
More Radios: Pulse 


New York, June 26—Dr. Syd- 
ney Roslow, director of Pulse Inc., 
provided radio with some power- 
ful sales ammunition today. 

Releasing the results of a special 
study made in January, Dr. Ros- 
low reported that 39% of all the 
families in the New York metro- 
politan area own three or more 
radios. What’s more, he added, 
these radio lovers (1) “do more 
than twice as much listening as 
single-set families,” and (2) “ac- 
count for more than half of all lis- 
tening in the New York area.” 

Data for this survey was col- 
lected by the regular Pulse per- 
sonal interview, aided recall tech- 
nique. The listenership analysis 
covers Monday through Friday. A 
sample of 6,400 homes in 12 met- 
ropolitan New York counties, the 
area covered for the Pulse monthly 
ratings, was used. 


s Radio ownership figures were 
broken down as follows: 

One set only, 32.9%; two sets, 
29.2%, and three or more sets, 
38.9%. 

Comparisons for average quar- 
ter-hour homes using radio looked 
like this (for 6 a.m. to midnight): 
One-radio homes, 13%; two-radio 
homes, 18.7%, and three or more, 
26.8%. 

Share of audience figures for 
the same time period showed this 
comparison: One-radio homes, 
21.4%; two-radio homes, 26.4%, 
and three or more radio homes, 
52.5%. 

The rest of Dr. Roslow’s pres- 
entation on his latest study was 
competitive, asserting that neither 
“limited coincidental phone calls 
‘adjusted’ by formula [Hooper] 
nor machine dialing records [Niel- 
sen] can match Pulse data which 
also provide a ‘bonus’ of qualita- 
tive information not obtainable 
any other way.” 


= He charged that the Hooper 
phone-calls-plus-formula “seri- 
ously underestimates true audi- 
ence size and undersells radio.” 
He based this contention on a 
comparison of Pulse data covering 
one and two set families with 
Hooper and Nielsen sets-in-use. 
This comparison, he said, showed 
a “close agreement” between 
Pulse and Nielsen, with Hooper 
figures far below those of the 
other two researchers. 

Dr. Roslow explained that he 
made the comparisons with Pulse 
one and two set families because 
he felt this was more realistic since 
“it is unlikely that many homes 
with three or more radios are 
monitored” by Nielsen and a “brief 
Hooper phone interview does not 
get all the listening going on in 
remote sections of the house where 
the third set may be in use.” 


Two Win Designers Awards 


The third annual design awards 
of the National Industrial De- 
signers Institute have been pre- 
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Publishers Told 
Negro Market Is 
‘One of Richest’ 


Battrmore, June 24—“Growth 
in the annual income of Negro 
Americans has made the so-called 
Negro consumer market in Amer- 
fea one of the richest that can be 
found in the world today, and the 
publishers of Negro newspapers 
have the key to that market,” 
Louis E. Martin of the Chicago 
Defender told the 14th annual 
meeting of the National Negro 
Publishers Assn. here last week. 

Mr. Martin, retiring president 
of the association, said that “many 
Negro publications have placed 
new emphasis on classified ad- 
vertising and the development of 
food fairs and home service ex- 
positions.” 

David Karr, v.p., William H. 
Weintraub & Co., and Edgar Kas- 
san, of Joseph Katz Co., discussed 
new trends in national and local 
advertising. Mr. Karr emphasized 
that the approach of the Negro 
newspapers to the national ad- 
vertiser should be that they have 
something to sell worth more than 
the cost to the advertiser. 

Local advertising, according to 
Mr. Kassan, is largely mediocre 
because local retail people are 
afraid of risks and play safe by 
repeating the same copy. 

Carl Murphy, Afro-American, 
was elected president of the as- 
sociation. Other officers are Wil- 
liam O. Walker, Call-Post, Cleve- 
land, secretary, and N. M. Turner, 
Argus, St. Louis, treasurer. 


WILLIAM I. ORCHARD 

AmiITyYvILLE, N. Y., June 26— 
William I. Orchard, advertising 
copy editor of Batten, Barton, 
Durstine & Osborn, died here yes- 
terday at the age of 68. He had 
been ill (but working sporadic- 
ally) for about a year. 

Born in Brooklyn, he studied for 
the Carleite order of the Roman 
Catholic Church but was forced 
to leave after six years of prep- 
aration because of ill health. In 
1919 he went to the George Bat- 
ten Co. as copy editor and con- 
tinued in that capacity when the 
company merged with Barton, 
Durstine & Osborn in 1928. 


e Mr. Orchard’s knowledge of La- 
tin and Greek served him well at 
BBDO, where he was considered 
the “arbiter elegantarium” and 
the agency’s final authority on the 
English language. He checked vir- 
tually all agency copy. 

As an advertising lecturer, he 
achieved considerable fame at 
Washington Irving High School, 
Pace Institute and Columbia Uni- 
versity. 


‘Chicago Tribune’ Joins ARF 
The Chicago Tribune has joined 
the Advertising Research Founda- 
tion, New York. This is the second 
newspaper to become an ARF sub- 


sented to Donald Dailey, v.p. in 


scriber, the first being the Des 
Moines Register, which became a 
member last month. Two more ad- 
. vereene  Saeeeeee = = i 
sign company in New York. Mr.| come ARF members: Gardner - 
Dailey received the award for the| vertising Co., St. Louis, and Rein- 
Servel Wonderbar, a portable elec- | gold Co., Boston. Total ARF mem- 
tric refrigerator. Mr. Otto was bership is now 175. This breaks 
honored for the Voicewriter, a| down as follows: 56 advertisers; 62 
lightweight, portable commercial agencies; 55 media, and two 
recorder designed for Thomas A.| founder subscribers, the Ameri- 
Edison Inc. This is Mr. Otto’s sec-|can Assn. of Advertising Agencies 
ond award from the Somaneny | ene the Assn. of National Adver- 
group. He received the first in/ tisers. 
1951 for the Schick “20” shaver. 
| Two Magazines Raise Rates 
Distributor Names Getschal | The New England Appliance & 
U. S. Waterproofing Corp.,| Television News and the New 
Focmadle 6’ new” Meeid rcbber| pubtioned by Chestes Ac’ Stone, 
ormula 5, new liqu rubber | publis ; . 
mineral seal for consumer use in Boston, will raise their rates about 
waterproofing, has appointed Get- | 15% with the July issues. Appli- 
schal Co., New York, as its first; ance will get $224 a b&w page, 
agency. Advertising plans will be | while Electrical News will get 
announced shortly. $228. 


vel Inc., Evansville, Ind., and 
Carl Otto, who heads his own de- 
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Barton and Cone Air Views on ‘Idea’ 
Advertising at Western Ad Assembly - 


(Continued from Page 3) tery beyond the capacity of the) 
and know best how to employ, ordinary man to encompass, a| 
helps to make the word American temple wherein only the high! 
mean honor, integrity and good priesthood may officiate.” 
faith around the world.” The truth is, he declared, “that | 

As to advertising’s problems, Mr. like every other important thing 
Barton continued, “they are the in life, it is 90% common sense.” 
same as those of our clients, and of His own experience—‘“as some- 
industry generally—how to win thing of an amateur public rela- 


and hold the respect of employes, 
and the confidence and support of 
the public.” 

A good deal of hocus-pocus, he 
said, has been built up around the 
subject of public relations. “There 
are not lacking those who would 
have us believe that it is a mys- 


tions adviser for a good many 
years”—had taught him, Mr. Bar- 
ton said, that “the first principle 
,of public relations is to tell the 
‘truth, to tell it no matter how much 
it hurts, and to tell it first.” 
Admen, Mr. Barton concluded, 
must have an unshakeable faith 


in the system we live under. And 
» | they must not have a feeble faith, 

|for “the world has always been a 
bad world for the cowardly, the 
tired, the weak; always a good 
world for the brave. The challenge 
of the times to us as advertising 
men and women is that we should 
so conduct our lives and our busi- 
ness as to inspire in our fellow 
citizens a deeper faith and hope 
and sense of dedication—to the 
end that world leadership may 
come to our beloved land, not be- 
cause of what we Americans spend 
or what we say but because of 
what we are.” 


VISUALIZE ART 
EFFECTS EASILY 


Knowing how a finished printing job 
will look before printing is valuable 
because it cuts down production cost 
and time. That's one of the many 
ways The CLIPPER serves subscrib- 


3,600 Art Subjects Annually 
The collection of more than 3,600 
individual art subjects and more 
than 250 color samples that our 
subscribers receive each year makes 
it easy to visualize all modern art 


techniques. 0 


e Mr. Cone, the ex-San Francis- 
can president of Foote, Cone & 
Belding in Chicago, spoke Tuesday 


Write FOR FREE SAMPLES /on “The New Challenge to Adver- 


MULTI-AD SERVICES, INC. 


|tising.”” He confessed to feeling 
|nostalgic, and told why: “This is 
|a very young country out here. It 


demands the utmost skill and 


constant application of a wide vari- 


ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street | 
Chicago 6, Illinois | 
FRanklin 2-6343 | 


| huge 
| 


CABLESE—Checking over one of San Francisco’s famous cable 


cars, specially marked for the occasion, are 


the Advertising Assn. of the West conference. In the group at 
left (left to right, up and down) are Harrison Davis, Fielder, 
Sorenson & Davis; William Locke, publisher of the Sentinel, 


Dinuba, Cal.; Claire Drew Forbes Walker, 


Advertising; Arthur Arlett, West-Marquis, president of the San 
Francisco ad club; William Fielder, Fielder, Sorenson & Davis; 
Robert Gros, Pacific Gas & Electric Co., new president of the 
group; Florence Gardner, executive director, San Francisco ad 
club; Arthur House, House & Leland, outgoing AAW f -sident, 
and Norman McCready, Foster & Kleiser. 


these delegates to 


Claire Drew Forbes 


looks young and it feels young and 
it thinks young...Almost every- 
thing new in the ways of living is 
embraced here, eagerly and under- 
standingly, while the staid East 
and the stolid Midwest wait to 
make up their minds.” 

The new challenge to admen, 
and to everyone in American busi- 
ness, he said, is to help keep busi- 
ness good, to maintain prosperity 
and to move it to a sound and 
level basis. “Good business,” he 
observed, is not necessarily good 
for the nation. 

Attacking “planned 
he said: 

“One of the things that we have 
seen inflated is wages, with the 
continuing trend to less and less 
work for more and more money. 
And we know the human conse- 
quences; we have seen the loss of 
pride in a job well done, and we 
know the kind of work that re- 
sults. Part of the challenge to all 
of us is to deflate all blown up 
values, not only the $3 shirt that 
sells for $6.50 but also the fat, soft 
moral values.” 


inflation,” 


s Like Mr. Barton, he pointed out 
that a corrupt government has 
been replaced by a new honest ad- 
ministration. “But,” he warned, 
“bad times—or the wrong kind of 
good times, either planned or 
thoughtless (let’s get it while the 
getting is good and to hell with 
tomorrow)—could quickly bring 
cynicism back. 

“We can help,” 
Mr. Cone told the 
admen, “to create 
cynicism, the 
worst of all na- 
tional diseases. 
The fact is, ad- 
vertising can cre- 
ate disbelief. . .in 
business as an in- 
stitution. And 
there seems to be 
a little noisy mi- 
nority that wants 
to help it do just that. Perhaps the 
minority isn’t so little. Maybe it is 
only the minority that is articulate. 
Perhaps the feeling is that of a 
vast silent majority.” | 

Bad advertising, he pointed out, | 
cannot be stopped by decree, and 
he gave this example of what bet- 
ter business bureaus cannot cope 
with: “An important toilet soap 
recently screamed the announce- 


Fairfax Cone 


| ment that it contains ‘nature’s own 
|chlorophyl’—the well-known de- 
| stroyer of odors—-only to say later 


in the same advertisement in a 
tiny voice, ‘No therapeutic claim 
is made for the chlorophyll’! There | 
was a technically and legally 
truthful advertisement. And yet, 
if you failed to read the fine print, 
you thought you were buying a 
new deodorant scap instead of one 
unchanged in 30 years.” 

To combat bac advertising, Mr. | 


Cone continued, admen must ex-| 19.3%. 

plain what good business is, in “The page in the magazine 
paid advertising. The great suc- reaches each family for only five- 
cesses of Advertising Council tenths of a penny each, and news- 
campaigns, he pointed out, have papers and radio and television 
shown that “advertising of ideas,” | costs are wholly comparable—a 
the newest field of advertising, can third or less of what it costs to 
be used to great advantage by buy an unprinted, unaddressed, 
business. The Advertising Council | stamped government postcard. 
campaigns, he added, are com-| “The whole matter of advertis- 
pletely honest, and business must ing expenditure is a matter of ob- 
be completely so in this type of ad-  jectives. One dollar may be smart- 
vertising. -er than another, but this, in this 
day and age, can only be a few 
® There must also be more adver-| cents’ worth. One dollar cannot 
tising, Mr. Cone continued, of effectively fight two or three.” 
products as well as ideas. “Adver-_ 
tising schedules that would have. 
been adequate 15 years ago may 
be disastrously ineffective today 
...Even though there is a great 
deal more advertising in newspa-| 
pers and magazines and outdoor, 
and only a little less in radio, and 
even though we now have televi-| 
sion, the ratio [of advertising to 
income] has not kept pace.” 


Costs of advertising, he insisted, Superior Shirts 
are low. “The cost of reaching one Broadcloth-Oxford 
person or 1,000 or 1,000,000 is to-| 
day only about 15% more on the 
average than it was 15 years ago.” | Five Dollars 


For magazines, he said, the in-. 
crease for a four-color page is up. 
only 10.2% per 1,000 guaranteed 
circulation. The milline rates of 


Keep 


FIVE EAST FORTY-FOURTH 
NEW YORK 


major newspapers have gone up 


Whatever your distribution, WHALEY TAXIPOSTERS can 
pinpoint your circulation. Operating in over 121 cities 
from coast to coast, Taxiposter advertising is available 
in most leading markets. So whatever your circulation 
requirements may be—use Taxiposters for economical, 
low cost pene- 
tration. Write 
for rates and 


availabilities. 


The Outdoor Aduertising Easiest fo See 
WM. E: WHALEY COMPANY 


Louisville, Ky. 


136°So. Fourth Ave. 
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Coffee Bureau Sets 
Summer Drive for 
‘Iced Coftee-Breaks’ 


or page in Life (July 6) and The 
Saturday Evening Post (Aug. 15) 
will push the Pan-American Cof- 
fee Bureau campaign to “Give 


Yourself an Iced Coffee-Break.” 5? 


The effort will be supported by the 
bureau’s spot radio campaign 
through Aug. 31. 

The promotion will emphasize 
the pre-cooled and “jiffy’”” methods 
of making coffee and include re- 
cipes for coffee frosteds and coffee 
walnut sauce. 

Another variation of the coffee- 
break theme will emphasize high- 
way safety via full-color pages in 
Life (Aug. 3) and SEP (July 11). 

The ads will be headlined ‘““Make 
Your Coffee-Break a Coffee-Stop.” 

Cunningham & Walsh is agency 
on the account for radio and tele- 
vision. Robert W. Orr & Associates 
handles printed media advertising. 


“IN NORTHERN OHIO. 


Almost Everyone 


1,721,845 on the job in 
the area served by the 
50,000-watt voice of 


THE BEST LOCATION IN THE NATION 
has MORE PEOPLE (4,517,000 persons) 
in MORE JOBS (Employment 1,721,845) 
with MORE MONEY (71 billion!) 


WGAR reaches MORE 
listeners MORE effectively 
MORE often ! 


f THE SPOT FOR SPOT RADIO 
“Cleveland : 
50, wotts 
cBS 
Eostern Office: at 
665 Fifth Ave NYC. 


Represented by The Henty | Christal Co 
In pote by Radio Time ie ue tarsi 


May Sales of 


Chain Stores 


-————— May % Gain 5 Mont —_-_——. % Gain 
| 1953 1952 or Loss 1953 1952 or Loss 
| Food Chains 

|*Grand Union +55 $ 48,120,026 $ 5,317,080 + 62 
Dkk tgewsesne + 9.0 91,831,466 3,339,024 +10.2 
/Kroger Co. ... + 1.0 408,029,413 1,632,005 + 2.0 
National Tea +12.0 173,682,566 9,729,822 +24.3 
eee + 7.1 593,164,839 £ 6,048,607 + 7.8 

Group Total + 5.9 $1,314,828,310 $1,: 0,066,538 + 7.8 
Mail Order 
Sears, Roebuck + 8.4 980,031,910 * 3,876,590 +10.9 

) ee ee 253 +144 49,569,668 1,024,290 + 2.9 
Montgomery Ward .. 95,058,873 101,380,711 — 6.2 335,308,240 1,955,836 —1.9 

Group Total...... $394,497,721 $380,277,305 + 3.7 $1,364,908,918 $1, 6,856,626 + 6.9 
Drug Chains 
ES 6 che au Kk xa 4,484,605 4,442,881 + 09 21,996,868 1,686,981 + 1.4 
eee 4,616,746 14,537,690 + 0.5 72,238,8' 0,956,080 + 1.8 

Group Total ....§$ 19,101,351 $ 18,980,571 + 0.6 $ 94,235,724 $ (2,643,061 + 1.7 
Variety and Miscellaneous 
‘Adam Hat Stores Inc. 932,011 907,585 + 2.7 5,300,457 5,349,244 — 0.9 
Beck, A. S. Shoe Corp. 4,793,137 4,582,835 + 4.6 19,023,784 18,720,559 + 1.6 
Bond Stores ...... 708,350 6,194,903 + 8.3 33,352,675 30,748,961 + 8.1 
Butler Bros. ....... 8,886,247 8,238,022 + 7.9 46,968,387 43,194,956 + 8.7 
Consolidated Retail 

Eh ese wb e0e a .308,749 2,479,722 — 69 11,617,249 12,206,792 — 4.8 
*Diana Stores Corp. .. 2,733,321 2,663,834 + 2.6 26,800,444 25,696,907 + 4.3 
fe ae ,692,508 7,850,172 — 2.0 32,973,945 32,313,654 + 2.0 
Fishman, M. H. 1,096,474 1,056,559 + 3.8 4,289,645 4,078,587 + 5.2 
i. Se eae 23,074,843 21,823,279 + 5.7 96,791,097 90,190,370 + 7.3 
Gamble-Skogmo . 10,779,897 10,585,273 + 18 49,154,958 45,898,896 + 7.1 
Howard Stores Corp. 2,002,926 2,229,496 —10.2 10,581,765 11,244,317 — 5.9 
Kinney, G. R. Co. .. 3,782,000 3,824,000 — 1.1 15,206,000 14,995,000 + 1.4 
. i ie Saerre 25,227,372 24,985,382 + 1.0 118,028,317 114,717,151 + 2.9 
. FS Seer 12,877,192 13,585,721 — 5.2 61,159,949 63,477,753 — 3.7 
Lane Bryant, Inc. .. 6,201,291 5,367,793 +15.5 26,326,018 23,266,477 +13.1 
EES 7,678,328 7,922,850 + 3.1 36,800,482 37,406,146 + 1.6 
McLellan Stores .... 4,802,949 4,851,217 — 1.0 17,411,088 17,519,614 — 0.6 
>Mercantile Stores, 

Sas 11,030,000 10,775,000 + 2.4 801, 37,301,000 + 4.0 
*Miller-Wohl Co. .... 3,196,132 3,099,714 + 3.1 31,504,375 ,.221,5 + 4.2 
Murphy, G. C. .... 15,086,118 15,044,533 + 0.3 65,901,834 64,855,279 + 1.6 
National Shirt Shops 1,664,532 1,666,552 — 0.1 6,974,985 6,352,141 + 9.4 
Neisner Bros. ..... .090, 7: 4,793,262 + 6.2 23,304,168 21,646,296 + 7.7 
, -—_ aaa 85,886,660 86,196,151 — 0.3 75,901,980 360,998,326 + 4.1 
mad Pus. of America 5,022,415 5,252,177 — 4.4 16,487,552 15,434,758 + 6.8 

erchi Gros. 

are 1, /89,697 1,918,238 — 6.7 4,171,971 4,121,721 +11.2 
Western Auto ..... 13,725,000 15,752,000 —12.9 67,608,000 58,188,000 +16.2 
White’s Auto Stores 1,826,975 2,219,144 —17.7 7,975,152 7,760,761 + 2.8 

Group Total ...... $275,895,912 $275,865,414 — $1,250,417,277 $1,197,905,224 + 4.4 

Combined Total ..$959,275,719 $929,940,582 + 3.2 $4,024,390,229 $3,687,471,449 + 9.1 
“Five weeks and 13 weeks. Four month pericd. ‘Five weeks and 22 weeks. ‘Ten month period. 
*Three month period. ‘Four weeks and 17 weeks. 

Heads Fawcett Subscriptions | Ng Joins Kal, Ehrlich 

Charles W. White, formerly v.p.; David Ng, formerly production 
for Macfadden Publications, New| manager with Paul Heller Agency, 
York, has been appointed head of| Washington, has been appointed 
the subscription circulation de-| assistant production manager with 
partment for Fawcett Publications, | Kal, Ehrlich & Merrick, Washing- 
Greenwich, Conn. ton. 

Two Join Cowles Board Avis to Southward Associates 

Vern Myers, v.p. and publisher Walter R. Avis, formerly adver- 
of Look, and Don Perkins, v.p. and | tising manager for Zippo Mfg. Co., 
advertising director of Look, have| Bradford, Pa., has joined South- 
been elected to the board of di-| ward & Associates, Chicago agen- 


rectors of Cowles Magazines. 


ley. 


Lasser Proposes Ad, Research Tax Fund 
Law for Slump Period to NIAA Convention 


(Continued from Page 3) 
them, and spends the money for. 
a campaign to market a new) 


‘come in 1956. But, if it redeemed 
‘all the bonds in 1956 and spent! 
‘only half in advertising or re-| 
search, it would pay a tax on the 
other half that year. Or if it waited | 
until 1958 and had redeemed—it | 
could get its money back. But) 
would owe a tax on the full sum.” 


# Mr. Lasser admitted that many 
technical points would have to 
be worked out for the plan first. 

The chief of these are a defini- 
tion of research and advertising 
and protection of the revenue 
‘against chiselers and bad business 
managers. 

“I can report to you we have 
been working hard on a standard 
|definition of [research and adver- 
tising],”’ he said. 

There is, he said, a precedent in 
our tax law for this kind of plan. 

“Business men can take one of a 
dozen accounting methods to re- 
‘port; you can—by these methods 
' (cash, accrual, instalment, long 
|term contract reporting, retail ac- 
counting, etc.) put income in the 
year you choose and expenses in 
the year you like,” he pointed out. 


|@ Other examples he gave were 
the various methods of inventory 
‘taking, by which income can be 
'shoved ahead to other years; de- 
_ductions for bad debts; the right to 
|spread a loss of one year back to 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
tep circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. sg for FREE Proof- 
book Ne. 11. 

EYE*CATCHERS, Inc. 
207 E. 37th St., N. Y. City 16 


WPTF is 


Number One 
Salesman 


50,000 warts 680 xc 


Another Reason Why 


North Carolina's 


WPI 


Dream Boat...... Jimmy Capps! 


90 per cent of the night t 


ime college-high school audience 


in the WPTF market listen to a program called “Our Best 
To You”. It's an atmosphere show as romantic as the fabled 
Carolina moon. Pilot for this recorded dream boat is Jimmy 


Capps. If your product is used by the under 35 year group, 
take a sales ride with Jimmy Capps. And don’t be surprised 
if us oldsters buy, too. He is a proven purchase juvinator 
on the team which makes WPTF the Number One Salesman 
in North Carolina, the South’s Number One Strate. 


North Carolina’s Number 1 Salesman 
NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


NATIONAL 
FREE & PETERS representative 


R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager 


the preceding year and then for- 
ward five years; the ability to 
avoid tax on exchanges, etc. 

Such a tax law, he said, asks 
for no special privileges. It merely 
places the burden for maintaining 
the economy on private, free, inde- 
pendent business. 

“It simply gives them the im- 
petus—at no cost to the govern- 
ment—to maintain the bridge be- 
tween production and marketing— 
when it is needed most. 

“This is the method in which we 
will force continued jobs for all 
in industry—the method by which 
we will increase our drive for pro- 
ductivity and efficiency in distri- 
bution in all years,” he concluded. 


Workman Joins Four A's 

Ted Workman Advertising, Dal- 
las, has been elected to member- 
ship in the American Assn. of Ad- 
vertising Agencies. 


We believe... 


...a radio station has a 
duty, to its advertisers 
and listeners—and that a 
statement of our beliefs 
and policies is important 
to both our listeners and 
our clients. 


| 
v We have one rate card. All WGAR 
advertisers pay the same amount of money 
for similar services. 


(| 


| We believe that any attempt to buy 
listening by offering prizes as a reward is 
a deception not in the public interest. Our 
high listenership is created and maintained 
through the exceptional entertainment and 
informational value of our programs. 


= | 


Every day, Cleveland's Friendly 
Station is invited into hundreds of thou- 
sands of homes in Northeastern Ohio. 
Therefore we strive to act as a becoming 
guest. No advertising matter, programs or 
announcements are accepted which would 
be offensive, deceptive or injurious to the 
interests of the public. 


We believe in fairness to responsible 
people of all convictions. Those of different 
religious faiths broadcast freely... and 
free .. . over our facilities. Balanced con- 
troversies are aired regularly without 
charge. We practice freedom of expression 
without penalty to those whose opinions 
differ from our own, 


We believe that we serve our adver- 
tisers more effectively by broadcasting 
no more than a single announcement 
between programs. 

* 
If you are not advertising on 
WGAR, we invite you into the 
good company of those who are. 


*WGAR 


THE SPOT FOR SPOT RADIO 
Cleveland 
50,000 watts 


CBS 


Eastern Office at 
Rn, 665 Hs Ave Cc 
epresented by The 
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|) APPLIANCE MANUFACTURER 


> : saecige fe = a 


: Bae Here’s how American Emblem Co., leading manufacturers 
z vee 3 creo ee" of name plates and decorative trim for the appliance 
a a aes — ss en industry feels about Appliance Manufacturer! 


“Sixteen days after publication .. . 


i 

i 
% 

ss) 


ieee x G owe an inquiry from a very prominent 
a ah yo yrica SN manufacturer” 

BS a AMe® op 195? 

ea caassnit , 

sir eee ee sense ‘ “The first we had had from him.” 
awe na estat ee a. santo 

3 wt yon wr i yensee® 

: prvent Be 


“Two weeks later, received his 
first order.” 


“,..amounting to more than 50 times 
the dollars and cents spent on space 
and production costs.” 


Thank you, Mr. Roberts! We're glad you got the bus- 
nee RS a . Sr iness! That's what Appliance Manufacturer is for! 
eee, aie ' ee, tae Thanks, also, for telling us of your advertising success! 


PPLIANCE 
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